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Social and Ethical Marketing Presentation – LUSH Cosmetics
Slide 1 – During this presentation, the topic will be Lush. Over the next 15 mins I will be discussing the background on Lush Cosmetics. There will be details on Lush Cosmetics’ aims and objectives for the busines. Later on, in the presentation I will be discussing what marketing segmentation is and what this means for Lush. Whilst also looking into the 4P’s of the marketing mix, and how well Lush use them all. As you are all aware this presentation is taking place via a Microsoft Teams call so please ensure that you have your volume up for the videos during the presentation and please leave all your questions until the end. 
Slide 2 – The business which this presentation will be on is Lush. Lush is a cosmetics business which is very different to all the others on the high street and online businesses. Lush Cosmetics was founded on November 12th, 1995. This make the business 25 years old, and wow they have achieved so much in this short space of time!! 25 years ago, Lush was founded by, Liz Weir, Mark Constantine, Rowena Bird and Helen Ambrosen. In Poole, England. UK. This is where they all met. (LUSH, Our Story , 2019 ) since then, lush have built their brand on being ethical, not testing on animals and making all round great products! Lush are not afraid of people knowing what goes on inside their business, that’s why they have a special section on all of their websites for people to go and read about them and what they are doing to be so amazing. 
Slide 3 – As I have previously stated Lush are a very successful business and this is all down to the Aim’s and Objectives which they company have… One of these being that their products have little or no packaging. This is something that Lush call the ‘NAKED’ range (Remember this word for later on in the presentation) Lush have spent decades developing these naked products so that they really will work effectively. They have decided to do this so that they can be kinder to the environment. (LUSH, Inventing effective products, 2017) Lush also want to make sure that all of their products are fresh as possible so they are most effective for their customers, Lush emphasis on the things that matter most to them these being, the benefits the products will have for the customer. Normally in the industry a long shelf life e.g. 2.5 years is a must, but for a business to make sure that their products last this long they will pump their products full of preservatives to stop them from going off. But at Lush a long shelf life is not a need for Lush the maximum that their products will stay good for is 14 months. One of the main promises that lush make is that they are not going to spend a crazy extreme amount of money on advertising or on excess packaging. They will only put their profits into making the best experience and the best products for their customers and consumers. (LUSH, More than Marketing , 2016) The last part I’m going to talk about in this section is the question everyone thinks about when they think of Lush and that is, Is Lush an Ethical Company? Lush have never called themselves an ‘ethical’ business they believe that all businesses should be ethical, and all businesses trade should be fair. Lush have always wished to conduct their business so that anyone who has any contact with any lush products always benefit. They believe that no company is perfect, but they will always want more out of the business and reach the customers and planet’s expectations to be able to make sure that one day Lush will be the perfect business. (LUSH, Is Lush and Ethical Company? , 2015) 
Slide 4 – The next slide is all about Marketing Segmentation the first part of marketing segmentation is geographic. The number of lush stores which are around the world are 1,357. This is according to, (Statisa, 2019) the next part of marketing segmentation is, demographic this in terms of lush is the annual profits which Lush receive each year… In 2019 in the UK Lush made a profit of £303,755 (Statista, 2019) The third part of the marketing strategy is physcographic, this is about Lush’s values… in this part I will be focusing on the NAKED range which Lush make (See, I told you to remember that word!!) Every year, millions of tons of packaging ends up in landfills and the best way to reduce it? By getting rid of it completely!! You can now browse through Lush’s shops or online and discover a huge selection of their naked (or unpackaged) goodies, to choose from including bath bombs, bubble bars, reusable knot-wraps, shower gels, body lotions and more. The last part of the marketing segmentation is behavioural in this case it lush Fighting against Animal Testing, this way they are fighting different testing policies, following their policy of not testing on animals, using new and old ingredients which make their products amazing, but lastly trying their very best to educate everyone on joining the fight to stop testing on animals.
Slide 5 – This is the advertising which was released for the Lush Naked release. 
Slide 6 – This is what the biggest Lush store in Manchester did to celebrate the launch of the Naked products! 
Slide 7 – 
Product – the main product which I am concentrating on is the Naked product line which Lush have released. 
Price – the price range of this is £5.00 - £60.00 
Place – Every single lush store around the world and also online offer the naked lush products. **WARNING THE NEXT SLIDE SHOWS NUDITY*** 
Slide 8 - Promotion – Please see the next slide on the promotions which Lush released and they got very highly complained about so Lush pulled this way of promotion after the public complainants classed it as ‘Porn’? 
Lush were made to take this form of advertising down off their shops windows as people didn’t think this was acceptable advertising for their products. Lush did try and fight this by saying they were only doing what their product is saying and that they were trying to raise the body confidence taboo subject around the world. Customers also had an issue with all of these posters having women in and no men this is sexist and not fair.  (Lynch, 2015)
Slide 9 – Although Lush in the past have been so social media based for their promotions, they are now starting to steer away from this despite them being one of the most vocal and present cosmetics company… They are now switching up social as they are tired of the algorithms and they don’t want to have to pay to be able to appear on someone’s news feeds… so they are now focusing on saying farewell to some social media platforms and start taking a more personal level and starting the conversation again, and opening up between them and us. Lush have started that this is not the end of their socials this is just the start of something new. (Morosini, 2019)
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