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[bookmark: _Toc1676109361]1: Organisational Overview
[bookmark: _Toc1545137215]1.1 Organisation Background 
Sephora was established in 1969 in Limoges, France as a perfume shop but was acquired in 1997 by LVMH that has established it to be a company to reckon with in the world (LVMH, 2024a). It is a privately owned enterprise that provides its services in luxury goods. Sephora has expanded globally with over 2,700 stores in 35 countries with a powerful digital ecosystem (Sephora, 2025). It employs tens of thousands of workers in different parts of the world, generates billions of dollars annually, and is among the biggest contributors to LVMH with the 2023 income at 86.2 billion (LVMH, 2024b). Sephora re-entered the UK in 2022, 17 years later, with Feelunique being acquired to gain a digital presence in the country (Faithfull, 2022).
[bookmark: _Toc2113260003]1.2 Products and Services
Sephora retail franchise is organised into several product lines, including cosmetics, skincare, haircare, and fragrances, with products being provided by both heritage brands and indie brands around the world (Sephora, 2019). Both in‑store and online retail channels are used to generate revenue, supported by the Beauty Pass loyalty programme, which encourages repeat purchases and gathers valuable consumer insights. Sephora also monetises by doing exclusive partnerships and launches in limited editions, which generate demand and brand distinction. Its services comprise physical consultations, online guidance, and AI-based product suggestions, which increase customer interaction and purchase (Schiffer, 2018).
[bookmark: _Toc1866445101]1.3 Markets and Geographic Scope
The company has a heterogeneous customer base, which includes millennial and Gen Z consumers that appreciate inclusivity, sustainability, and digital convenience and established luxury customers who want to get high-quality experiences. Sephora has presence all over the world with its major presence in Paris, New York, Shanghai and Dubai (LVMH, 2024a). The UK market strategy has concentrated on the metropolitan centres in the UK like London, Birmingham and Liverpool with a view of targeting the home shopper as well as the international shopper (Shahab and Webb, 2024). Estimated to be valued at £17.94 billion, the UK beauty industry represents a prime opportunity for Sephora’s expansion, particularly as consumers increasingly gravitate toward luxury and eco‑friendly beauty products (Statista, 2026).
[bookmark: _Toc1947764402]1.4 Recent Strategic Developments
In 2021, it returned to the UK with the acquisition of Feelunique which gained it a stable platform in e-commerce and a customer base (Retail Gazette, 2021). It has been followed by expansion with flagship openings in Westfield White City, Birmingham and Liverpool ONE (Liverpool ONE, 2025). It has all been driven by innovation, but Sephora has made significant investments in digital transformation, such as virtual try-ons, AI-based recommendations, and integrated the use of omnichannel. The restructuring has been to align UK operations to global sustainability objectives, minimise packaging waste and endorse clean beauty collections. Taken together, all these measures are evidence of how Sephora seeks to become one of the largest chains of 20 stores in the UK by 2026 and how this restructuring of the competitive environment in the UK beauty retail market is going to happen (Pitt, 2026).



[bookmark: _Toc1928665847]2: External Environment and Stakeholder Analysis 
[bookmark: _Toc131032260]2.1 PESTLE Analysis

	Political
(Opportunity/Threat)
	Post-Brexit adjustments of the UK trade and British-EU regulatory divergence have characterised the political environment of the country. Nevertheless, retail investment in large metropolitan centres like London and Birmingham is supported by the government which means that it can expand (Bailey et al., 2026). International retailers have an added sense of security due to consumer protection and political stability. For Sephora, this suggests that political conditions may ease expansion into major urban centres, while ongoing trade uncertainty and rising compliance costs continue to pressure profit margins.


	Economic
(Threat)
	As of 2023, the size of the UK beauty sector reached 9.8 billion pounds, where prestige beauty is taking an increasingly large portion (Warn, 2025). The increasing living cost and inflationary pressures have limited discretionary spending, which endangers Sephora with its premium positioning (Pintilie and Stadoleanu, 2024). Strategically, this undermines Sephora’s premium pricing model, requiring greater emphasis on mid-range products such as the Sephora Collection and loyalty schemes to retain price sensitive consumers while protecting brand prestige.


