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[bookmark: _Hlk181815843]                                                    Introduction

The nail care industry has evolved significantly throughout the years. OPI is a globally recognised brand renowned for outstanding performance and innovation. Initiated in the early 1980s, OPI revolutionised the nail polish industry through its extensive colour palette, durable formulations, and innovative marketing strategies. This paper provides a comprehensive review of OPI's history, examines the motivations of its founders, and identifies the key features that have contributed to their success. Over time, the nail care industry has expanded and evolved significantly. OPI is a renowned global brand famous for its high standards and innovation. Initiated around the 1980s, OPI revolutionised the nail polish industry through its extensive colour palette, durable formulations, and innovative marketing strategies. This paper provides a comprehensive review of OPI's history, examines the motivations of its founders, and identifies the key attributes that have contributed to their success. 
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 A Short Overview of OPI The nail Creams.
OPI was established in 1981, as an Odditorium Productions Inc., a little firm located in Los Angeles that specialised in dental supplies. Following founder George Schaeffer's recognition of a demand for premium acrylics nail supplies, the enterprise shifted its focus to nail products. In collaboration with Suzi Weiss-Fischmann, recognised with the title "The first Lady of Nails," OPI diversified into nail lacquers. These lacquers, characterised by their distinctive colours and memorable names, revolutionised the production of nail goods. 

Significant occurrences in OPI's history include: 
The inaugural collection of OPI nail paints was released in 1989. It featured vibrant, enduring hues with attention-grabbing titles such as "I am Not Really a Waitress. 
Between the 1990s and 2000s, the corporation experienced rapid global expansion and established innovative collaborations with film franchises and celebrities. 
In 2010, OPI was acquired based on Coty Inc., which provided it with enhanced global resources and influence. 
OPI currently distributes nail paint, liquids, and nail care products in over 100 countries. Many individuals exhibit loyalty to this brand due to its superior quality, fashionable colour assortments, and continuous innovation. 

Key corporate executives who facilitated the establishment of OPI -Paul George Schaeffer.
George Schaeffer, a Hungarian immigrant, discovered a business opportunity upon discovering how the dental acrylics produced by his company could also be utilised for nails. Schaeffer introduced a combination of resilience and innovative concepts to OPI. Due to his efforts, and consistent with Ries, E. (2011). The Lean Startup, that explores how contemporary entrepreneurs leverage continuous innovation to achieve significant commercial success. 
Ries 's concepts in The Lean Startup, pertain to innovation, adaptability, and prompt responsiveness. These concepts elucidate how OPI rapidly adapted to fulfil client demands and market changes, exemplified via their seasonally nail polish ranges and collaborations.   the tiny enterprise evolved become a global beauty powerhouse characterised by a distinctive brand identity that merges playfulness with high fashion. 
Schaeffer's principal achievements are: 
Incorporating product lines for the public into OPI's exclusive range for prospective.
Leveraging strategic marketing, prominent figures, and celebrity affiliations to enhance brand equity. In line with Collins, J. (2001).Collins's research on the determinants of business success elucidates OPI's transformation from a modest dental supplies firm to a prominent beauty brand. His concepts on concentrated thought, activity, and individuals might elucidate the company's growth strategy.
Positioning OPI as a brand emblematic of excellence and innovation in nail care. 
Schaeffer was motivated by his aspiration to create a business that would endure and symbolise excellence and distinctiveness. He has become an entrepreneur due to his resilience, market acumen, and willingness to embrace innovation. Schaeffer's capacity to identify unforeseen market opportunities inspires budding entrepreneurs to be adaptable. 
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Significance: Suzi Weiss-Fischmann, the co-founder of OPI, authored this book detailing her life. The book chronicles her own journey with OPI. It provides direct insights into the company's expansion, her motivations for employment, and the strategic choices OPI implemented to develop its business. She formed the company alongside Schaeffer and currently serves as it the Director and Creative Director. According to Aaker, D. A. (2012)., building strong brands remains pertinent, Aaker's research on brand strategy elucidates how OPI created a robust brand personality by strategic marketing, distinctive shade nomenclature, and initiatives that incentivise consumer loyalty. 
She significantly contributed to the creation of OPI's distinctive colours and the nomenclature for each shade. This rendered OPI fashionable and inviting. Weiss-Fischmann, affectionately called "the First Lady of the nails," significantly contributed to establishing OPI as a fashion phenomenon. 

