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[bookmark: _Toc37237463]Introduction
The report showcases analysis of the chosen organization, which is L’Oreal. This report has focused on various aspects of reading its working pattern as well. Over here, the goal and mission of L’Oreal are highlighted to get an overview of the objective of L’Oreal. Customer identification is also made to know the target audience of the company. SWOT is analyzed to identify various strengths and opportunities in this current market place. Employees’ role to give the company a profitable growth is also concerned. It can be said that there is a need for practical training to mitigate the issue.
Importance of development and training in the company is discussed. Organization’s role is explained to have an idea of the targeted goal and the way it manages its organizational culture. It is done to know the workforce culture and atmosphere. There are specific skills which are required to carry out the role of an organization which is discussed over here. Training and development are needed to make the work run effectively. Through this, employees might get the motivation to work and increase productivity to earn more profit. All these parameters are discussed to make the concept more relevant.

[bookmark: _Toc37237464]Structure of the company, in which sector operates and the size of the organization 
L’Oreal is a France based beauty products manufacturer and is the largest Beauty and Cosmetics Company in the world. This company has started its business form 1909 and is currently operating their international business with the employee base of 86,000 (L’Oreal Mediaroom, 2020). Total revenue of this company is €29,87 billion and in 2018 this company has generated an income of  €5,54 billion. L’Oreal has close to 40 brands and it operates in 140 countries on five continents. On every continent the company creates and develops cosmetic products depends of customer needs.
L’Oreal is large and complex organization with high levels of vertical differentiation and horizontal differentiation. L’Oreal has 19 large sub-units within the organization with high amount of hierarchy depth. L’Oreal has two additional senior management divisions (CFO and Deputy CEO), 4 main product divisions (Consumer Products, Professional Products, L’Oreal Deluxe and Active Cosmetics), specialist divisions (including Research and Innovation, Human Resources, Sustainability, Communications, Legal, Retail, Operations, Digital, Ethics) and 4 geographic divisions (including Eastern Europe, Western Europe, Asia Pacific and Americas).  The company is completely focused on Beauty products and this is the reason for the phenomenal success of the company in this sector.  L’Oreal has a product departmentalization. The company has a portfolio of international brands and cover all the lines of cosmetics: perfume, make-up, skin care, hair care and coloring. The company also has customer departmentalization. One of the ambitions of L’Oreal is to make customized products for all the customers depend where they live, their lifestyle, etc. 

[bookmark: _Toc37237465]Goals, Values and Mission
The purpose of L’Oreal is to gain more customer satisfaction and to win the hearts of more 1 billion customers. It will be done by creating more products of cosmetics which might meet the desire and demand of customers. Its goal also acknowledges taking into consideration the diversity of products which might be infinite in nature.
If a value is concerned, passion of cosmetics is considered. It is analyzed by L’Oreal that cosmetics might bring self-confidence, wellbeing and openness in the mind of customers. The company has a passion for its perspective business and is linked with culture and humanity. Another value of L’Oreal is innovation. It is claimed by the company that as beauty is a quest which is endless innovation is required. The company has given preference to individuals rather than concentrating on a particular firm. Open-mindedness is another value of the company. The company believes that listening to consumers will help them to understand the culture. Excellence is considered to be a core value of L’Oreal in this competitive marketplace. Giving concern to its value will help L’Oreal to gain more customer loyalty.
The mission of L’Oreal is to enable people for expressing their personalities. The company is offering all women and man worldwide the best of cosmetics innovation in terms of quality, safety and efficacy. L’Oreal is also concerned to make sure that individuals gain confidence and open up with other people. 

[bookmark: _Toc37237466]Identification of customer and their expectation from the firm
Customers of L’Oreal are middle-upper and upper-middle-income class customers. Both men and women are inclined towards the brand. Customers expect various things from L’Oreal for which they have shown loyalty toward this brand.
1. Fast and good service: Customers of L’Oreal expect a fast service in terms of delivery of products. It also includes solving the query of customers in a faster way (Ashill et al., 2019).
2. Product of high quality: Customers need high quality of the product (Ahmad, 2020). Whether the product is shampoo or sunscreen, it must be of better quality. If the quality is not maintained, then customers have a choice to switch their preference.
3. Trained staff: Customers also expect from L’Oreal to have better staff. Effective staff help to solve the query of consumers in an efficient way (Conlon and Morris, 2019). With the help of effective communication, customers will be able to know about product details. It makes the process of purchasing easier where both byers and consumers get satisfaction.
4. To remain in the market for the long term: As consumers generate trust towards a brand, then they expect the firm to remain in the market for a longer period. Over here if L’Oreal is concerned, then customers expect it to complete in this market. As L’Oreal has enhanced its brand value, it has maximum gain customers (Corstjens et al, 2019). People are showcasing their loyalty because of the quality of the product. This is the main reason that customer expect L’Oreal to be in the market and satisfy their desire.


