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ABSTRACT

The aims and placement of GHD in the current market have 
been analysed, the data and valuable knowledge gained has 
been used to consider ways taking GHD into the foreseeable 
future, to expand and differentiate their products into new 
and diversifying markets.

The report details innovative new ways of applying GHD’s 
strong brand, values and technology into other areas of the 
personal and healthcare markets, previously unexplored by 
GHD, that would require incremental change, which in turn 
is less of a financial risk.
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1.0 DESIgN INNOVATION AuDIT

1.1 COMPANY PROFILE

History
Founded back in 2001, GHD has become synonymous with 
the most sought after hair stylers on the planet. 

Martin Penny, Gary Douglas and Robert Powls, collaborated 
to purchase the rights to produce a particular style of hair 
straightening iron from a South Korean inventor. The irons 
were the first of their kind and within a few years were the 
most talked about item in hairdressing history.

Outlook
Good Hair Day, commonly referred to as GHD, is a 
manufacturer of haircare products. It is based in Leeds, UK. 
Trading under the GHD brand, Jemella is the market leader 
in premium hair styling irons, complementary wet products 
and other hair styling accessories sold through over 50,000 
professional hair salons globally. Styling irons have bought 
about a long term shift in the hair styling market and have 
become deeply entrenched in the consumers’ daily routine 
and salons’ service offering (Montagu, 2011).

Area of Excellence
Through developing its product range and creating a strong 
hair and beauty brand targeted at the professional hair 
stylists; GHD has generated an exceptional following of loyal 
customers (Montagu, 2011).

Unique Selling Point
Forever improving and continuously upgrading their existing 
technology, GHD are actively making the hair tool more 
manageable and ultimately more desirable. GHD had some 
revolutionary features that made the work of straightening 
hair less strenuous with amazing results. Previous to GHD 
there were hair straighteners that employed aluminium 
plates and others used steam for the same process which 
was less effective than the ceramic plates introduced by 
GHD. Ceramic is the perfect material for hair straighteners 

because it conducts heat most effectively and enables the 
iron to slide through the hair without any issue. Looking 
at the benefits of the use of ceramic, many manufacturers 
adopted this method for their hair products and since then 
the use of ceramics took a new turn (Article Click, 2010), 
however, GHD have at this point the first mover advantage, 
which is the advantage gained by the initial occupant of a 
market segment. This advantage may stem from the fact 
that the first entrant can gain control of resources that 
followers may not be able to match (Robert, 2003).

With many different manufacturers wanting to follow in the 
footsteps of GHD and capitalise on new technology, GHD 
kept on improving the technology to hold on the position as 
the leader in the cut-throat competition. They modernised 
its technological functionality and its aesthetic form.  
Besides the use of ceramic plates, the quick heating system 
that enables the iron to heat up quickly within 10 seconds  
is much faster than any competitor. An in-built temperature 
regulator maintains steady flow of temperature (Article 
Click, 2010). 

Success
Montagu was attracted to the business because of its 
dominant UK position and substantial growth opportunities 
in overseas markets and the transaction was structured and 
funded to support the management team in building GHD 
into a global brand (Montagu, 2011).

The brand has attracted endorsements from celebrities, 
with Victoria Beckham, Madonna, Gwyneth Paltrow and 
Jennifer Aniston reportedly users of GHD products, in turn 
this has helped GHD to develop a cult like following (GHD, 
2010).

GHD’s are recommended and sold by many hair salons in 
the UK and are recognised world wide as the ultimate hair 
straightening iron (GHD’s-compared, 2010).

The company expects earnings to rise again this year, 
despite the slump in consumer spending, and its gross 
margin has continued to increase, reaching 66.4 per cent 
for the year to date. It is understood to have had a strong 
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final quarter, with volumes sold growing by more than 15 per 
cent, compared to the same period last year.

“Despite the recession, the company has continued to 
prosper with sales significantly up on last year and we are 
well placed for the year ahead. We also continue to donate 
significant amounts to charity.” (Spokesperson, 2010)

Martin Penny, one of the leading figures behind the growth 
of GHD but who left his post as managing director for 
unexplained reasons in 2008, remains a shareholder.

 

1.2 TARgET MARKET

Since its introduction in the United Kingdom in 2001 the GHD 
range has attracted a very loyal following amongst its target 
market (being women between the age of 18 and 35). GHD’s 
following is similar in New Zealand and Australia where an 
extremely strong bond has developed between women and 
GHD products (and particularly the GHD hairstyling iron).

Hair straighteners are now one of popular hair accessories 
that every woman would like to possess it and those who 
have already with are proud of their stylist possession. 
However, male consumers have become more susceptible 
to marketing campaigns, thanks in part to celebrity 
endorsements and male grooming has become more socially 
acceptable. This is because both males and females can now 
style their own hair in their own comfortable time (Article 
Click, 2010).
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1.3 T IMELINE

2001

2002
2003

2004

2005

2006

2007

2008

In January, GHD is born
Celebrities fall in love with GHD  and a cult 
following begins around the straighteners
GHD launches in Australia
Annual turnover reaches £12 million
First TV advert airs - GHD sponsors “The Salon”
Mini and Salon stylers launched
GHD launches in South Africa, Spain, Italy and 
Scandinavia
Sales hit £37 million
GHD takes on the USA
The Pink Iron launches for the very first time
Launch of Expert Programme for salons
Sunday Times Fast Track “Fastest Growing 
Company”
GHD takes London, Durban and New York 
fashion weeks by storm
Turnover £54 million
GHD global website launches
thermodynamics® launched 
Launches in France and Germany
Leah Wood and Kimberley Stewart support the 
launch of the new Hot Pink Styler
Turnover £75 million
GHD IV styler collection goes on sale in the UK - 
“Thou shalt never be the same girl twice”
GHD Directive at New York Fashion Week for 
Narcisco Rodriguez
GHD Directive at Paris Fashion Week for Stella 
McCartney
GHD launches new branding “Thy will be done”
Madonna, Cameron Diaz and Gwyneth Paltrow 
on the waiting list for Pink Styler supporting 
Breakthrough Breast Cancer
Turnover £115 million
GHD awarded Super Brand status 2008/2009
 Paul Merritt of ‘The Salon’ designs innovative 
courses for GHD stylists