[bookmark: _Hlk181816869]Weiss-Fischmann's principal achievements are: 
Establishing OPI's brand tone and identity to ensure it is both relevant and memorable. 
Broaden the brand's colour palette to conform with fashion trends, establishing nail polish as an essential accessory, aimed to integrate creative endeavours and design into the cosmetics sector, enabling individuals to utilise nail polish as a vehicle for self-expression. As fallows Drucker, P.F. (1985)., discourse on innovation and opportunity elucidates the way the initial owners of OPI identified a niche to the nail care product market and consistently devised novel strategies to enhance quality, branding, and marketing. 
These authors present diverse perspectives of business growth, managing a brand, and successful entrepreneurship that resonate with the narrative of OPI and can augment your business plan. These publications will provide a robust theoretical and strategic foundation for your examination of OPI's trajectory. Her attributes encompass originality, trend discernment, and a sharp acumen for branding.
 Entrepreneurs can derive insights from her inventive mentality and her dedication to narrative development in brand-building. 
Accomplishments of the OPI Founders 
The OPI founders successfully transformed a modest enterprise as an organisation with a multi-million-dollar international presence. In accordance with Philip Kotler, Kotler, P. F.& Keller, K.L. (2016). Kotler's fundamental concepts about marketing tactics, consumer behaviour, as well as brand positioning serve as a framework to analyse OPI's success in marketing and the distinctiveness of their goods within the beauty industry.
They transformed nail polish, turning it from a mere cosmetic to a fundamental component of the fashion industry. Their accomplishments encompass: 
Innovating Trends: In compliance with Drucker's Drucker, P.F. (1985). discourse on innovation and opportunity elucidates the way the initial owners of OPI identified a niche to the nail care productivity way consistently devised novel strategies to enhance quality, branding, and marketing. 
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These authors present diverse perspectives of business growth, managing a brand, and successful entrepreneurship that resonate with the narrative of OPI and can augment your business plan. These publications will provide a robust theoretical and strategic foundation for your examination of OPI's trajectory. 
They introduced the idea of seasonal nail colour collections, maintaining customer engagement and generating demand for the "latest hue." 
Consumer Loyalty: OPI's inventive shade nomenclature and colour narratives established an emotional bond with consumers, cultivating brand allegiance. 
Global Acclaim: Through celebrity endorsements and film collaborations, OPI established itself as a household name, continually broadening its product offerings while upholding quality. 
OPI's vision distinguished it from competitors, establishing it among of the biggest and most able to succeed nail polish companies in history, motivating factors of the OPI Founders Schaffer and Weiss-Fischmann were driven by: 
Market Opportunities: They recognised a distinctive prospect inside the beauty sector, diverging from both saturated dental care market. 
Quality Commitment: Their objective was to provide high-quality, lasting items that attracted both professionals and customers. OPI's trajectory exemplifies that with appropriate ambition and entrepreneurial characteristics, a business can transform from a modest enterprise into an industry leader. In contemplating the future, attributes such as adaptability, inventiveness, resilience, and a customer-centric attitude are essential for those seeking to distinguish themselves in the business realm. 
The latest edition of Strategy Brand Managing: Advanced Insights & Strategic Thinking is authored by Jean-Noël Kapferer.
Significance: Kapferer's concepts regarding brand management and differentiation are crucial for comprehending how OPI established a brand that effectively engages customers. 
 The Blue Ocean Strategy from W. Chan Kim & Renée Mauborgne: Kim, W. C., & Mauborgne. Creating Unresolved Market Space and Rendering Competition Irrelevant The primary concept about the book is to create your own distinctive markets. OPI employed innovative branding and strategic market positioning to distinguish itself among other nail polish companies. 
The Branding Gap of Marty Neumeier elucidates the methods to reconcile business strategy with design. Neumeier's concepts regarding the significance of the collaboration between organisation strategy and design in brand creation elucidate the consistency of OPI's brand identity in both its visual presentation and application. 
An Innovator's Dilemma from Christensen, The Christensen has pertinent as it discusses how emerging technology might lead to the downfall of large corporations. Christensen's concepts of disruptive innovation elucidate how OPI maintained its success through the continual generation of novel ideas in the beauty industry. 
Methods for utilising these sources to enhance OPI's business strategy. 
Brand Identity and Loyalty.
Brand identity and consumer trust are crucial to OPI's success, as discussed by authors such as Aaker, Kapferer, and Neumeier. OPI distinguished itself and fostered trust and emotional connections with its customers through trend-driven colour selections and distinctive nail polish nomenclature, supported by a robust brand identity. 
Innovative concepts and market creation 
The concepts of Ries, Drucker, and Christensen about innovation can be applied to analyse how OPI's leadership maintained the brand's relevance in the beauty market through continuous adaptation and the generation of novel ideas. 
Formulating a strategy 
The Blue Ocean Strategy, a structure developed by Kim and Mauborgne illustrates how OPI created a new market by perceiving nail polish as more than only a cosmetic item. 
Maintaining Growth 
Collins's concepts in "Good to Great" along with Drucker's principles of "sustainable growth" elucidate OPI's transition from a niche enterprise to a global leader. This illustrates the significance of leaders, vision, and disciplined development. 
Marketing Management 
Kotler and Keller's concepts influenced OPI's marketing strategy, encompassing targeting and positioning, segmentation, which were crucial for engaging a diverse global customer base. 
These authors provide extensive insights about OPI's history by examining it through the perspectives for advertising, innovation, and strategy. They may serve as scholarly and professional references in a comprehensive company plan. 














































