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Introduction

This business plan is written from the perspective of Eugène Schueller, founder of L'Oréal. This report's objective is to analyse L'Oréal's growth, development, and success by looking at its company concept, competitive landscape, marketing approach, and financial results. According to Hisrich, Peters, and Shepherd (2023), entrepreneurship entails identifying possibilities and generating value through innovation and strategic decision-making. Since its founding in 1909, L'Oréal has grown from a modest French hair colouring firm to the greatest beauty corporation in the world, servicing customers in over 150 countries and a variety of cosmetic categories (Britannica, 2025).

Element 1: Business Idea, Products/Services, Objectives and Unique Selling Proposition (USP)

Business Idea
As the creator of L'Oréal, my initial business concept was to create cutting-edge, safe hair colouring products for stylists. The hair dyes available at the start of the 20th century were frequently dangerous and unreliable. I saw a chance to develop scientifically proven cosmetic products that ensured consumer safety and produced excellent results. Successful businesspeople identify market gaps and produce novel solutions that add value for customers, claims Burns (2021). This principle formed the foundation of L'Oréal.
The business eventually expanded beyond hair colouring to become a worldwide beauty organisation. My company's current focus is on creating innovative beauty products that boost consumer confidence while adapting to shifting consumer demands and industry trends. According to Osterwalder and Pigneur (2010), sustainable companies must constantly modify their value proposition to stay ahead of the competition. L'Oréal has been successful for over a century because of this strategy.
The company's strategy still revolves around innovation. L'Oréal consistently launches innovative goods and services that meet changing standards for beauty through scientific research, technical advancement, and customer insights (L'Oréal Finance, 2024).
Products and Services
L'Oréal operates across four main divisions:
1. Consumer Products
This division provides affordable products for everyday consumers through brands such as L'Oréal Paris, Garnier and Maybelline New York.
2. Professional Products
These products are designed for professional hairdressers and salons. Brands include L'Oréal Professionnel and Kérastase.
3. L'Oréal Luxe
This division focuses on premium beauty products through brands such as Lancôme, Yves Saint Laurent Beauty and Kiehl's.
4. Dermatological Beauty
This division specialises in skincare products supported by dermatological research, including CeraVe, La Roche-Posay and Vichy (L'Oréal, 2024).
The company provides digital beauty services, such as AI-driven beauty consultations, customized skincare suggestions, and virtual try-on applications, in addition to physical products. These developments facilitate digital transformation and enhance consumer experiences (L'Oréal Finance, 2024).
Business Objectives
Business objectives provide direction and help organisations measure performance and growth (Burns, 2021).
Increasing global e-commerce sales, developing Beauty Tech and AI capabilities, bolstering sustainability initiatives, growing market share in emerging economies, and improving customer interaction through digital platforms are some of my short-term goals.
My long-term objectives are to keep L'Oréal at the top of the global beauty market, make constant investments in R&D and innovation, grow internationally, lessen environmental effects, and boost shareholder value and profitability.
According to Hisrich, Peters, and Shepherd (2023), strategic planning, creativity, and flexibility are essential for long-term success. These goals promote business accountability and consumer happiness while ensuring sustainable growth.
Unique Selling Proposition (USP)
L'Oréal's unique selling proposition (USP) is its blend of brand diversity, scientific competence, and innovation. According to Kotler, Keller, and Chernev (2022), a USP is the unique characteristic that differentiates a business from competitors.
Every year, L'Oréal spends more than €1 billion in research and development, which makes it possible to create cutting-edge beauty products supported by scientific evidence (L'Oréal Finance, 2024). Additionally, the company offers a wide range of brands to cater to customers at different pricing points.
Sustainability is another facet of the USP. Sustainability is a source of competitive advantage since consumers today look for companies that practice environmental responsibility (Johnson, Scholes, and Whittington, 2020). L'Oréal's consumer loyalty and reputation are enhanced by its environmental initiatives.