Friend of the stars Jonny Woo writes and 
performs three short plays for the launch of 
GHD dark or pure stylers
GHD awarded ‘best hairstyling gadget’ and 
‘ultimate hairstyling gadget’ in Cosmopolitan  
Awards 2008
New-found celebrity fans include: Dannii 
Minogue, Alesha Dixon, Melanie Blatt and 
Nicole Appleton
GHD sponsors Josh Gout at London Fashion 
Week and supply a team of stylists for his show
GHD Australia sponsors Australia’s Next Top 
Model and styles hair for all of the shoots
GHD collaborates with cool beauty brand 
Benefit cosmetics
GHD sponsors Matthew Williamson Autum/
Winter 2009 NewYork Fashion Show and supply 
a team of stylists for the show
New found celebrity fans include: Blake Lively, 
Lady GaGa and Audrina Patridge
GHD directive at London Fashion Week for Sass 
& Bide and Josh Goot
GHD awarded numerous awards including: 
Cosmopolitan 2009 Readers Kiss of Approval -  
Ultimate hairstyling gadget, Cosmopolitan 2009 
- Best Hair styler, Hair Magazine Awards 2009, 
Sunday Times Style Beauty Awards 2009, GHD 
Spain - Vogue Beauty Awards
First TV sponsorship for GHD Germany and GHD  
Denmark
GHD launches new branding ‘you can do 
anything with your hair’
GHD collaborates with cool beauty brand 
Benefit cosmetics
GHD is named “Best Styling Tool” by the Sunday  
Times Style awards
Akin Konizi becomes GHD global brand 
ambassador
Launch of the new GHD art team
Awarded CoolBrand status for 2010/11

2009 
 

2010
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2.0 gHD TODAY

2.1 COMPANY STRuCTuRE

Internal
Owners/Founders Martin Penny
   Gary Douglas
   Robert Powls
Parent Company  Jemella Group
   Montagu Private Equity
Directors  Global Brand Director - Guy Longworth
   Group Marketing Director - Sarah Lambley
   P. Phillipson
   P. Stoneham
   S. Pooler
   A. Greensmith
Secretary  A. Pitter
Employees  670 staff worldwide
Premises  Leeds
Auditors   Ernst & Young LLP
Bank   Barclays Bank PLC

External
Investors  Montagu Private Equity
Distributors  Salons
   Stylists
   Exclusive shops/outlets
   European distributors
Customers  Users
   Buyers
   Salons
Manufacture  Korean manufacture
Design   Glenelg Design consultancy

2.2 STAKEHOLDER MAP

Investors
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Material Suppliers

Government
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Directors

Distributors
Managers

Employees
Design Consultants

Professional Reps

Media

CustomersManufacturers Critics

GHD will want the largest possible return on their 
investment, which will be achieved by maximising profits, 
they are positioned in the ‘High Power, High Interest’ 
sections as they are the ones responsible for the success 
of the business. The shareholders and investors (Montagu 
Private Equity) will equally share a similar level of influence 
due to the capital they are introducing to the company. 

GHD have claimed not to have undertaken any advertising 
in the first two years of operation, instead relying on the 
recommendations of the salons that sold the brand’s 
products and ‘word of mouth’, therefore professional reps 
are rated moderately for both influence and interest.
The Design Consultants also have high influence on the 
company as GHD outsource the design of their products 
so the company is heavily dependent on their interest and 
quality of design in order to create new, innovative and 
desirable products within the hair styling market. 

In 2003, the company launched its first televised advertising 
campaign, becoming the sponsor of British reality TV show 
The Salon. The company has also featured prominently on 
Australia’s Next Top Model.
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2 .3 PRODuCT PORTFOLIO

The GHD IV Wide Salon Straightener 
Priced at £99. With wide plates, ideal for longer, thicker 
or Afro Caribbean hair. They glide quickly through the hair 
making styling so much easier. Features include:
• Auto sleep mode
• Universal voltage
• Advanced ceramic heaters

The GHD IV Mini Styler Straightener
Priced at £99. This GHD uses the same advanced ceramic 
technology as the rest of the GHD IV range, but features 
smaller plates. It’s ideal for women with shorter or textured 
hair and very popular with men. Be creative, the latest GHD 
straighteners give you the choice of perfect curls, movement, 
extra volume or straight chic. Ideal for tight curls and flicks.

The GHD IV mini styler is the ultimate tool for short hair, 
allowing for multiple looks to be created without ever 
having to pick up curlers or tongs. The Hair Magazine 
Awards 2009 announced it as winner for the category of 
best slim/mini irons.

GHD IV Styler – The Ultimate Styler
Priced at £99. The GHD IV styler is the ultimate tool for 
creating beautiful hair, putting a multitude of fabulous hair 
styles at your fingertips. Let your creativity rule with big and 
bouncy waves, go sleek and glossy with perfectly straight 
locks or add flawlessly formed curls; with the GHD IV styler 
the choice is yours. 

The GHD IV styler was announced as the ‘Best Styling Tool’ 
in the Sunday Times Style Beauty Awards 2010. In the 
Cosmopolitan 2009 Awards the magazine’s, readers gave it 
their ‘kiss of approval’ as the ultimate styling gadget.
The GHD IV styler does it all, allowing you to downsize your 
arsenal of styling tools to just one wonderful gadget.

Breakthrough Breast Cancer Pink Stylers
Priced at £135. Each pink patterned GHD IV styler comes 
with a gorgeous raffia bag and compact mirror. And with 
every GHD Pink Limited Edition purchased, a valuable 
donation will be made to Breakthrough Breast Cancer. 
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The Deluxe Midnight Collection
Priced at £149, this new limited edition styler has new 
features that include:
• Cooler, lighter body
• Smoother plates
• Professional finish
• The sleek new GHD Gold Classic styler
• Limited edition travel hair dryer
• Exclusive styler pouch with heat resistant roll mat
• Treasure chest case
• Baroque travel mirror
• Two GHD sectioning clips

Released for the Christmas 2010 market, this streamlined 
selection of glamorous styling essentials, consists of; the 
new GHD Gold Classic styler, exclusive styler pouch with heat 
resistant mat, and two sectioning clips, it’s the minimal way 
to mesmerizing styles. 

GHD Precious Gift Set
Priced at £160.  The limited edition GHD Precious gift set 
contains everything you need to create stunning styles.  
Inside you will find a black and silver baroque GHD IV styler, 
travel hair dryer, and heat resistant roll bag.

