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Introduction

 Today’s shoppers prefer “experiences over things.” The average consumer is spending 

more on entertainment, food, drink, and travel. With knowledge of this, retailers now have 

endless opportunities to implement innovative in-store entertainment offerings. Instead of 

focusing directly on the sale of a specific product, retailers can build out services that add 

value and differentiate the brand from the competition (Taylor, 2016). “The Bomb.com Raffle” 

by Lush, will offer an experience to amplify the value of their merchandise, consumers, and 

services.  

 Most retailers within the retail, beauty, electronics, and crafts sector offer services 

compatible with their product offerings. Lululemon is great at connecting their clothing with 

their community by hosting complimentary yoga classes. Nike offers free services such as 

running analysis, bra fitting and pants hemming in select California stores (Taylor, 2016), while 

Sephora offers master classes in skin care and makeup basics. JoAnn Fabrics offers classes 

teaching customers how to create their own crafts such as knitting, sewing, and painting. 

Smaller retail boutiques offer refreshments, personal shoppers, and create social gatherings. 

Retailers implementing these experiences have proven themselves to be effective by connecting 

consumers to the products they enjoy.

The Lush Advantage

 Lush Handmade Cosmetics is a leading cosmetic retailer in North America and the UK. 

Lush products are 100% vegetarian, while 80% are vegan and never tested on animals. They out 

beat their direct competition from offering natural, handmade products with ingredients from 

around the world including fresh produce purchased from local farms to shea butter sourced from 



women’s cooperatives in Ghana (Loeb, 2017). In 2016 the company purchased over one ton 

of lemons, five tons of limes, 220 tons of cocoa butter, nine tons of banana, 137,000 pounds of 

honey, 41,000 pounds of olive oil, one ton of vanilla beans, 352 pounds of dark vegan chocolate 

and over 1400 pounds of various seaweeds. Every product is made by hand. The company 

produced 41 million products, of which 13.3 million were Bath Bombs, its most popular product. 

All products are very popular and there are special collections for Easter, Mother’s Day etc 

(Loeb, 2017).

 These days, consumers are more interested in organic products than ever before — 

especially when it comes to skin care (Shapouri, 2017). It would benefit the company if they 

offered sweepstakes for customers to win a chance at creating their own bath bomb in-store. 

Lush has developed a cult following because the brand has made a person’s time in the tub — 

already a sacred time — so much more joyful (Shapouri, 2017). These marketing contests can be 

designed to build relationships with customers, sell products and services, and also for collecting 

social media connections and e-mail addresses (Taft, 2014). Lush is known for connecting with 

their customers on social media and presenting great customer service. Doing this will not only 

add to their customer loyalty, but will generate more sales because people will want to be entered 

into making their own bath bombs. 

The “Bomb.com” Raffle

 Raffles have proven themselves to be effective in most retail strategies with customer 

participation. Customers who come in store and purchase a minimum of (3) bath bombs, will be 

entered into a drawing to win a chance at making their own authentic Lush bath bombs. There 

will be 3 winners per store. It will be a bomb party for all three winners to create bath bombs 
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together! Customers who purchase three or more bath bombs will have their information placed 

in a system where the winners will be drawn from by the end of the month. The contest will run 

for one month and winners will be emailed/texted directly with dates on when they should come 

in. There will be an announcement on all Lush social media accounts alerting customers to check 

emails for winners. The bath bomb creation will be held after hours in each Lush Cosmetics 

store. A Lush Cosmetics sales associate and manager will be present to help the customers create 

their own bath bombs. There should be a minimum of two bath bombs created per customer, 

however this depends on the overage of product used for the bath bombs. 

Launch Plan

 The quantity of the assortment would vary depending on the Lush store size and location. 

Different stores will receive the same assortment of bath bombs. Larger, flagship stores (1,500 

sqft. or more) will receive 55% of assortment and smaller stores (less than 1,500 sqft.) will 

receive 45% of assortment. Larger Lush stores are positioned in cities where Lush receives high 

volume. All Lush will receive the same amount of assortment ingredients to have on-hand for 

the winning customers. Assortment for each store will include: Fragrance, Sodium Bicarbonate, 

Citric Acid, Essential oils, Coloring agents: Ex: Orange 4, Red 7 Lake, Blue 1, Yellow 10, Safe 

Synthetics, and Packaging supplies. The digital channel will support in-store execution of the 

raffle concept by having marketing on social media, which I will cover in the marking campaign. 

