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ABSTRACT



EXECUTIVE SUMMARY- LONDON LASH PRO AS TOP QUALITY COMPANY IN TIMES OF CRISIS.

If I tell you that a well-run and wonderfully prospering business can only be known in times of crisis, will you agree with me?
A business created with heart and passion will always defend itself.
This report will show how properly done marketing, sensing consumers moods, and conscious use of alleged threats can contribute to unexpected, according to others, success. The report will be based on the example of an international company that, in the unfortunate times of COVID, found itself in a niche in terms of consumer needs- London Lash Pro.
London Lash Pro is the company that should be hit the most by the pandemic as it belongs to the beauty industry, and what may seem even worst because the profession is eyelash styling. Who needs lashes in times of crisis? What stylist needs products or more training if she is not working, and the vision of constant work is far beyond the horizon? Not to mention all restrictions...
Well, they know the answer to that question and many more.
The company seamlessly switched to another mode of operation to continue selling both products and courses. That is not all... London Lash Pro was able to engage clients in the whole context, despite the financially poorer times and the near future in question.  The branding was already so strong that a few attractive manoeuvres only strengthened its desire by customers.
The report will present all the marketing strategies used by the organisation, appropriate operating with products and services, gradually adapting to customer expectations and working on the emotional bond between the customer and the brand. In one word- control. Control over the maintenance and possible improvement of the company’s quality.
London Lash Pro keeps its fingers on the pulse, turning every threat into a challenge... Leading to smaller or bigger, but still... success.



POWER OF THE BRAND

What made London Lash Pro a strong brand even though it is not a big organisation? First of all- branding.

In order to create a well-known powerful brand, four aspects must be strictly defined- brand name, brand positioning, sponsorship and development (Feng, 2014).
Let's start from the beginning... NAME.
London Lash Pro sounds very attractive and luxurious, especially for women, for lash technicians looking for the best products and knowledge in the market.
London is associated with fashion, modernity and high standards. If you think about that city, you see famous models like Kate Moss and Noami Campbell, and of course, The Royal Family (Mason, 2018) with Queen Elizabeth on a pedestal. The brand eagerly uses the illustration of the Queen in social media posts, making it unique and distinguishable. It is an admirable tactic.
Having ‘Lash’ in the brand name as a product that the whole business revolves, is also a good move. Thanks to this, the company is easily searched in the google browser, especially in combination with the location name.
How else can you get the attention of potential customers if not showing your professionalism? ‘Pro’ in the brand name perfectly reflects this. 

London Lash Pro- wonderful blend of a city of fashion and the crown with a strict indication of the product and professionalism. Could you find a better marketing gimmick? 

BRAND POSITIONING





