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Lipstick Background Information
Evidently, the two genders have been observed to don lipstick for both war and worship, not to mention that this product has also been used as a tool for economic productivity for years. Again, this product has been considered as a probable health risk, making some of the governments to outlaw it; thus, raising the question why this product has become more than just a fashion trend in the society. Typically, cosmetics can be dated back to the ancient civilizations; particularly, the application of lip color remained ubiquitous among the Sumerians, Babylonians, Egyptians, Greeks and Syrians among others (Veloutsou, 2007). However, over the centuries, this product has been embraced and even shunned by diverse cultures as its pros and cons vary with history. During the 19th century half latter, lipstick and even cosmetics in general was associated with prostitutes in the Western society, but fortunately, the 20th century witnessed a true societal acceptance of this product. Consequently, the newfound acceptance by the society, influenced by the elevated enhancements in both applicators manufacture and metal tubes that led to cost reduction of cosmetics resulted to a widespread use of lipstick and increase in popularity (Yusko & Brunette 2018).
The Lifecycle Analysis of Lipstick
One of the significant concepts in marketing is determining the lifecycle of any product. Manifold cosmetic firms have experienced long-lasting development after their inception, which is the main objective of any business (Veloutsou, 2007). Regardless of any volatile customer sentiment as well as disposable income, the customers will always be demanding new form of lipstick. For instance, in the recession era, lipstick consumers engaged in smaller luxuries like applying lipstick so as to lift their spirits, but later as the economy recovered, they went on to purchase novel products so as to keep up with the fashion trends (Cascini et al, 2011). It is a growth that does not require any effort from the company since any new product (lipstick) will be necessitated by changing customer preferences alongside fashion trends, on top of the company continuing to innovate. During the maturity stage, any marketing spend has to be carefully monitored to avoid similarity with the competitors.
Specific Features and Benefits Provided by Lipstick to the Market
My lipstick will be an innovation product; a ‘Double Lipstick’ that will be comprised of various colors. Sufficiently, this novel product will be in various colors and even choices for consumers use and satisfaction (Goldenberg & Mazursky, 2002). The manufacture of this new product is very simple and highly affordable. This new product will not be lost easily simply because it will be designed using two powerful magnet bars; as a material for the manufacture of this lipstick. The other materials include: two varied colors or same colors of the lipstick and strong glue (Veloutsou, 2007). In redesigning process, the two magnet bars will be glued beneath the two varied color lipsticks, and then attached with the other one. Therefore, a customer will just be needed to switch the color and then attach with the color of his/her choice when they wish to bring along a different color to an occasion.
Description of the Aesthetics, Packaging, Labelling of the Product
The principal ingredients that will be found in lipstick include: wax, pigment, oil and alcohol.  As wax recognizes the product’s shape, oils like mineral, lanolin, caster or even vegetable will be added to the wax. As preservatives and de-oxidants, pigment and fragrance are added; preventing the lipstick from becoming rancid (Cascini et al, 2011). During the manufacturing process, the three key steps to be followed include: the lipstick melting and mixing, pouring this mixture into the lipstick’s tube and then packaging it for sale. After this lipstick has been retracted and the tube capped, then the lipstick can be labelled and packaged. Notably, labels are used as an automated operation part so as to identify the batch (Goldenberg & Mazursky, 2002). The final step of the manufacturing process (packaging of the lipstick tube), is comprised of several packaging options such as bulk packs, individual packs as well as packaging the product as a single component in a make-up kit.
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