Marketing Campaign

 The campaign will consist of digital and in-store marketing. According to a report 

published by Texas Tech University, brands that engage on social media channels enjoy higher 
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loyalty from their customers (DeMers, 2015). Since Lush has a strong social media presence, 

marketing on Instagram, Twitter, and their website will be the largest. See figure 1 for sample 

post of the digital marketing.

DIGITAL MARKETING (50%): While in-store promotion is important, there will need to be 

to digital promotion to bring customers into stores. Almost all of Lush’s loyal customers and 

target market are using social media or following the company on Instagram and Twitter. As a 

result, there will be digital advertisements on all Lush social media accounts. There will be a 

promotional email sent out to everyone on the list and also a blog on Lush stories. 

IN-STORE (40%): There will be promotional signage placed all over the store. This will remind 

customers to shop up and enter into the raffle. 

DIGITAL ADVERTISING (10%): Online advertising such as a banner advertisement that would 

be very rich in media having multiple images from the new campaign. Google AdWords would 

be used to distribute the ads to various sites.  

Six Month Financial Plan

 Please refer to figure 2 in the appendix for the detailed six-month financial plan. The 

figures are estimated based on the examination of Lush’s last year business. According to 

Forbes, North American sales for fiscal 2016, ended June 2016, were $455 Million. Projected 

sales for 2017 is $557 million. The company is projecting 25% growth for fiscal 2017. All the 

new, larger, stores are showing a 30-50% increase in sales. Consumers have responded strongly 

to Lush’s brand ethics as well as its whimsical products, leading to a significant boost in sales. 

The retailer’s average North American store size is 800 square feet and it takes in an average 

of $2-million annually (Shaw, 2017). Since bath bombs are the top selling products for the 
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company, I’m estimating that they take up at least half of the annual revenue for each U.S. store. 

Estimating that sales for 2018 would boost 30-50%, the expected sales of bath bombs alone 

would be 2 million annually. All expected sales for the store would be 4 million annually. The 

timeline is taking into account the holidays, number of weeks in each month, and when sales 

are high for the store. To summarize, the plan represents 8 high volume stores in the U.S. The 

projected sales are $1,000,000 with total purchases at retail at $1,422,000 and a turnover of 2.5. 

December will be the peak month with 20% of the sales and purchases at retail within in this 

period. 

Scaling Up

 In the event that the raffle is successful, Lush will have the raffle more frequently, and 

expand their contest to 3 or more purchases of face masks, soaps, shampoos, and more popular 

products; Please see figure 3 for more details. The contest will also be expanded to more Lush 

stores in countries such as Canada, UK, Japan, Australia, and Germany. Expanding should be 

done fairly quickly since Lush manufactures their products themselves, therefore the supply 

chain would be much faster. 

 A challenge of the raffle being expanded to more products and being done more 

frequently could result in product assortment running out faster. There will need to be a quick 

turnover of products being sent to stores to ensure that there is always enough product to meet 

the sales. This could result in more work and pressure, but with the company’s growth, they will 

be able to meet the needs of supply and demand.
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Conclusion

 With shoppers preferring experiences over things, it is imperative for retailers to be 

creative with in-store creative concepts. Retailers need entertainment to make customers prefer 

shopping in store instead of online. I believe that Lush is a leader in homemade cosmetics, and 

with them implementing this raffle, it should only add to their onliness. 
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APPENDIX
Figure 1: 

Social Media Campaigns
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Figure 2

Six month financial plan:
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Figure 3

Best Sellers:
The next products that will be eligible for raffle when scaling up

FRESH FACE MASKS

Bare Skin Fresh Cleanser

SHAMPOO BAR

Cream Hand and Body 
Lotion
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TARGET MARKET
Women ages 18-45 

Middle to Upper class 

Desire fresh organic beauty

Health Conscious 