GHD Hair Products 
Prices range from £9-£16 and include thermodynamics hair 
products and GHD accessories. The products follow a 4 step 
guide to healthy maintenance and care to the hair with 
excellent results:

Step 1:  Clense, replenish, rejuvenate and condition your  
 hair with GHD shampoo and conditioner

Step 2: Protect and lock in moisture and nutrients to help  
 guard against heat and damage with GHD thermal  
 protectors

Step 3: Style, get maximum texture and hold whatever  
 your hair type with GHD styling products

Step 4: Finish and put the perfect final touches to heat- 
 styled hair, whatever your hair type, with GHD  
 finishing products

GHD Limited Edition Ranges

Mk IV Pure and Dark Straighteners
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GHD Green Envy, Blue Serenity, Purple Indulgence
and Red Lust Stylers

Brushes and Accessories
At varied prices, GHD has a collection of brushes, clips and 
hairdressing aids to use with the stylers. They also have a 
range of heat mats and carry cases.

(ghdhair, 2010)
(Selfridges, 2010)

2.4 CuRRENT ADVERTIS INg

Using Above-the-Line promotion (advertising through 
the media), GHD has managed to promote its products 
effectively and efficiently. Research has shown that their 
regular products still seem to sell via word of mouth, whilst 
the signature series such as the fairytale Midnight Collection 
range, seems to give GHD a marketing opportunity to take 
advantage of. The cost of GHD’s advertising in 2007 was 
£1.87 million. (Mintel, 2010)
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2.5 SWOT ANALYSIS

Strengths
Celebrity endorsements give credibility to GHD’s products, 
making them aspiration purchases for consumers. The 
brand has a very effective marketing system, unlike any of 
its competitor products, giving GHD high brand visibility. 
The salon-quality products, and associated hair products 
GHD produce offer a full hair styling system for both industry 
professionals and domestic prosumers.

Weaknesses
GHD has a strong portfolio of hair straightening equipment, 
although their previous-generation straighteners did have 
issues with overheating in the past. Furthermore, some of 
their rival companies have a wider presence in the grooming 
and hair-care markets than GHD, with product ranges in 
addition to hair styling tools.

Opportunities
Special editions, and links with charities heightens GHD’s public 
profile, increasing the already prodigious demand for their 
straighteners. The annual release of their pink straightening 
tongs, from which donations are made to cancer charities, 
spark positive media coverage and brand awareness.
  
Threats
GHD is at risk from counterfeit products and unauthorised 
sellers, due to the popularity of their styling products. In 
the past, official supply issues have led to shortages. Fake 
straighteners in the market look identical to genuine items, 
but offer severe risks to users, as well as damaging the GHD 
brand. 

2.6 PESTLE ANALYSIS

Political
There is some government legislation outlining the risks of prolonged 
hair-straightener use (direct.gov, 2008) for both children and adults.

Economic
Economic downturn limits disposable income for consumers. As a 
premium market entry, GHD’s sales have suffered (GHD Group, 2009), 
creating a more challenging retail environment.

The 2011 increase in VAT to 20% in the UK has affected list price of 
GHD goods, although these rises may be absorbed to maintain the 
existing RRP. GHD is set to cut through the £150 million turnover 
barrier, after shortening their supply chain and forming closer bonds 
with their salons.

Social
There are safety warnings regarding children and hair straighteners, 
(SAFEKIDS, 2010) that may dissuade consumers from purchasing.

Technological
There are a high number of counterfeit GHD products on the 
market. These straighteners look near-identical, and consumers are 
attracted by their low prices. However, there have been incidences of 
electrocution, burns and fires caused by using these fake straighteners.

GHD has a patent regarding its ceramic heat plates. This technology 
is exclusively used in GHD products, which is the main USP for the 
brand, and the main reason for its aspirational market position and 
high price, and a major barrier to entry for new brands.

Legislation
GHD have patents on the aesthetic design and technology of their 
products for 14 years from the date of patent issue, in most countries. 
(Jemella Group Patent, 2007)
There are several British Standards that apply to domestic and 
commercial electrical hair-care equipment (BSOL, 2010).

Environment
Hair straighteners use a relatively high amount of energy, as the 
ceramic plates must be heated to a high temperature, and are 
generally used for up to an hour at a time. 

The WEEE directive, regarding the manufacturer being responsible for 
recycling their products at the end of their working life, is now UK Law. 
GHD will now accept returns of used products for recycling. Standard 
warranty for GHD straighteners is 2 years. 
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2.7 BOSTON MATRIX

Many companies produce a range of products to try and reach 
different segments of the market. It is useful for a company 
to know where their product range is in terms of their share 
of the market and market growth. This is portrayed through 
the use of the Boston Matrix tool. This divides products in 
to four different sectors. To make use of this matrix we have 
identified GHD’s product range and decided which sections 
to divide them into. 

The ‘Star’ is defined by being potentially very profitable 
products for the company, but they may well require a great 
deal of investment in promotion in order to make them sell 
well. Their Midnight Collection range was released early 
2010. 

The ‘Question Mark’ products have recently been introduced 
to the market. They target a separate area of their market, 
instead of styling the hair, they targeted caring and drying it. 
The carry case and heat mat are also accessories of home 
care, ensuring floors are not marked from the heat. Their 
futures are uncertain, they could become stars or cash cows 
if marketing is increased or more likely they could become 
dogs due to the high level of competition or consumers 

Question Marks

GHD Styler Carry Case and 
Heat Mat
GHD Precious Gift Set
GHD Hair Products

Cash Cows

GHD IV Styler
GHD IV Salon Styler
GHD IV Mini Styler

Dogs

GHD Limited Edition 
Ranges
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finding alternative solutions. 

The ‘Cash Cows’ are highly profitable products, their main 
area; their capital can be ‘milked’ to help stars and question 
marks. The cash cows are GHD’s selection of three types of 
straighteners all priced at £99, this is their most affordable 
range; they had little start up marketing, but are constantly 
able to sell due to their reputation formed upon professional 
hair dressers, stylists and current consumers. 

‘Dogs’ in contrast represent products in recline with falling 
sales; GHD will drop them or keep them for limited periods. 
GHD have brought out many limited edition product ranges 
over their short existence, these help to keep the brand and 
the product line fresh, yet they only sell them for limited 
time periods, they therefore provide bursts of income.

Stars
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2 .8 DESIgN ATLAS
              Level 1    Level 2    Level 3    Level 4

General planning awareness
How effective is the business at 
planning across all activities?