	Social
(Opportunity)
	Social forces are a high-level in favour of the Sephora UK expansion. More consumers require all-inclusive, sustainable, and cruelty free products (Pintilie and Stadoleanu, 2024). Sephora’s collaboration with such brands as Fenty Beauty and Rare Beauty do not contradict these values and make it one of the socially responsive retailers (Seijin, 2025). This supports the differentiation strategy of Sephora and opens the possibility to increase the loyalty of Gen Z and millennial buyers.



	Technological
(Opportunity)
	Technology plays a vital role in the life of Sephora, as technology allows the organization to offer personalisation, omnichannel integration, and data analysis, which are very important in the retail business. For example, technology like AI helps in the recommendation of products, management of stock, and the use of augmented reality try-ons, which are very important in the retail business, especially in the beauty retail market (Renascence, 2024). 


	Legal
(Threat/Opportunity)
	The UK has stringent laws on cosmetics such as the UK Cosmetics Regulation 2020 (UK Cosmetic Regulator, 2019). Sephora should provide safety of the products, labelling and compliance with advertising requirements. The UK GDPR data protection regulations also influence the online business activities of Sephora, where effective consumer privacy protection strategies are needed (Celestin, 2025). Compliance with legal requirements represents both a financial cost and an opportunity to strengthen consumer trust.


	Environmental
(Threat)
	Plastic waste, carbon emission, and toxic chemicals have been criticised in the industry (CleanHub, 2025). In the case of Sephora, it is a reputational risk unless sustainability claims can be legitimate. As a strategic move, being the first in eco-friendly packaging and clean beauty would enable this threat to be converted into a competitive edge.





[bookmark: _Toc690460551]2.2 Porter’s Five Forces (Industry Analysis)
Rivalry Among Existing Competitors – High Threat
The competition in the UK beauty retail business is stiff. The competitors include Boots, Superdrug, high-end department stores Selfridges, Harrods, and online stores. Categories are dominated by global giants like L’Oréal, Estée Lauder, and Unilever, and niche indie brands are the ones that lead to rapid innovation (Digital Initiative, 2018). Competition is increased by frequent promotions, low switching costs, and short trend cycles particularly among Gen Z. For Sephora, maintaining distinctiveness through exclusivity, experiential retail, and digital innovation is essential to protect margins from erosion. 

Threat of New Entrants – Moderate Threat
Entry barriers in the sector are moderate. The rise of social and digital platforms has reduced initial start‑up costs, enabling niche entrants to establish a presence quickly. However, achieving national scale still demands substantial capital investment, extensive marketing expenditure, and efficient logistics and distribution capabilities. According to McKinsey, the entry barriers are potentially reducing, but the scale barriers are increasing, i.e., new entrants can enter the market but have difficulty growing sustainably (Weaver et al., 2024). Sephora will need to rely on the strength of LVMH and its solid online business to stay ahead of smaller new brands. Still, digital‑first competitors will continue to break into and disrupt niche parts of the market

Bargaining power of supplier - Low to Moderate – Opportunity/Threat
The power of suppliers is low to moderate. The retailers have hundreds of brands as sources, which prevents the dominance of suppliers. However, L’Oréal, Estée Lauder, Unilever have an influence based on brand equity and exclusivity deals, which determine the availability and pricing of products (Weaver et al., 2024). For Sephora, privileged access to LVMH brands represents a rare competitive advantage, as it reduces supplier power and reinforces the company’s differentiation in the market.

Bargaining Power of Buyers - High Threat
The UK consumers are price conscious and require inclusiveness and sustainability. Inflation has led to trade down behaviour in the mature markets, and younger consumers are still spending a lot of money on prestige and niche products (Weaver et al., 2024). Buyer bargaining power is further enhanced by the online transparency and easy price comparison. This gives buyers strong bargaining power, meaning Sephora must demonstrate that its premium prices are justified by exclusivity, personalised experiences, and leadership in sustainability.