[bookmark: _Toc37237467]SWOT Analysis (Internal environment)

	Strength 
1. The largest company of cosmetics 
2. Brand value is high
3. Quality of product is high
	Weakness
1. There are a various subdivision  
2. Care of hair is considered degrowing
3. Low-profit margin 

	Opportunity
1. High market potential
2. Expansion of product mix
3. Organic customer demand
	Threat
1.  The cosmetic industry is dynamic 
2. Cash crunch


Table 1: Swot of L’Oreal
(Source: Deana, 2019) 
Strength: It is observed the L’Oreal is considered to be one of the leading cosmetic companies. It has expanded in most of the countries and has enhanced its brand value (Cuneo et al., 2019). The product which is given by the company is of high quality. Through this, the firm has earned more amount of revenue in this competitive market.
Weakness: L’Oreal is considered to be bulky and slow because of its various subdivisions. There is also a problem of managing employees. Garnier is suffering the brunt of competition from HUL and P&G. Sunsilk is from HUL and head and shoulders from P&G, both very strong in the hair care segment. Rate of profit margin is low, as there are high investments in R&D.
Opportunity: There is a growth of personal care items of beauty in the current market. In this respect, L’Oreal has a positive outcome and might gain massive opportunity in the coming days. The company expands its products by introducing the latest products in the market (De Caterina, 2020). There is a rise in organic cosmetic demand. L’Oreal has used the R&D method, which is organic in nature because of which customers might select L’Oreal products.
Threat: There is stiff competition in the current market scenario. As the competition will not sit, ideal effective strategies need to be implemented. Competitors come up with different tactics to enhance their growth. As L’Oreal is renowned brand, it needs to divide its cash from its respective subdivision. The problem of the economy is also there because of which inflow of cash from the country stops (Jan and Victor, 2019). It is observed thet the economy of the country has deteriorated which is major threat to the company. It has led to the company’s cash crunch of the economy becoming worse.
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There are various roles of the workers in L’Oreal which are presented below.
1. Performing duties in an efficient way: The role of workers of L’Oreal is to work in an effective way (Kim et al., 2019). It helps the firm to gain more profit. Through effective production, the firm might be able to satisfy more customers.
2. Obey the law of organization: Employees’ role also includes obeying law and ethics of the company (Kuenzler, 2019). Employees are bound to work according to rules and ethics of L’Oreal for sustainable development.
3. Effective communication with the customers: L’Oreal workers’ role is to maintain a positive relationship with the customers. It is done through effective communication. Employees with proper communication need to solve queries of customers.
There various ways in which employees support company to gain goal.
1. To set the goal and make it reasonable: Employees of L’Oreal support the firm by setting the goal first (Lovett et al., 2020). It helps the worker to measure their targeted goal in a given time frame.
2. Tracking of work: The employees track their progress through effective monitoring. They organize meetings where they can discuss the proceeding.
3. Coordination with each other: Employees coordinate with each other in the firm to enhance the productivity level (Mamuric, 2019).
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The following points are recognized as the importance of developing a training program inside the organization.
1. It always developed to gain Knowledge.
Each learning and training program always gains the knowledge of each employee. The learning development program always depicts group discussions to exchange their thoughts. The learner can gain some emerging ideas to develop the business.
2. Develop to gain skills.
Every employee performs by their individual skills. The training program of L’Oreal develops the individual skills of the employees (Nobre et al., 2019). It also helps to handle some multinational issues of the organization.
3. Improve Performance of each employee.
The training and development programs always help the individual performance of each employee. After the training program, the trainer gives some accurate rating to the employees who help to motivate them.
4. Improve the efficiency of the organization.
In every learning and the development program, the trainers provide some creative thoughts to employees (Shaari et al., 2019). It also helps the employees to become more efficient inside the organization.
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Assists the Global-Local Balance
The L’Oreal product is designed mainly for external uses only. It is a very sensitive product in each global sector. Sometimes it may be not suitable in some geographical platforms. So to handle the business, the company assists with some additional features. L’Oreal is originated in Paris, but it can launch some attractive products in Europe and American sectors. The company launched some training and development program to handle this situation.
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In order to carry out the role, employees need to have an idea of current trends, fashion and desire of customers (Zogaj et al., 2019). The company needs to take feedback from the customers and employees need to develop communication skill. Through this, the worker will be able to know the needs of customers.

[bookmark: _Toc37237472]Development and training required
In order to carry out the role of the organization, L’Oreal needs to organize a training program. Two different types training need to be given. One is based on skills training. Both the training will help the organization to enhance its growth. Through skill training program employees will be able to communicate with customers in a proper way. Getting training of quality helps the firm to give better product and service and gain competitive advantage (Refer to Appendix 1).

[bookmark: _Toc37237473]Conclusion
On the basis of the above discussion, it can be claimed that L’Oreal is a renowned brand. Its aim is to sustain a large number of customers. Better quality of service is provided by L’Oreal. There are various opportunities and strengths of the firm, which has increased its brand value. There is the various role of L’Oreal employees through which it has supported the company. There is a need for training and development within the organization to gain more profit in this competitive place.
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Appendices 
Appendix 1

	Training development required
	For whom
	Expected benefit
	Responsible person
	Expected time

	Skill training
	Employees
	Enhance communication skill
	Manager
	1 week

	Quality training
	Employees
	Increase quality of product
	Manager
	1 week


Training development plan
Source : Created by Author
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