✓

General planning communication
Are plans and objectives communicated 
clearly to all relevant company staff?

✓

Design planning awareness
Does the business understand where design 
fits within its overall corporate plans?

✓

Design planning thinking
What use is made of structured thinking 
in developing design plans?

✓

Design planning horizons
How focused and forward thinking are 
design plans?

✓

GHD understands that design is an important factor. Its 
products are built for a professional application, and the 
company has expanded its range of straightening and styling 
irons recently. 

General process awareness
Is their understanding of how activities 
can be identified as processes?

✓

General process communication
Does the business understand where 
design fits within its processes?

✓

Design process management
Does the business understand how design 
activity can be managed?

✓

Design process tools
What use is made of structured thinking 
in design activity?

✓

Design ranks highly for GHD, as its stylers are clearly 
recognisable in the marketplace, as the company has a 
clear design language. Collaborations with charities shows 
awareness of the design process, and its effect on public 
reception of the brand.

General resource allocation
Does the business understand the 
general principles of budget allocation?

✓

Design resource allocation
Does the business understand where Is 
the business able to assign resources to 
design activity?

✓

With an annual turnover of £150m, GHD have the monetary 
resources to dedicate to design activity. The company’s 
popularity in recent years is reflective of this, as they have 
invested significantly in new products, and new ranges.

Design skills
Does the business have the skills to 
handle design activity?

✓

Design organisation
Does the business accommodate the 
multi- disciplinary nature of design 
activity?

✓

GHD’s design and manufacturing obligations are generally 
undertaken in South Korea. Recent  GHD product launches 
suggest the company has the personnel capability to 
engineer new products as  well as aesthetically designing 
and packaging the products.

Design commitment
How committed are senior 
management to design activity?

✓

Design attitudes
How positive are attitudes to design? ✓

GHD’s recent launches of wide salon straighteners and the 
mini styler, as well as their 4th-generation overhaul of the 
original tongs shows commitment to new and differentiated 
salon quality products as a result to industry and consumer 
demand.
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2.9 L IFE CYCLE ANALYSIS

GHD have recently introduced a new range of haircare 
products to complement their existing range of salon 
straighteners, as well as a new “Midnight Collection” range. 
Stars of the styling iron range are the Wide Panel and Mini 
Styler, which supplement the range, with the mature product 
being the original GHD iron, now in its 4th generation. There 
are no products in decline within GHD’s current range.

3.0 OPPORTuNITY EXPLORATION

3.1 COMPETITOR OVERVIEW

GHD has a number of competitors within the category of 
haircare, and the hair styling market, and are competing 
with a number of other brands indirectly. These other 
brands all provide the consumer with a sense of gratification 
and satisfaction during utilisation and are therefore sold 
at premium. Many brands are being recognised winning 
countless awards for their products or services, promoting 
their efficiency.

3.2 DIRECT COMPETITION

High Perceived Quality

Low Perceived Quality

Low Price High Price
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3.3 INDIRECT COMPETITION

When purchasing haircare and hair styling products the 
public has a greater variety of products or services and 
indeed a greater range of acceptable styles in these modern 
times to choose from. They might, for instance, choose to 
purchase hair aftercare products from V05 rather than GHD 
because of perhaps a price factor or the like, with the belief 
if they still use GHD straighteners in parallel with an inferior 
product the outcome will still be the same.

High Perceived Quality

Low Perceived Quality

Low Price High Price

3.4 MARKET TRENDS

The GHD brand and their products began in hair salons, with 
existing straighteners in the marketing becoming outshone 
by the ceramic technology incorporated in GHD stylers, the 
brand soon became the market leader.

From salons, GHD stylers then became available to purchase 
to consumers, enabling them to get a salon finish to styling 
their hair within the comfort of their own homes. 

GHD is now a household name, being a market leader in 
the hair styling industry with the irons they offer, the GHD 
cult following is growing and growing. Changing trends that 
become apparent in fashion and celebrity surroundings can 
alter the style and perception that individuals may have to 
the styling of their hair. GHD can cater for this as the stylers 
can create a number of different looks simply by using the 
tongs in a different way to create curls, waves, kinks and 
straight styles.
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3.5 QuESTIONNAIRE ANALYSIS

A questionnaire was conducted over a two week period. 
The results show the current attitudes towards the GHD 
brand and its products.

40% of those surveyed have owned a pair of GHD hair 
straighteners. This illustrates that the stylers are a common 
possession amongst consumers, but are still a luxury and 
high end product that is not owned by the majority of 
consumers. Of those who did own a pair of GHD stylers, 
100% of the recipients owned the GHD IV Original/Ultimate 
styler, no one owned any of the other specification stylers 
or limited edition models, proving this to be the best seller 
amongst the collection. 

The percentage of people that have used a GHD product that 
is not a straightener (e.g. shampoo, conditioner, heat defence 
spray, brushes, clips etc.) was 30%. This demonstrates scope 
for a wider interest in a larger collection of GHD products. 
With the majority of those surveyed styling their hair most 
of the time to all of the time (60%).

40% of those questioned owned a different brand of hair 
straightener, though 100% believed that GHD is considered 
to be the market leader.

80% of people would consider buying a GHD product in the 
future, illustrating that there is a market for such products 
under the GHD brand that would be of interest in the 
consumer market.

With regard to fair testing, a 50:50 ratio of male to female 
recipients was achieved in the survey results.

3.6 FOCuS gROuP

A focus group was conducted with 8 people to determine 
the direction of GHD. The results of the conversation can be 
found in the appendices.

3.7 PORTER’S 5 FORCES

Barriers to Entry
The probability of new entrants into this market is reasonably 
high. The market is one that can be approached by a vast 
multitude of differing opportunists, due to the low incurring 
start-up costs; however, the legalities i.e. patent and licensing 
make it hard for new entrants.

Buyer Power
It’s hard to tell the difference between a genuine GHD styler 
and counterfeits, this is why GHD have chosen specific 
retailers, which in turn gives then good control over the 
distribution channels that their products can be purchased 
through. 

Supplier Power 
Glenelg have provided a full design service for GHD, designing 
the complete range of styling irons as well as a number of 
accessories and displays and continue to work closely with 
GHD to ensure the product range holds its position as the 
UK’s number one. Potentially this is a disposable supplier to 
GHD as many design consultancy’s would happily undertake 
a contract from GHD, and so Glenelg have little power at this 
stage over GHD.

