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Ulta Beauty strategy
With the rise of many related businesses offering similar products, competition has become stiff. The firms involved in a competitive industry have to develop various strategies to get higher profits while maximizing sales at the same time. Although different valuable strategies can be implemented, targeting strategy is more successful.
This strategy describes the policy and activity implementation where they identify a particular group of potential customers and focus on them other than focusing on the entire market composition. The foremost step before targeting a specific group of people is to consider whether they will satisfy the organizational goal, which is increased sales in the case of Ulta Beauty (Watanabe et al., 2021). Instead of targeting products' replenishment shoppers, they decided to focus their attention on beauty enthusiasts. This group of people is characterized by their need to try out new developments in the market without replenishing their previous purchases. Replenish clients, on the other hand, only purchase a product after their previous one is diminished. Ulta strategy worked because their targeted market went hand in hand with their set goals.
Other than identifying and strategically locating their customers, every retail store should make an effort to provide the best customer services. A satisfied customer is equated to more sales which all add up to enormous profits. The primary customer service elements include reliability, timely, convenience and quality (Patel et al.2020). Ulta Beauty  provided a high level of customer services compared to the other retail stores. Their target customers were beauty enthusiasts who needed to be alerted to any new products in the market. Ulta  Beauty utilized several means, including beauty bloggers and social media, to inform their clients. Not only did they receive the information, but it was timely. Ulta Beauty  stocked various brand beauty products and the most prominent beauty brands in the industry. All their services were reliable and conveniently, especially beauty products being a complex field to figure. Customers' ability to test out their products ensured they purchased the required products and were using the right products as per their various requirements.
Ulta Beauty became one of the nation’s best beauty stores because of their high consideration of their customers. Of all the available business stakeholders, customers are the most important and the backbone of any business. The customer is always right, and a satisfied customer is the best advertisement in matters of review. Satisfied customers being a significant element in competing with other businesses, differentiation, and variety backs it up. To compete with other stores,  The company stocked a variety of beauty products from the most indigenous brands in the industry (Watanabe et al.2021). Not only were the customers able to get the best, but they were able to get a variety of the best products in one setting. This provides room for comparison and choices for the customers. There is a lot of impulse buying in situations whereby they cannot make a choice which translates to more sales.
Being a store based type of retail business, Ulta Beauty is a speciality store. When it comes to their products and services, these types of stores offer few specific options. There are various types of different products in these stores, which are all associated with the specialization. Despite Ulta stocking multiple products, their main specialization was beauty. With the rise in competition and more prominent brands coming up, it will be difficult for Ulta to maintain its competitive edge. The primary competitive strategy for ultra was their customer services which increased their sales which, compared to then, is now a weak strategy (Patel et al.2020). The upcoming retail stores are applying the niche strategy where they only serve a particular area. This means that Ulta is left with a limited extent to cover.
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