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Rossetto Marketing Plan
[bookmark: _Hlk522639366]Marketing of Rossetto, lipstick brand, maybe one of the most interesting things if the right approach to the market is used. Having invented Rossetto as my product, then I would need to come up with a strategic planning on how to market the product and reach most parts of the market. It is essential to remember that effective marketing of my product would lead me to high profits. The mission of my product would be "making women empowered yet elegant". Furthermore, as a marketing strategy, I would have a vision of "improving the confidence, self- independence and morale of woman along with a touch of elegance.” I would ensure that my mission together with my vision is well indicated in the cartons containing my product as a way of encouraging the readers while making their choices in the market (Ferrell & Hartline 2014). A well-written mission and vision will definitely attract the eyes of many buyers and probably increase my sales.
My market target would mainly be ladies aged twenty-four years and above since they are most likely to use my product for beauty. Would be sure to apply SWOT analysis while marketing my product. My SWOT analysis would be designed as below
SWOT Analysis
	Strengths
	Name of the lipstick brand, pricing strategies, actual channels of distribution, the global technology

	Weaknesses
	Aggressiveness requirements in product promotion, service costs may be high

	Opportunities
	 Future product diversification, new market caption, brand development

	Threats 
	The resistance of price competition from consumers, profit margin may turn low


Table 1
Market Segmentation Strategy
Introducing the lipstick in the market, I would be targeting three main objects. that is Career for consumers, the Traditional user as well as the use of the product for Adventure (Ferrell & Hartline 2014). Under the career segment, it is where now I am going to factor in the idea of age bracket. The price, quality as well as quantities available in the market of Rossetto would follow age brackets (24 to 34), (35-44) and ladies with 45 plus years. The main reason for having age brackets in my brand is because of peer influences between age brackets. Ladies within the same brackets share many opinions and therefore if one gets chance to use my product, I would be guaranteed that ladies across that age bracket would be consuming my commodity. Furthermore, those within the age bracket (35-34) I may further divide them into three groups you may say group A, group B, and group C depending on their social classes. That would enable me to have the brand in different quantities as well as qualities which would be affordable to every individual within the age bracket bearing in mind that we have the rich, the poor, and the middle-class individuals within the society. While considering my market segmentation, would be essential I bring the product in different color, sizes, shapes, different container designing among other attractive features which I may include them in the labels of the lipstick.
Would produce the product in three main categories for purposes of capturing maximum customers. Take note that I am venturing into the consumer market and therefore I need to come up with commodities which will be accepted by all. Rossetto would appear in the market as "Animal Fat-free", "Natural and “non- toxic” Rossetto. Selling places would include but not limited to Urban areas, Metro areas, Malls as well as Online marketing and selling of the product. My selection of the selling areas is based on the availability of ready customers. For the purposes of the testing the suitability of prices in the market, I would employ a price skimming technique to price my commodities (Baker 2014). However, should it appear that the prices are appetizing in the market, I may keep my price constantly high. For the purpose of reaching wide markets, I would use various criteria of marketing including media print, personal selling, "PoP in Malls," World of Mouth, TV Ads, Digital Marketing among others. 
Rossetto Value Proposition
The value proposition of my product will be based on three key things. Namely “Functional Makes you a Complete elegant woman,” “Emotional Boosts your confidence,” and “Economic Value for Money.” However, the Rossetto would have value pyramid with features or attributes being at the base of the pyramid, followed by the functional importance of the product, followed by Emotional product benefits, followed by “self- Expressive Benefits,” and finally “socially Expensive Benefits being the highest in my pyramid. The main concern of developing the pyramid to ensure I come up with product features which cut across all ladies in the market (Solomon et al. 2014). With my slogan “Rossetto makes you feel a complete elegant woman” As my advertising strategy.
Rossetto Readiness Phases

             THINK                     FEEL                     DO
Consumers of my product will be notified about the product via advertisements and paying attention to the various traits, hence making them analyze, afterward, they would develop the desire to consume the lipstick. Lastly ensuring the product is available in most of the retail markets would make the consumers buy the lipstick as soon as it appears in the shops.

Pulling Marketing
[bookmark: _Hlk522639407]Enlightening the consumers about the healthy or natural traits of the lipstick would encourage them towards buying the commodity even if the lipstick would be priced high (Solomon et al. 2014).
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