The stylers are manufactured externally in Korea. The Korean 
supplier has little power in this occasion, as many firms 
would willingly take on a contract by a company like GHD. 

Threat of Substitutes
With the popularity of self styling becoming more affordable 
in certain respects, yet the prices of hair straighteners failing 
to drop significantly, it is unlikely they will be replaced unless 
upgrading or if they become broken. In terms of actual 
substitutes for hair straighteners other options include 
different styles coinciding with different fashionable trends 
and controlled styling.

Rivalry within Industry
Rivalry within the health and personal care market is intense 
as there are lots of equally sized competitors. Industries 
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such as GHD with high fixed costs are competitive as they 
are able to cut prices slightly if need be to raise demand and 
use up their capacity. Although the market is not necessarily 
often described as standardised, intense rivalry does occur, 
particularly in this market as it is a relative youth industry 
and competitors are following growth strategies.

GHD can boast Porters suggested three generic strategies 
to gain advantage. Cost leadership, in a price war, the firm 
can maintain profitability while the competition suffers 
losses. Differentiation, GHD can offer a product with unique 
attributes which consumers value, so they perceive it to 
be better than rivals products and finally Focus Strategy. 
The styling company can concentrate on a narrow market 
segment to achieve either cost advantage or differentiation, 
GHD have loyal customers making it very hard for other 
firms to compete.

3.8 OPPORTuNITY VENN DIAgRAM

The opportunity venn diagram represents the future 
opportunities that GHD can take in relation to the market, 
consumer interest, promise and business goals. 

Position
1.Market leader in 

hairdressing products
2. Market leader in 
grooming products

3. Exclusive and limited 
edition products

Consumer Interest
1.Maintain high quality, reliable 

& professional qualities
2. Salon-level technology & 

performance

Business Goals
1.Increase market share in professional 

salon & consumer market
2. Increase market penetration
3. Reduce distribution channels

Promise
1. High quality

2. Unique ceramic 
technology

3. A salon finish at home
4. Reliable performance
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3 .9 ANSOFF MATRIX

The Ansoff Matrix enables marketeers to think of ways to 
improve the business via existing and/or new products, in 
present and/or new markets. 

The matrix provides an insight into GHD’s current product 
range and areas for potential innovation. It was established 
that being a relatively small company with large profit 
margins, which regularly release new limited edition 
product ranges that if a new product was proposed it should 
be introduced with relative ease. 

Product Development
(Current markets, new 
products)

Hair Dryers – sold separate 
to gift sets
Curling Iron
Crimper
Beauty Product - Make-up

Market Development
(New markets, current 
products)

Children Range
Men Range
Curling Rollers – older 
generation

Diversification
(New markets, new 
products)

Household Appliances – Iron
Human Comfort – Hot water bottle
Personal Grooming 
Appliance – Facial 
Trimmers, razors

Current Products             →                New Products
Cu

rr
en

t M
ar

ke
ts

   
   

   
   

   
   

←
   

   
   

   
   

   
   

  N
ew

 M
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Market Penetration
(Current markets, current 
products)

GHD Straighteners - Mini, 
Salon, Ultimate
GHD Styler Carry Case
GHD Precious Gift Sets
GHD Hair Products
Hair Styling Market
Haircare Market

3.10 INIT IAL CONCEPT WITH SWOT
     ANALYSIS

The extensive research undertaken on the GHD brand enabled 
the development of initial concepts. The aims of which are 
to provide innovative new products that will extend the GHD 
product range and brand awareness, providing competition 
within current markets and consumer trends, which GHD 
have previously not entered. It is the intention to introduce 
this highly reliable and respected brand, renowned for 
its technology into new markets, to take a bigger share of 
other market segments; in order that GHD become a more 
dominate company that its potential envisages.    

gHD gROOMER/SHAVER

Internal

Strengths

• Builds on the brand values and reputation.
• Places GHD in a new market that shares the same 

target end users and branches out toward new 
potential users

• Diversification is appropriate to reduce dependence 
on a limited product range when theres promise of 
high profits or when the company has cash reserves 
to fall back on.

• Due to GHD’s current market dominance, opportunity 
for selling at a higher price exists due to its current 
portfolio.

Weaknesses

• The grooming market is very competitive with many 
brands and many types yet the GHD product would 
instantly be recognised as a quality, reliable and 
efficient product that could easily take a larger share 
of the market.
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For other initial concept SWOT Analyses please refer to 
the Appendices.

External

Opportunities

• Opportunity to enter a new market that consists of 
similar attributes and target end users.

• Due to customer loyalty towards the GHD brand, 
it is feasible their customers will trust product 
diversification.

Threats

• Very competitive market - existing brands have a 
strong  foothold in the industry therefore have a 
existing brand recognition in this particular area.

• Cheaper products of less quality will undercut high 
quality brands – threat of counterfeits.

4.0 IDENTIF ICATION & JuSTIF ICATION

4.1 PERCEPTuAL MAPPINg 

The map outlines the GHD product range in terms of product 
and price against the market share that the product has 
within the sales of GHD products.

Low Price High Price

High Market Share

Low Market Share

Choose Your 
Destiny  Stylers

IV Styler
IV Mini Styler

IV Salon Styler

Midnight Collection

Breakthrough 
Breastcancer 

Pink Stylers

Shampoo & 
Conditioners

Thermal Heat
Protectors

Styling Products

Finishing Products

Brushes
Clips

Cases &
Heat Mats



XXXVI XXXVI I

4.2 AFFINITY DIAgRAM

 

4.3 INNOVATION PROPOSAL 

The group will continue to focus on the professional salon 
channel as the core market for the business. There will be 
continued significant Brand Investment, including New 
Product Development, together with the prioritisation of 
international investment to drive growth across the group. 
The group believes that, due to its investments and strategies 
set down in 2009, it has a strong base on which in can deliver 
growth in sales and operating profit (GHD Group Holdings 
Limited, 2009).

Numerous influences have affected our decision to introduce 
GHD to a new sector within the Personal and Health Care 
Market. It is questionable that the Hair Styling Market that 
GHD currently reside, is already a segment of the Personal 
and Health Care market due to the market’s vastness; yet 
this plays in to our hands as the company will therefore 
have existing knowledge and experience of this market area, 
ultimately reducing R&D and start up costs. The segment of 
the market we are looking into is the Personal Hair Grooming 
market; this would generate Incremental change that uses 
current knowledge, creating a product of natural progression 
that evolves around the company’s expertise. This concept 
will enable the continuation of the acroynm GHD – Good 
Hair Day. 