Element 2: Business Environment and Competitor Analysis

Johnson, Scholes, and Whittington (2020) claim that SWOT analysis helps businesses evaluate both their internal resources and external variables that could affect their performance in the future. I utilize SWOT analysis as L'Oréal's founder to assess the company's present strategic position and identify areas that need improvement.
Strengths
One of L'Oréal's biggest strengths is its wide collection of globally recognized brands. The corporation has brands in a variety of market areas, including L'Oréal Paris, Garnier, Maybelline, Lancôme, Kiehl's, CeraVe, and La Roche-Posay. This variety enables me to reach a diverse spectrum of customers while reducing reliance on a single brand or product area. If one brand's sales decline, the remaining brands in the portfolio can continue to generate revenue.
Another significant strength is the company's dedication to research and development. L'Oréal invests extensively in scientific research, employing thousands of researchers globally and running multiple innovation centres (L'Oréal Finance, 2024). According to Hisrich, Peters, and Shepherd (2023), innovation is a key driver of entrepreneurial success because it allows organizations to produce value while maintaining a competitive advantage. L'Oréal's continuous investment in research enables it to introduce novel beauty products that satisfy evolving client demands.
The company's worldwide reach is another significant strength. Access to a variety of markets and income sources is made possible by operating in more than 150 nations (Britannica, 2025). Because economic difficulties in one area can frequently be countered by growth in another, this geographical variety lowers risk. Additionally, L'Oréal enjoys a wide range of product availability thanks to its solid connections with pharmacies, salons, shops, and online platforms.
Finally, strong brand reputation contributes significantly to customer trust and loyalty. Consumers often associate L'Oréal with quality, innovation and expertise, making it easier to attract and retain customers compared with less established competitors.
Weaknesses
Despite its advantages, L'Oréal has several internal weaknesses. The difficulty of overseeing a huge portfolio of brands is one of them. Although variety has benefits, it also poses problems with brand positioning, resource allocation, and coordination. Strategic oversight and significant investment are necessary for managing numerous brands in various markets.
 	Another weakness is the company’s high operational expenses. Significant financial resources are needed for multinational distribution networks, global marketing campaigns, and research and development initiatives. Even if these investments give businesses a competitive advantage, they could lower profitability in uncertain economic times.
Because of its global operations, L'Oréal is likewise vulnerable to changes in foreign exchange rates. Currency fluctuations can have an impact on profits, expenses, and sales, especially when a business operates in several international markets (L'Oréal Finance, 2024).
Furthermore, customer tastes in the beauty sector shift quickly. Sales and market share could suffer if new trends are not adequately addressed. As a result, it is crucial to continuously analyse consumer behaviour.
Opportunities
For L'Oréal, the expansion of e-commerce offers substantial prospects. Online purchases of cosmetics are becoming more common, which presents chances to enhance direct-to-consumer connections and boost revenue. According to Armstrong et al. (2023), digital technologies allow companies to engage with clients more successfully and provide tailored experiences. Therefore, increasing e-commerce skills can boost future growth and improve customer engagement.
Another opportunity is the growing demand for sustainable and ecologically friendly products. Consumers are increasingly aware of environmental issues and frequently prefer brands that display social responsibility. By investing in sustainable packaging, responsible sourcing, and carbon reduction measures, L'Oréal may improve its reputation and attract environmentally concerned customers.
Additionally, emerging markets have significant development potential. Growing middle-class population with rising disposable income can be found in nations like Brazil, Indonesia, and India. Expanding business in these markets can result in significant future revenue.
Technological innovation is another significant opportunity. Advances in artificial intelligence, augmented reality, and data analytics allow organizations to provide highly personalized customer experiences. L'Oréal's continuing investment in Beauty Tech has the potential to provide new competitive advantages while also strengthening customer relationships.
Threats
Intense competition is one of L'Oréal's biggest dangers. Major rivals in the beauty sector include Coty, Procter & Gamble, Unilever, and Estée Lauder. As a result of their constant investments in marketing, product development, and digital innovation, these businesses are under more pressure to compete.
Economic downturns pose a risk as well. Consumers may cut back on spending on luxuries like cosmetics and high-end beauty goods during uncertain economic times. Sales performance may be impacted by this, especially in premium goods categories.
Another problem is counterfeited products. Fake cosmetics can undermine consumer confidence and harm a brand's reputation. Additionally, the perception of genuine brands may be impacted by the health and safety issues associated with counterfeit goods.
Changing standards for cosmetics, sustainability, and consumer protection may potentially raise compliance costs. According to Johnson, Scholes, and Whittington (2020), organizations must constantly adapt to changes in their external environment to remain competitive. Failure to respond effectively to regulatory changes could harm corporate performance.
All things considered, the SWOT analysis shows that L'Oréal has a lot of advantages and strengths. But sustaining market supremacy will require ongoing investment, innovation, and strategic adaptation.
Competitor Analysis
Direct Competitor 1: Estée Lauder
In the markets for high-end skincare, cosmetics, and beauty products, Estée Lauder and L'Oréal are in direct competition. Similar consumer segments are targeted by brands including La Mer, MAC, and Clinique. Through product innovation and marketing, the company competes fiercely while maintaining a strong premium position.
Direct Competitor 2: Unilever Beauty and Wellbeing
Unilever competes through brands including Dove, TRESemmé and Simple. The company's extensive distribution network and strong sustainability messaging create significant competition within the mass-market beauty segment.
Indirect Competitor 1: Procter & Gamble (P&G)
P&G competes indirectly through brands such as Pantene, Head & Shoulders and Olay. Although P&G operates across broader consumer goods categories, it remains a major competitor within haircare and skincare.
Indirect Competitor 2: Coty
Coty owns brands such as Rimmel London, CoverGirl and various luxury fragrance licences. While smaller than L'Oréal, Coty competes within cosmetics and fragrance markets.
Evaluation
According to Porter's theory of competitive advantage, businesses succeed by creating special skills that competitors find difficult to replicate (Johnson, Scholes, and Whittington, 2020). L'Oréal's broad research skills, global brand portfolio, and financial resources are among its advantages. However, because of growing competitive pressures, sustaining leadership necessitates ongoing innovation.