Threat of Substitutes - High Threat
Substitutes are on the rise as customers switch to own brand and cheap alternatives considering high inflation. Rising prices are prompting consumers to prioritise cost‑effective products with proven efficacy, compelling premium brands to innovate and clearly demonstrate value to maintain loyalty and protect market share (Hood, 2023). In the case of Sephora, it means constant innovation and value proofs to maintain the loyalty and avoid the loss of the market share.
 [image: ]
Figure 2: Industry Analysis of Sephora
Source: (Own Illustration)
[bookmark: _Toc2061341992]2.3 Stakeholder Analysis
The stakeholders of Sephora are customers, employees, investors (LVMH), suppliers, government regulating bodies, and the local communities (Eriksen-Coats, 2024).
Government regulators - high power, low interest
They do not participate in the day-to-day activities but can issue severe fines or limitations (Yetim and Gur, 2023). They have the leverage of being able to control the compliance and product safety, regulate the adherence to the product safety and advertising regulations.
Customers - High Interest, Moderate Power 
The consumers in the UK are becoming more demanding in inclusivity, sustainability, and affordability. Their strength together is great due to online transparency and comparison of prices. Tactically, Sephora needs to strike the exclusivity vs. accessibility balance not to lose price sensitive user groups and retain Gen Z and millennials as loyal customers.
Investors – LVMH - High Power, High Interest 
LVMH being parent company offers financial support and high returns are anticipated. Their urge to grow fast with excessive speed could conflict with the need of customers who want expenses to be affordable and sustainable. This contradiction compels Sephora to maintain the right balance between expansion goals and long-term brand equity and ethical positioning.
Employees and Local Communities - High Interest, Low Power
The employees want to be treated fairly with career prospects, and the community appreciate ethical conduct and local jobs. Even with their limited formal authority, reputational risks may occur in case expectations are not fulfilled. In the case of Sephora, the legitimacy and brand trust is enhanced through staff development and involvement in the community.
Suppliers - Low Power, Low Interest 
Majority of suppliers can be substituted. Access to LVMH brands exclusively used by Sephora minimises dependence on suppliers, and competitive advantage is strengthened.



[bookmark: _Toc1629117692]3: Internal Strategic Capability
[bookmark: _Toc592970125]3.1 Organisational Resources and Capabilities
Sephora benefits from a strong internal capability to integrate both tangible and intangible resources into a unified, customer‑centric shopping experience. Its position is further reinforced by access to substantial financial backing, global supply‑chain reach, and high‑value brand partnerships through its parent company, LVMH. Its physical assets in the UK are flagship stores in Westfield White City (London) and Birmingham Bullring. These physical resources are also strategically placed in the high-traffic shopping areas which improve the brand awareness and consumer interaction.
Sephora has heavily invested in AI-driven product recommendations, augmented reality (AR) try-on, and mobile app integration, which has established a smooth omnichannel experience. The purchase of FeelUnique in 2022 offered an established e-commerce platform and consumer base that accelerated the e-commerce penetration of Sephora in the UK market (Culliney, 2022).
The intangible resources are also critical. Its image of selecting fashionable products and providing tailored services, including in-store consultations and reward schemes, make the difference between them and the competitors operating in the mass-market segment. The company culture is focused on diversity, sustainability, and customer empowerment, which connects with values of UK consumers and results in improving brand loyalty. 
Unlike Boots or Superdrug, Sephora operates with an open‑sell layout, incorporates digital mirrors, and provides dedicated beauty zones that encourage interaction and self‑discovery. Its strategy of securing exclusive product launches such as Rhode and Makeup by Mario also positions the brand as an early adopter of emerging trends. 
In its operational strategy, Sephora is excellent in data-driven merchandising, whereby the company uses customer insights to customise merchandise and promotions. Even its loyalty programme, Beauty Pass, simultaneously purchases and creates valuable behavioural data. This helps Sephora to personalise the marketing and optimise stocks to enhance customer satisfaction and efficiency.
[bookmark: _Toc1782394405]3.2 VRIO Framework Analysis
	Resource/Capability
	Valuable
	Rare
	Inimitable
	Organised
	Advantage Type