This concept was chosen above our other proposed concepts 
such as a kitchen appliance, a sandwich grill due to the idea 
being a more radical innovation path, which we felt from 
our research would not suit the brand or it’s product range 
and the connection between cooking and hair is commonly 
found not to match. 

A key consideration that was taken into account when 
selecting an incremental change path was the current 
financial climate within Britain, a drastic and risky move in 
terms of a radical movement is not advisable, it was therefore 
agreed to implement a lower risk strategy. Nevertheless we 
believe introducing a hair styling product for androgenic 
hair, colloquially body/facial hair; compliments their existing 
product range for hair on your head products. 
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Competitors are desperately trying to take market share 
from GHD in the straightener product area, yet due to the 
key patent and technological knowledge that GHD has, 
and the world wide recognition for efficiency, not much 
of an impact has been made. Yet, if GHD were to exploit 
their renowned brand quality and enter the hair grooming 
market, a more realistic possibility of gaining a market share 
and a high ROI is inevitable.
 
This is further supported by consumers’ masked perception 
due to GHD’s market position and technological advantage. 
They are perceived to be the ‘first mover’ in association 
with the straightener product market yet this is untrue; they 
were the first mover in terms of technology enhancement. 
Our product innovation direction is not a ‘first mover’; yet 
using perception as a valuable intangible business asset, 
consumers will be lead to believe it is.         

1) What product should GHD develop?
GHD Androgenic Groomer/Shaver for both genders.

2) Who are their target customers?
Their current target market, 18-35 year men and women,  
who aspire to perfect their look and style beyond everyday 
life, those whom wish to have a salon experience in the 
comfort of their own home.

4.4 F INANCIAL FORECASTINg

GHD have not yet differentiated their portfolio significantly 
at this time. Therefore backdata from the past would not be 
an accurate method to predict the likely sales for the new 
product direction. Therefore qualitative techniques such 
as the Delphi method would be suggested to be utilised 
for forecasting the expansion into the personal grooming 
product sector, a technique that GHD would pursue and is 
not applicable at this stage in the forecasting.

When regarding experience, GHD often release feature 
or limited edition straightener sets, this is where we will 
extrapolate or bench mark the new grooming tool against.

The quote from GHD Group Holdings Limited Reports 
and Financial Statements (detailed in Project Proposal) 
shows where GHD are planning to move in the future, by 
developing their product range to deliver growth in the sales 
and operating profits.

In 2010/11 it is predicted that GHD will break the £150m 
turnover barrier (Yorkshire Post, 2010) after building closer 
links with salons, and cutting distributors from its route to 
market. Profits are expected to increase from around £20m 
over the previous two years.

Forecast for GHD for the year 2011: (based on extrapolation 
of 2009/2010 figures, including new product launch)

Turnover:    £160 million +
Operating Profit:    £20 million
Net Cash from Operating Activities:  £22 million
Average number of employees:  670 approx
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5.0 CONCLuSION

5.1 SuMMARY OF PROJECT PROPOSAL

The following the summary defines the intended proposal 
for an Androgenic Groomer, which aims to do the following:

Utilise GHD’s Strengths
• Utilise GHD’s brand strengths.
• Produce reliable, high performance and exclusive goods.
• Utilise expertise in hair styling.
• Utilise current European Distribution channels and 

direct to market strategy.
• Retain the company’s stance for high quality, ethical and 

desirable products.    

Eradicate GHD’s Weaknesses
• Continue to focus upon the professional salon channel 

as the core market.
• Continue significant brand investment together with 

their prioritisation of international investment to drive 
growth.

• Introduce GHD into a new product area of natural 
progression to remain competitive.

Opportunity Realisation
• Target of style and hygienic conscious people, continues 

GHD’s renowned success within this market.
• Providing a premium product of varying attribute in 

their specialised field which consists of incremental 
innovation.

• In a market that is a threat of counterfeits and poor 
quality products, GHD will stand out as a beacon of ‘you 
get what you pay for: salon performance, affordable 
price.

Reduce Threats
• Distribution channels will continue to use well 

established and reliable sources.
• Diversify product range to reduce dependence on 

relative fashion trends.

5.2 MARKETINg STRATEgY TIME PLAN

 Market 
Research 

Initial 
Concepts 

User Research 
& Insight 

Internal 
Company 

Capabilities 

Internal 
Component 

Research 

Concept 
Selection & 

Development 

Initial 
Prototype 

Initial 
Prototype 

Develop 
Product 
Bundle 

Qualiative and 
Quantitive 

Testing 

Market 
Testing 

Refinements 

Localised 
Salon Testing 

Nationwide 
Roll-Out 

Continental/ 
Global/ Online 

Release 
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5 .3 4 P’S MARKETINg MIX

Product
A “Good Hair Day” is not purely constrained to head hair. 
GHD already have a range of styling irons for all hair types, 
but nothing to style or maintain other bodily hair. The 
recent release of the Mini Styler has opened the brand to a 
metro-sexual male market. Male grooming lacks a marquee 
brand to lead the segment, and provide an aspirational 
group of products that are functional as well as desirable. 
The credentials of GHD’s hair stylers are directly related to 
body hair applications, such as hair trimmers and epilators. 

Price
As a premium brand, GHD’s offerings in the grooming 
market would employ the same price guidelines as its 
existing ranges, with products being priced near the top 
of the market. By maintaining this pricing strategy, there is 
cohesion between GHD’s related product ranges.

Promotion
GHD currently utilises both Above-the-line and Below-the-
Line promotion. GHD uses various medians including print, 
film, TV, radio and internet. The medians chosen by GHD 
all have a large number of potential target customers. The 
advertising currently promoting GHD grabs the consumer’s 
attention and makes them aware of the brand. Celebrities 
with the likes of Victoria Beckham and her endorsements of 
the GHD product help to reiterate the GHD brand worldwide. 
By manner of goodwill GHD also donates significant 
amounts to charity’s- the most recent being £1.6m to Breast 
Cancer, meaning its charity giving has reached £7.5m The 
image portrayed to the public currently is one they are keen 
to maintain.

Place
It is more profitable to sell direct as intermediaries take a cut 
of the selling price, in other words they have cut distributors 
from their route to market. 