Consistent with Richard Ries, E. (2011).
The Lean Startup, or Lean Startup, is a book that explores how contemporary entrepreneurs leverage continuous innovation to achieve significant commercial success. 
Ries 's concepts in The Lean Startup, his book, pertain to innovation, adaptability, and prompt responsiveness. These concepts elucidate how OPI rapidly adapted to fulfil client demands and market changes, exemplified via their seasonally nail polish ranges and collaborations. 
In compliance with Jim Collins.
Makes the Leap...and Others don't is a significant book. Collins's research on the determinants of business success elucidates OPI's transformation from a modest dental supplies firm to a prominent beauty brand. His concepts on concentrated thought, activity, and individuals might elucidate the company's growth strategy.
Based on David A. Aaker
The book titled Building Strong Brands remains pertinent. Aaker's research on brand strategy elucidates how OPI created a robust brand personality by strategic marketing, distinctive shade nomenclature, and initiatives that incentivise consumer loyalty. 
In accordance with Philip Kotler, 
the Kotler's fundamental concepts about marketing tactics, consumer behaviour, as well as brand positioning serve as a framework to analyse OPI's success in marketing and the distinctiveness of their goods within the beauty industry.








Creative Expression: Weiss-Fischmann’s fervour for fashion and art propelled OPI to become emblematic of innovation and trendsetting, fuelling her ambition to broaden the brand’s creative horizons. 
Their objectives underscore the need of comprehending consumer requirements, identifying market opportunities, and enhancing value through excellence and innovation. 
Six Entrepreneurial Characteristics to Imitate 
By examining the entrepreneurial aspects of Schaeffer & Weiss-Fischmann, budding entrepreneurs can glean significant insights. 

Schaeffer's capacity to transition OPI's business strategy from dentistry supply to nail care illustrates strategic adaptability. This versatility is essential for entrepreneurs seeking to identify and capitalise on distinctive market niches. 

Creativity and Brand Development: Weiss-Fischmann’s expertise in devising distinctive colour names and trendsetting collections exemplifies the efficacy of creativity in forging an identity that's memorable. Establishing a robust and approachable brand is crucial for enduring consumer loyalty. 

Resilience and Commitment: Both founders demonstrated tenacity in transforming OPI from a modest enterprise into a worldwide beauty brand. Their resilience, particularly in a competitive sector, is an essential attribute for success. 

Consumer-Centric Innovation: By comprehending client desires, the entrepreneurs developed goods that profoundly resonated with consumers, underscoring the significance of customer insight in achieving corporate success. 
Risk-Taking: The creators of OPI exhibited a willingness to invest in audacious marketing techniques, encompassing memorable product names and partnerships with pop culture figures. This quality is essential for entrepreneurs seeking to influence saturated marketplaces. 
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   Conclusion 

narrative of success is characterised by innovation, creativity, and commitment. George Schaeffer & Suzi Weiss-Fischmann converted a small dental supply firm into a worldwide nail care giant by recognising market deficiencies, embracing innovative risks, and cultivating a devoted clientele. Aspiring entrepreneurs can derive insights from their example by remaining adaptable, emphasising creativity, and cultivating a brand identity that emotionally connects with consumers. 

























[bookmark: _Hlk181815713]OPI's trajectory exemplifies that with appropriate ambition and entrepreneurial characteristics, a business can transform from a modest enterprise into an industry leader. In contemplating the future, attributes such as adaptability, inventiveness, resilience, and a customer-centric attitude are essential for those seeking to distinguish themselves in the business realm. 
The latest edition of Strategy Brand Managing: Advanced Insights & Strategic Thinking is authored by Jean-Noël Kapferer.