	LVMH Brand Partnerships
	Yes
	Yes
	Yes
	Yes
	Sustained Competitive

	Experiential Retail Model
	Yes
	Yes
	Moderate
	Yes
	Temporary Advantage

	AI & AR Technology
	Yes
	Moderate
	Moderate
	Yes
	Temporary Advantage

	FeelUnique E-commerce Base
	Yes
	No
	No
	Yes
	Competitive Parity

	Beauty Pass Loyalty Programme
	Yes
	No
	No
	Yes
	Competitive Parity

	UK Flagship Store Locations
	Yes
	Yes
	No
	Yes
	Temporary Advantage


Source: (Own Illustration)
Sephora’s resources and capabilities vary in the advantages they deliver. Its partnerships with LVMH brands represent the most valuable, rare, and inimitable assets, as they come from ownership‑based relationships that competitors cannot replicate. This exclusivity provides Sephora with a sustained competitive advantage and supports long‑term differentiation within the UK market.
While Sephora’s experiential store format and flagship locations offer distinctive value, these advantages can become short‑lived. Elements such as open‑sell layouts, digital mirrors, and prime retail sites can be replicated by competitors with sufficient investment. For Sephora, this shows the need to sustain differentiation through continuous innovation in the customer experience.
AI and AR technologies bring about greater personalisation and integration of the omnichannel, although they are becoming more ubiquitous and copyable (Georgievskaya et al., 2023). Such tools can only bring a short-term benefit, and Sephora must be more creative with them than its competitors.
The base of the FeelUnique e commerce and Beauty Pass loyalty programme provides competitiveness; however, these are not unique or distinctive and can easily be imitated because there are other platforms and plans within the industry. Tactically, Sephora will have to use the data of these systems as a power to enhance personalisation and retention.
[bookmark: _Toc1109786156]3.3 Strengths, Weaknesses and Competitive Advantage
The strengths of Sephora are its brand equity on the global scale, exclusive access to products, as well as sophisticated digital infrastructure. These allow it to provide differentiated customer experience and price power in the high-end segment. It has strong financial resources which are supported by LVMH EUR86.2 billion revenue in 2023 enabling it to aggressively expand and innovate (LVMH, 2025).
But Sephora also has some weaknesses. Its high prices may not appeal to budget‑conscious UK shoppers, especially during a recession. It also had very few physical stores, only two in the UK up until 2025, even then these were only in London so not many people could access it easily.
As a subsidiary of LVMH, the company benefits from exceptional financial resources and exclusive relationships with luxury brands such as Dior and Givenchy, which can be extremely difficult for competitors to replicate. Its retail model, featuring personalised consultations, and interactive digital tools, further differentiates Sephora from retailers like Boots and Superdrug. In addition, AI‑driven recommendations and AR try‑on technologies enhance the customer experience (Morden, 2016).