Element 3: Market Segmentation 4Ps, and Marketing Strategies

1. Market Segmentation
Marketing is critical for gaining new customers, increasing brand awareness, and ensuring long-term competitiveness. According to Kotler, Keller, and Chernev (2022), effective marketing strategies add value to customers while supporting organizational goals. As the founder of L'Oréal, I use a mix of traditional and digital marketing strategies to improve brand positioning and boost customer loyalty.
Market segmentation is the process of categorizing clients based on comparable traits to improve marketing effectiveness.
Demographic Segmentation
L'Oréal targets customers based on:
· Age
· Gender
· Income
· Occupation
Products range from affordable cosmetics for younger consumers to premium skincare products for higher-income customers.
Geographic Segmentation
The company operates globally and adapts products to suit local cultures, climates and consumer preferences.
Psychographic Segmentation
L'Oréal targets consumers interested in beauty, self-care, luxury, wellness and sustainability.
Behavioural Segmentation
Products are developed according to purchasing behaviour, skincare concerns, beauty preferences and brand loyalty.
Target Customers
Kotler, Keller, and Chernev (2022) suggest that successful targeting enables organizations to deploy resources more efficiently. L'Oréal caters to a diverse customer base, ranging from mass-market consumers to premium beauty enthusiasts.
The company's diverse portfolio enables it to service numerous consumer segments at once while reducing reliance on a single market.
2. Marketing Mix (4Ps)
Product
The product element of the marketing mix focuses on satisfying customer needs through appropriate features and benefits (Kotler, Keller and Chernev, 2022).
L'Oréal offers:
· Skincare products
· Haircare products
· Cosmetics
· Fragrances
· Dermatological treatments
Continuous innovation ensures products remain relevant and competitive.
Price
L'Oréal uses a multi-tier pricing strategy.
Examples include:
· Premium pricing for Lancôme and Kiehl's.
· Mid-range pricing for L'Oréal Paris.
· Affordable pricing for Garnier and Maybelline.
This strategy allows the company to attract diverse customer groups while maximising revenue opportunities.
Place
Place refers to distribution channels used to reach customers (Armstrong et al., 2023).
Products are sold through:
· Supermarkets
· Pharmacies
· Department stores
· Beauty retailers
· Salons
· Online platforms
The company's omnichannel strategy increases convenience and accessibility.
Promotion
Promotion involves communicating value to customers through various marketing activities (Kotler, Keller and Chernev, 2022).
L'Oréal uses:
· Television advertising.
· Social media campaigns.
· Celebrity endorsements.
· Influencer marketing.
· Event sponsorships.
· Digital advertising.
The famous slogan "Because You're Worth It" remains one of the most recognised marketing messages worldwide.
3. Online Marketing Strategies
Social Media Marketing
L'Oréal actively engages consumers through Instagram, TikTok, YouTube, Facebook and X. Social media content includes tutorials, product demonstrations and influencer collaborations.
Influencer Marketing
Influencers play an important role in building trust and credibility. Consumers often perceive influencer recommendations as authentic, increasing purchase intentions (Armstrong et al., 2023).
E-Commerce
The growth of online shopping has encouraged investment in direct-to-consumer sales channels. Online platforms increase accessibility while generating valuable customer data.


Artificial Intelligence and Beauty Tech
L'Oréal uses AI-powered technologies to provide personalised recommendations and virtual product trials. Such innovations enhance customer experiences and encourage repeat purchases (L'Oréal Finance, 2024).
Critical Evaluation
Customers are successfully drawn in by the company's digital marketing strategy, which combines interaction, convenience, and personalization. However, sustaining efficacy necessitates ongoing adjustment to evolving consumer behaviour and technological advancements. Kotler, Keller, and Chernev (2022) believe that for businesses to be competitive, they must constantly develop their marketing methods.

