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L'Oreal Ombre
Ombre is a form of gradient that signifies a kind of transition from dark to light. According to Cunha et al. (2017), ombre also means moving from one type ofcolor to another. Initially, ombre looked like it was a technique that was associated with dyes that had many colors. Over the years, it has transformed and improved thus offering tips that are used to improve beauty. Again, tie-dye means coloring hair by carefully tying it using knots so that when the dye is applied on it, the tied parts produces patterns that are circular when they are untied.
Tie-dye is governed by the application of primary colors that are saturated, patterns that are bold and also bright colors. On the other hand, splat hair coloring variations are achieved by the application of colors that are bright in order to make beautiful splashes of different colors on the hair either all over or at some parts. Consequently, splat hair is a brand and also a style that can exist in non-permanent or even semi-permanent colors and can either fade or be washed.
Ombre,tie-dye and splat hair coloring variations are more likely to trend because they have been embraced by many prominent personalities and celebrities. In the modern world, celebrities are so much into fashion and looks and this keeps on changing with time (Becker, 2016). The aforementioned hair coloring variations are trends and not fads since they differ from many videos and films that are produced by celebrities who may be either men or women. Consequently, a lot of fashion magazines feature these hair coloring variations since the pop personalities accommodate them in every event and video that they appear in. For that reason, it is clear to assert that the hair coloring variations are definite trends and not fads.I think that pink is the color that is more likely to be a trend rather than simply being a fad. This is because a lot of celebrities use pink as they modify their hair using the three coloring variations. Again, the celebrities who use pink tend to attract a lot of attention and are recognized by people who stalk their lifestyle and their personal lives. Therefore, this shows that pink is the preferred color even in the covers of magazines thus justifying it to be a trend rather than a fad.
One of the recommendations for L’Oreal regarding the market for a new product in the selected hair coloring variation is to consider the form of the product. Skills and efforts that integrate complex techniques are crucial in ensuring that the quality and form of products is up to standards. Again, videos that enable women who do not have the ability to undergo complex procedures that regard the hair variations are able to do them with simplicity and still look good. Moreover, branding would also be vital for L’Oreal in marketing the new product. According to Armstrong et al. (2015), the products should have names that are appealing and also those that reflect the use of the products. This will greatly motivate the consumers into buying them because they will be curious to test them. 
The four P’s for this new product includes the product itself, price, promotion and place. In this context, the product should be unique in order to attract customers and also be in a position to fulfill their needs. Again, L’Oreal should be cautious on the pricing decisions and avoid exploiting customers in the name of accumulating profits. As a matter of fact, prices should be based on the dynamic nature of the markets andthe elasticity of the products (Resnick et al., 2016). Consequently, promotion should be facilitated using strategies such as advertising, email marketing and also using videos. This influences the target market that the product aims at covering. Last, the place should be well evaluated in order to come up with perfect locations that will be comfortable for both the real clients and the potential ones. Moreover, touching and smelling senses are senses used by marketers in order to aid in the prior appealing to the customer's senses. In order to achieve this, marketers should understand the meaning of consumption relations and perceptions that arise from different tastes of the products. This is important since it results in the production of many products that favors the needs of various customers. 
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