GHD has seen underlying profitability move near to the 
£20m over the previous two years after buying foreign 

5.4 CONCLuSION

Expansion into the grooming market is a a logical direction 
for GHD to capitalise on. This move strengthens the product 
offering to salons, and opens the GHD brand to a wider 
market demographic, with a larger emphasis on male 
grooming and haircare.

This innovation keeps the brand values that GHD has 
establsihed familiar with the consumer market, building 
up continued brand loyalty and support, by delivering high 
quality, salon-professional and proven products to the wider 
consumer market. 

Final Word Count
5,422 words Including 10% tolerance (Excluding  appendices, 
diagrams and tables).
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7.0 APPENDICES

7.1 gROuP MEETINg LOg

Date:  07/10/10
Present:  DS, LK, SW, ML

Agenda:  To discuss the companies that could be  
  considered for selection to study
Outcome: Shortlisted to GHD, Lego, Hornby, Rayban
Actions:  Each go and research one of the above  
  companies and present their initial findings  
  to the rest of the group

Date:  14/10/10
Present:  DS, LK, SW, ML
Agenda:  Present research of initial companies
Outcome: GHD selected as having the largest scope  
  of innovative direction
Actions:  Initial research into GHD

Date:  21/10/10
Present:  DS, LK, SW, ML
Agenda:  Discuss findings  and research of GHD
Outcome: Gained a greater in depth knowledge of  
  the company, its products and a general  
  overview of what the company does
Actions:  LK History of GHD
  SW Company Profile
  ML Product Portfolio
  DS Target Market

Date:  28/10/10
Present:  DS, LK, SW, ML
Agenda:  Discuss history, mission statement,   
  product portfolio and target market so 
  that group has a clear understanding of  
  these elements within GHD
Outcome: Greater understanding of these fields,  
  agreement of a format in which the   
  information we collect is displayed in the  
  report
Actions:  Company structure, stakeholder map,  
  SWOT analysis and PESTLE analysis tasks  
  split between members of the group
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Date:  02/11/10
Present:  DS, LK, SW, ML
Agenda:  SWOT, PESTLE, stakeholder map and   
  company structure presented to group,  
  edited accordingly with feedback from  
  the group
Actions:  ML Boston Matrix & Stakeholder Map
  DS Design Atlas
  LK Opportunity Venn
  SW Life Cycle Analysis

Date:  09/11/10
Present:  DS, LK, SW, ML
Agenda:  Present Boston Matrix, Design Atlas,   
  Opportunity Venn and Life Cycle Analysis 
  to the group and edit each accordingly  
  with group suggestions and changes
Actions:  SW Competitor Overview
  DS Direct and Indirect Competition
  ML Ansoff Matrix
  LK Questionnaire design/analysis

Date:  16/11/10
Present:  DS, LK, SW, ML
Agenda:  Analyse questionnaire results, present  
  competitor overview and direct/indirect  
  competition, format Ansoff Matrix
Actions:  Porter’s 5 Forces, market trends, layout  
  and design of the grid of the report

Date:  23/11/10
Present:  DS, LK, SW, ML
Agenda:  Review and edit as a group Porter’s 5  
  Forces and marketing trends. Discuss how  
  work is laid out in the report
Actions:  Each complete an initial concept with  
  SWOT analysis

Date:  30/11/10
Present:  DS, LK, SW, ML
Agenda:  Discuss each group members’ initial   
  concept with SWOT analysis. Personal  
  grooming selected as the most natural  
  and incremental innovative step
Actions:  Perception mapping and project proposal

Date:  02/12/10
Present:  DS, LK, SW, ML
Agenda:  Discuss perception mapping, project   
  proposal and affinity diagram with   
  group and edit accordingly with group  
  suggestions and changes
Actions:  Each go and research their ideas on GHD  
  financial forecasting for 2011

Date:  07/12/10
Present:  DS, LK, SW, ML
Agenda:  Discuss financial forecasting and write  
  the financial forecasting section of the  
  report with financial projections for 
  2011. Based on Mintel and GHD business report
Actions:  SW/ML Summary of product proposal
  DS Marketing strategy timeplan
  LK 4 P’s Marketing Mix
  
Date:  16/12/10
Present:  DS, LK, SW, ML
Agenda:  Discuss summary of product proposal,  
  conclusion, market mix and strategy   
  timeplan as agreed last week and edit  
  accordingly with group feedback
Actions:  Collaborate references and appendices

Date:  17/12/10
Present:  DS, LK, SW, ML
Agenda:  With references and appendices   
  collaborated, divide up remainder of work,  
  diagram explanations, text editing, etc.  
  between group members to conduct over  
  the Christmas break.
Actions:  Text editing, explanations written,   
  unfinished tasks completed, etc.

Date:  05/01/11 - 07/01/11
Present:  DS, LK, SW, ML
Agenda:  Formatting the work completed into   
  the report, cutting down the word   
  count, checking spelling and grammar  
  throughout, final adaptations and changes  
  to be made
Actions:  Print and hand in for deadline
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7.2 INIT IAL CONCEPTS WITH SWOT

GHD Iron
Strengths
• Builds on the brand values and reputation of providing 

an appliance that uses heat as its main unique selling point.
• Places GHD in a new market that shares the same target users.

Weaknesses
• The iron market is very competitive with many brands 

and many types yet the GHD iron would instantly be 
recognised as a quality, reliable and efficient product 
that could easily take a larger share of the iron market.

• A large amount of money would need to be invested 
in order to diverse into this new market, start up costs, 
machinery and advertising. Although these could be 
reduced by GHD implementing a collaboration with an 
existing iron company, similar to the set up of Sony Ericsson. 

Opportunities
• Opportunity to enter a new market that consists of 

similar attributes and target end users.

Threats
• Very competitive market - existing brands have a strong 

foothold in the industry therefore have a existing brand 
recognition in this particular area.

• Cheaper products of less quality will undercut high 
quality brands – Threat of fake copies

Health and Beauty
Strengths
• An incremental move from hair products so the change 

in the target market will not be a large shift
• Existing presence in the health and beauty sector.
• Products can be distributed through the same channels 

as existing product portfolio.

Weaknesses
• Lack of unique technology in this field that is shown with 

the ceramic plate technology, what is the unique selling point?

Opportunities
• An opportunity to enter a similar market that has 

parallels with the hair product market.
• Opportunity to sell and distribute products in similar or 

the same web spaces and retailers.