Element 4: Financial Planning

Financial planning is critical for monitoring company performance, making informed decisions, and guaranteeing long-term viability (Burns, 2021). As the founder of L'Oréal, prudent financial management has been one of the most crucial reasons in the company's rise from a modest start-up to the world's largest beauty corporation.
Initial Funding
L'Oréal was founded in 1909 with my own personal investment and resources. The company began by developing and selling revolutionary hair colouring products for professional stylists. Profits were not withdrawn in the early stages of the business, but rather spent in research, product development, and expansion. According to Hisrich, Peters, and Shepherd (2023), reinvesting profits is a popular technique among successful entrepreneurs since it helps businesses to expand without relying substantially on external financing.
As demand for its products grew, the company moved throughout France and subsequently into foreign markets. Retained earnings from business operations helped to fuel more expansion. The company's devotion to innovation helped facilitate the creation of a long-term revenue stream that supported future growth and product development (Britannica, 2025).
Strategic collaborations and investments helped to improve the company's capital foundation, marking a significant milestone in its financial development. These finances enabled L'Oréal to expand abroad, invest in research facilities, and acquire new brands, thereby strengthening its market position.
Revenue Growth and Business Expansion
The financial growth of L'Oréal demonstrates the success of its long-term business strategy. Through continuous innovation, international expansion and strong brand management, the company has consistently increased revenue and profitability.
	Year
	Revenue (€ Billion)

	2020
	27.99

	2021
	32.28

	2022
	38.26

	2023
	41.18

	2024
	43.48


(L'Oréal Finance, 2024)
The table demonstrates constant revenue increase from 2020 to 2024. Revenue grew by more than €15 billion throughout this time, demonstrating the company's capacity to adapt to shifting market conditions and client preferences.
Several causes have led to this expansion. For starters, investing in R&D has allowed the corporation to introduce novel goods that satisfy changing customer demands. L'Oréal spends more than €1 billion per year on research and innovation, proving its dedication to preserving a competitive advantage (L'Oréal Finance, 2024).
Second, international expansion has enabled the organization to reach new markets and client segments. Operating in over 150 countries decreases dependence on a single market and generates diverse revenue sources (L'Oréal, 2024).
Thirdly, acquisitions have played an important role in strengthening the company's portfolio. By acquiring successful brands such as CeraVe and Kiehl's, L'Oréal has expanded its presence within key beauty segments and increased overall market share.
Future Financial Objectives
My financial goals for the future include growing in emerging markets, investing more in Beauty Tech breakthroughs, and boosting revenue through digital transformation. By increasing operational effectiveness and increasing client loyalty, sustainability measures are also anticipated to improve long-term profitability.
Overall, the company's financial success reflects the value of its entrepreneurial principles, strategic planning, and dedication to ongoing innovation.

















Conclusion
From the perspective of its founder, Eugène Schueller, this business plan has examined L'Oréal's business concept, competitive landscape, marketing tactics, and financial results. The analysis shows that through innovation, strategic planning, and a strong dedication to client demands, the company has effectively grown from a modest hair colouring business to the largest beauty organization in the world.
A distinct value proposition focused on scientific knowledge, high-quality products, and ongoing innovation has been the foundation of the business's success. With a wide range of brands, L'Oréal is able adapt to a variety of consumer demographics while retaining high levels of brand awareness and loyalty. Significant strengths were identified by the SWOT analysis, including a strong multinational footprint, broad research capabilities, and global market leadership. Despite ongoing obstacles like fierce competition and shifting customer preferences, the business has the tools and resources necessary to react successfully.
The marketing analysis illustrated the significance of customer engagement, digital transformation, and market segmentation. L'Oréal has maintained a competitive edge and improved customer relations by fusing traditional marketing strategies with cutting-edge technology like social media, influencer marketing, and artificial intelligence. Both long-term client retention and consumer acquisition are supported by these tactics.
The financial report also demonstrated how the company's expansion over time has been supported by prudent investment, profit reinvestment, and innovation. Strong worldwide performance and steady revenue growth show how well the company's business plan and strategic choices are working.
To sum up, L'Oréal is an extremely successful business company that has attained sustainable growth by creativity, flexibility, and capable leadership. As the company's founder, I think that sustained investment in digital technology, sustainability, and research will help the business stay at the top of the global beauty market.
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