Significance: Kapferer's concepts regarding brand management and differentiation are crucial for comprehending how OPI established a brand that effectively engages customers. 
 The Blue Ocean Strategy from W. Chan Kim & Renée Mauborgne: Kim, W. C., & Mauborgne. Creating Unresolved Market Space and Rendering Competition Irrelevant The primary concept about the book is to create your own distinctive markets. OPI employed innovative branding and strategic market positioning to distinguish itself among other nail polish companies. 
The Branding Gap of Marty Neumeier elucidates the methods to reconcile business strategy with design. Neumeier's concepts regarding the significance of the collaboration between organisation strategy and design in brand creation elucidate the consistency of OPI's brand identity in both its visual presentation and application. 
An Innovator's Dilemma from Christensen, The Christensen has pertinent as it discusses how emerging technology might lead to the downfall of large corporations. Christensen's concepts of disruptive innovation elucidate how OPI maintained its success through the continual generation of novel ideas in the beauty industry. 
Methods for utilising these sources to enhance OPI's business strategy. 
Brand Identity and Loyalty.
Brand identity and consumer trust are crucial to OPI's success, as discussed by authors such as Aaker, Kapferer, and Neumeier. OPI distinguished itself and fostered trust and emotional connections with its customers through trend-driven colour selections and distinctive nail polish nomenclature, supported by a robust brand identity. 
Innovative concepts and market creation 
The concepts of Ries, Drucker, and Christensen about innovation can be applied to analyse how OPI's leadership maintained the brand's relevance in the beauty market through continuous adaptation and the generation of novel ideas. 
Formulating a strategy 
The Blue Ocean Strategy, a structure developed by Kim and Mauborgne illustrates how OPI created a new market by perceiving nail polish as more than only a cosmetic item. 
Maintaining Growth 
Collins's concepts in "Good to Great" along with Drucker's principles of "sustainable growth" elucidate OPI's transition from a niche enterprise to a global leader. This illustrates the significance of leaders, vision, and disciplined development. 
Marketing Management 
Kotler and Keller's concepts influenced OPI's marketing strategy, encompassing targeting and positioning, segmentation, which were crucial for engaging a diverse global customer base. 
These authors provide extensive insights about OPI's history by examining it through the perspectives for advertising, innovation, and strategy. They may serve as scholarly and professional references in a comprehensive company plan. 

































Suzi Fischmann Weiss 

"I'm Not Really a Waitress: How The initial step Woman Snapped Over the Beauty Business" is a book. Single Hue at a Time
Significance: Suzi Weiss-Fischmann, the co-founder of OPI, authored this book detailing her life. The book chronicles her own journey with OPI. It provides direct insights into the company's expansion, her motivations for employment, and the strategic choices OPI implemented to develop its business. 

Richard Ries 
The Lean Startup, or Lean Startup, is a book that explores how contemporary entrepreneurs leverage continuous innovation to achieve significant commercial success. 
Ries's concepts in The Lean Startup, his book, pertain to innovation, adaptability, and prompt responsiveness. These concepts elucidate how OPI rapidly adapted to fulfil client demands and market changes, exemplified via their seasonally nail polish ranges and collaborations. 


Jim Collins
Makes the Leap...and Others don't is a significant book. Collins's research on the determinants of business success elucidates OPI's transformation from a modest dental supplies firm to a prominent beauty brand. His concepts on concentrated thought, activity, and individuals might elucidate the company's growth strategy.

David A. Aaker

The book titled Building Strong Brands remains pertinent. Aaker's research on brand strategy elucidates how OPI created a robust brand personality by strategic marketing, distinctive shade nomenclature, and initiatives that incentivise consumer loyalty. 



Philip Kotler 
the Kotler's fundamental concepts about marketing tactics, consumer behaviour, as well as brand positioning serve as a framework to analyse OPI's success in marketing and the distinctiveness of their goods within the beauty industry.


Theodore Drucker 

Drucker's discourse on innovation and opportunity elucidates the manner in which the initial owners of OPI identified a niche to the nail care product market and consistently devised novel strategies to enhance quality, branding, and marketing. 
These authors present diverse perspectives of business growth, managing a brand, and successful entrepreneurship that resonate with the narrative of OPI and can augment your business plan. These publications will provide a robust theoretical and strategic foundation for your examination of OPI's trajectory. 
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