Threats
• Extremely competitive market that already have strong 

market leaders to contend with.
• Products will have to remain at a slightly higher price as 

to relate with the quality and pricing of existing products.

Human Comfort
Strengths
• GHDs hair tongs use heat to style hair. Heat is a key 

part of the publics perception of GHD. Also, the act of 
styling one’s hair with heated irons is a luxury. A logical 
innovation would be for GHD to diversify into other salon 
comfort products that could also be used domestically, 
such as massagers, heated pads or shiatsu products.

Weaknesses
• Human comfort products would be a large departure 

from the hair-care and styling products they currently 
manufacture. GHD’s brand credibility it built solely on 
its innovative and market leading hair styling irons.

Opportunities
• GHD can produce other products for the salon environment, 

increasing consumer exposure to GHD products. Also, 
having a more diverse range of GHD products would 
increase brand visibility with specialist hair salons.

Threats
• There is already an established group of manufacturers 

within the human comforts industry, such as HoMedics. 
Also, it is not certain that the same consumers that 
value the GHD brand are those that purchase human 
comfort products.
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7.3 QuESTIONNAIRE 

1. Do you own or have owned a pair of GHD hair  
 straighteners?

 Yes  40%
 No  60%
 Not Sure   0%

2.  If Yes, which of these stylers have you owned?  
 (tick more than one if needed)

  GHD IV Original/Ultimate styler 100% 
 GHD IV Wide styler   0.%
 GHD IV Mini styler   0% 
 GHD Midnight Collection styler 0% 
 GHD ‘Choose Your Destiny’ coloured styler  0%
 GHD Breast Cancer Pink styler 0%
 GHD other Limited Edition Styler  0%

3. Have you ever used a GHD product that is not a  
 straightener? (e.g. shampoo, conditioner, heat  
 protect, brushes, clips etc)

  Yes  30%
 No  70%
 Not Sure   0%

 If so, what product/s have you used?
 Shampoo and Conditioner
 Hair clips and heat spray
 Heat protect spray

4. Would you say that you:
  
 Take very good care of your hair, making sure that  
 it is styled all of the time  10% 
 Style your hair most of the time, but have the odd  
 off-day    40%
 Have a 50/50 attitude to styling your hair, when  
 you have time or can be bothered  30%
 Only style your hair for a special occasion 0%
 Don’t pay much attention to your hair  0%
 Never style your hair  10%

5.  Do you own any other brand of hair straighteners?
  
 Yes  40%
 No  60% 
 Not Sure   0%

 If so, which brand?
 dunno
 Don’t know
 Remington wet and dry
 Corioliss pro

6.  Where would you place GHD in terms of its   
 competition?
  
 Market leader  100%
 Strong competitor 0%
 Equal to competitors 0% 
 Behind competitors 0%
 No competition   0%

7.  Would you consider buying a GHD product in the  
 future?
  
 Yes  80% 
 No  20%
 Not Sure  0%

8.  What 3 words would you use to describe GHD?
  
 what is GHD?
 Stlyish Market Leader
 expensive, celebrity, salon
 innovative; efficient; straight
 easy to use, easy to store, safe
 Modern, Iconic, Best
 Stylish, celebrity, mulitfunctional
 Perfect for all hair types
 Simply The Best
 It just works
 Sophisticated, sexy, feminine
 Efficient, reliable, easy
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9.  Are you:
  
 Male  50%
 female  50%

7.4 FOCuS gROuP

A group of 8 people, not invloved in this project, met with 
the team to discuss future innovations for GHD. The result 
of the focus group were as followed:

• The change should be incremental, so that the target 
market shift is not too drastic to the current market

• A male target market should be considered as the 
market is currently saturated with hte majority of its 
consumers being women

• New products can be introduced in the range

 Guest A: “I am excited that GHD, my favourite straightener 
brand may embark on a range of grooming products”

Guest B: “I already own a GHD hair brush, and my stylist 
recommended that I use GHD shampoo and conditioner. 
I would be very interested in buying an epilator, or hair 
trimmer, for an all-body Good Hair Day”

Guest C: “Expansion to the GHD range will be good for my 
salon. I like to use their products as they are good quality 
and perform really well. We don’t currently endorse any 
hair trimmers or other grooming accessories, especially for 
men, so a GHD entry into this market would be successful, I 
expect.”

Guest D: “I agree, GHD is the brand I trust. I would have 
no hesitation purchasing a male grooming product for my 
husband, or son.”

7.5 Mintel  Stat ist ics

Electrical Haircare Appliances - UK - June 2008 - Market 
Share
     
Figure 1: Brand shares in the total haircare appliances 
market, by value, 2005-07    
 
 2005 % 2007 % % change
     2005-07
     
BaByliss (Conair) 46 23 45 23 -2.2
Remington 44 22 43 22 -2.3
Nicky Clarke 24 12 25 13 4.2
Vidal Sassoon  22 11 19 10 -13.6
ghd  8 4 14 7 75
Revlon (Conair) 14 7 12 6 -14.3
Morphy Richards 12 6 11 6 -8.3
Carmen (Salton) 10 5 11 6 10
Braun  10 5 8 4 -20
Philips  6 3 5 3 -16.7
Others  3 2 3 2 -
     
Total  199 100 196 100 -1.5
      
Figure 2: UK retail value sales of hairstyling appliances, by type, 
2006 and 2008 
    
  2006  2008 (est) % change
  £m % £m % 2006-08
     
Straighteners 93 66 102 68 9.7
Tongs  15 11 18 12 20
Hot-air-stylers 8 6 12 8 50
Multistylers 14 10 11 7 -21.4
Heated rollers 7 5 6 4 -14.3
Other*  3 2 2 1 -33.9
     
Total  140 100 151 100 7.9
     
* includes rotating brushes, funstylers, colourstylers 
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Figure 3: UK retail volume sales of hairstyling appliances, by type, 
2006 and 2008
     
 2006  2008 (est) % change
 m units % m units % 2006-08
     
Straighteners 3.2 55 3.8 58 18.8
Tongs  0.8 14 1 15 25
Hot-air-stylers 0.5 9 0.7 11 40
Multistylers 0.8 14 0.7 11 -12.5
Heated rollers 0.3 5 0.3 5 -
Other*  0.2 3 0.1 2 -50
     
Total  5.8 100 6.6 100 14
     
* includes rotating brushes, funstylers, colourstylers 

    