[bookmark: _Toc692127042]Section 4: Strategy & Competitive Position 
The current Sephora UK strategy could be characterised as a differentiation strategy, where exclusivity, experience retailing, and digital innovation are used to compete with the mass-market competitors. 
[bookmark: _Toc1507191718]4.1 Current Strategy
Sephora in the UK does not have a cost leadership strategy but a differentiation strategy. Sephora competes by offering brands you can’t get elsewhere, creating fun and interactive stores, using advanced digital tools, and staying ahead of beauty trends. Competitive strategy literature highlights a need to differentiate to maintain margins in competitive industries and Sephora has been doing so through prioritising inclusivity, sustainability, and digital innovation over price competition (Data Insight Market, 2025).
Although the majority aspect is differentiation, Sephora has hybrid elements. Sephora benefits from global supply‑chain scale and a wide price range across product categories, allowing it to remain competitive without relying solely on premium pricing. This blend of uniqueness and efficiency enables Sephora to maintain a strong competitive position in the UK beauty market (Whittington et al., 2020). It has an aspirational customer base with its Beauty Pass loyalty programme and affordable assortments (e.g., Sephora Collection), which strike a balance between prestige and affordability. This mixed position enables Sephora to fulfil both the luxury and the mid-market segments and reduce the risks of exclusivity pushing price-sensitive consumers away.
[bookmark: _Toc2038608434]4.2 Competitive Position
Sephora re‑entered the market in 2022 through its acquisition of FeelUnique, giving it a strong online platform; however, its physical presence remained limited, with only flagship stores in London and Birmingham and a Liverpool opening that was planned for 2025. Boots and Superdrug dominated the mass‑market segment, while Selfridges and Harrods lead in luxury beauty. Sephora’s rising market share over 80% of which is driven by brand loyalty and strong online penetration reflects its growing influence in the UK beauty landscape (Social Plus, 2026).
Boots and Superdrug reign through their price-friendly and large store chains, attracting price-conscious customers. Online stores, such as Cult Beauty and Look Fantastic, are digital-only competitors that have solid e-commerce within their models. Space NK is also a major competitor to Sephora in the UK prestige beauty market. It competes directly through its curated selection of luxury skincare, makeup, and fragrance brands, many of which overlap with Sephora’s products. Space NK ranks among the top beauty and cosmetics retailers in the UK, with high audience overlap and strong category performance, making it one of Sephora’s closest competitors (Similarweb, 2025).
The strengths of Sephora are exclusivity to products, global brand recognition and sophisticated digital platform (Sephora, 2025). These strengths allow Sephora to differentiate itself in the highly competitive beauty market. However, the brand also faces challenges such as being seen as too expensive and relying heavily on third‑party brands. These weaknesses can limit its appeal among price‑sensitive consumers and create vulnerabilities in periods of economic uncertainty (Latterly, 2025). Providers that have more extensive access can also take over the bigger market share even though Sephora has the prestige positioning (Liddell Hart, 2012).
[bookmark: _Toc1172871474]4.3 Strategic Alignment or Drift
Sephora’s strategy fits well with the current beauty retail environment, where consumers are increasingly drawn to prestige products, in‑store experiences, and digital shopping tools. Its strong resources, solid financial support, and advanced omnichannel systems reinforce this direction and help it stand out in the UK market. Strategic drift is a consequence of strategy being unable to adapt to the change of environment (Morden, 2016). However, its small physical store network and reliance on a premium image in a price‑sensitive economy could lead to early strategic drift, especially as competitors with more stores and wider price ranges may be better aligned with changing consumer expectations. These factors suggest that while Sephora’s strategy is largely coherent, continued adaptation will be necessary to avoid misalignment with market conditions (Mintel, 2024)
[bookmark: _Toc2048865030]4.4 Risks and Limitations
Although Sephora’s strategy in the UK is ambitious and well positioned within the high‑end beauty segment, it faces several strategic risks that could weaken its competitive advantage. The ongoing cost of living crisis has shifted consumer priorities, and while prestige beauty often benefits from the “lipstick effect,” prolonged economic pressure may reduce demand for luxury skincare and premium beauty products (Pitt, 2022). The company risks over‑reliance on the prestige segment, leaving it exposed if demand shifts further toward mid-market or affordable beauty. Rapid technological disruption poses further challenges. The beauty retail sector is becoming increasingly digitalised, with AI‑driven personalisation, virtual consultations, and social commerce emerging as industry standards, meaning although Sephora invests heavily in digital innovation they must continue to innovate to avoid falling behind. Additionally, Sephora’s strategy also shows weaknesses in its limited physical footprint, which restricts accessibility compared to competitors with nationwide coverage.
Sephora UK is rapidly expanding its physical presence, outlining an ambitious plan to establish 20 stores across the country by the end of 2026 (Ashfaq, 2025). While its current locations in London, Birmingham, and Liverpool reflect a metropolitan focus, this approach leaves major regional markets such as Glasgow and Leeds underserved (Gov.UK, 2022). Such a city‑centric model may limit national reach and slow broader market penetration. Additionally, Sephora’s emphasis on exclusivity central to its brand identity risks alienating mainstream consumers who prioritise affordability and convenience. To avoid strategic blind spots, Sephora must strike a balance between maintaining its prestige positioning and ensuring greater accessibility and inclusivity across the UK.



[bookmark: _Toc1869457826]5: Future Strategic Direction
[bookmark: _Toc746455311]5.1 Vision, Mission and Values
Sephora’s vision is for a world where beauty is inclusive, diverse, and celebrated by all. It is a world where people are connected by a common passion for beauty. The mission of Sephora is to champion a world of inspiration and inclusion by connecting people with the world of beauty brands by providing immersive and personalized experiences across its omnichannel network (Sephora USA, 2026). Sephora’s vision, mission, and values present a meaningful strategic foundation, but they also reveal areas that require sharper alignment with the realities of the UK market. The brand’s vision of leading global prestige beauty through innovation and inclusivity is compelling, yet its execution sometimes leans more heavily toward exclusivity than accessibility, creating a gap between ambition and actual market reach. Its mission to support self‑expression through premium, personalised beauty experiences is backed by strong digital tools, but its small number of UK stores makes it difficult to fully deliver on this promise. Sephora’s values - creativity, diversity, and putting customers first are strong advantages in a market that increasingly expects personalised and culturally relevant beauty experiences. However, staying true to these values as the company grows will require ongoing investment in better technology, skilled staff, and stronger community focused initiatives. Overall, Sephora’s strategy is strong, but the real challenge is making sure its day-to-day decisions truly match the inclusive and innovative image it promotes.
[bookmark: _Toc1267447696]5.2 Strategic Risks
Sephora has threats that may derail its strategic direction, despite its strengths. Economic volatility is also a threat to its premium positioning, in which inflation and less discretionary spending could restrict the demand of luxury products (Morgan, 2023). Rivalry among Boots, Superdrug and online stores like Cult Beauty increases the necessity of differentiation. Another threat is the technological upheaval since AI, AR, and social commerce are advancing rather fast and may surpass what Sephora can do at this moment. Together, these issues show that Sephora’s big goals may not fully match what it can deliver in practice, especially given its limited reach, the unstable economy, and fast‑changing technology in the beauty industry.
[bookmark: _Toc465097416]5.3 Strategic Option 1: Regional Expansion Beyond Metropolitan Hubs
Suitability: Moving into regional markets (North Wales, Glasgow, Leeds) solves the problem of geographic concentration and reduce Sephora’s current over‑concentration in major cities. Because UK consumers are spread across many regions, this move would make the brand more accessible and strengthen its overall market presence. This makes the option a strong strategic choice for improving accessibility and strengthening Sephora’s overall market presence.
Acceptability: Stakeholders would most likely embrace this move. This would improve accessibility to customers and local communities and create new working opportunities. These results increase the level of stakeholder satisfaction and strengthen the image of Sephora as an inclusive and customer focused company. However, this option carries weaknesses as it requires substantial capital investment, increases operational complexity, and exposes the company to geographic demand uncertainty which are risks commonly associated with retail expansion (Coad et al., 2021).
Feasibility: LVMH and Sephora have strong financial strength, as well as the success that they had already demonstrated in launching flagship shops, would be a good support to such a choice (Smith, 2024). However, the strategy still carries risks, including high upfront investment and the possibility that new stores could reduce online sales in those regions and the stores may not see big profits.
[bookmark: _Toc7711734]5.4 Strategic Option 2: Expanding Affordable Beauty Lines to Broaden Market Appeal
Suitability: Expanding affordable beauty lines is highly suitable for the current UK market context. With UK consumers remaining strongly value driven in 2024 even as inflation eased (MarketResearch.com) or curated “accessible luxury” edits helps Sephora appeal to price sensitive consumers during a cost-of-living crisis. This option is suitable because it reduces the brand’s reliance on the prestige segment and supports its goal of being inclusive and relevant to a wider UK audience. 
Acceptability: Customers are likely to welcome a broader range of price points, as it makes Sephora feel more accessible without weakening its brand identity. Investors may also support this move because it diversifies revenue streams and reduces risk during economic downturns. A wider assortment can increase footfall and sales opportunities which everyone can benefit from.
Feasibility: Sephora already has strong relationships with suppliers and experience managing both premium and mid‑range brands in other countries, which makes this option realistic. The company can build on its global partnerships and its own private‑label products to support this move. Although there is a small risk of weakening its prestige image if not handled carefully, the practical tasks involved such as sourcing, merchandising, and marketing are all things Sephora is already well equipped to manage. The main weakness is that offering more affordable products could weaken Sephora’s luxury image if it isn’t managed carefully. The brand needs to maintain a sense of “accessible luxury”, so it doesn’t lose its premium reputation.  




[bookmark: _Toc1686097601]Conclusion
The strategic analysis reveals that Sephora is a company that is the subject of a highly competitive market in the UK beauty market, which is threatened by profitability by inflation, strong buyer power, and substitutes but opportunities are evident through the inclusivity, sustainability, and digital innovation. Sephora’s long‑term strength mainly comes from its exclusive connection to LVMH, while most of its other capabilities only offer short‑term or moderate advantages. This means future success will depend on making the most of that exclusivity and continuing to innovate in areas like experiential retail and sustainability.
The key stakeholder conflicts revolve around the following points as LVMH investors insist on a fast growth, whereas customers require prices and a sense of corporate responsibility. Compliance is enforced by the regulators and responsible behaviour is expected by communities. As a strategy, Sephora will have to strike a balance between these forces by incorporating sustainability leadership and regional development outside urban centres.
The goal of positioning Sephora as a leader in sustainable beauty retail fits well with growing social and environmental expectations, helping strengthen customer loyalty and brand reputation. At the same time, expanding into regional markets helps overcome current geographic limitations and allows the brand to reach more customers across the UK. Together, these strategic directions reduce the risk of strategic drift and ensure Sephora stays aligned with what modern consumers expect, a greater sustainability, wider accessibility, and a more inclusive retail experience.
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