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Introduction

This report will provide information that describes the impact of Covid-19 on the L’Oreal Group and a brief introduction to marketing. Also, PESTEL analysis, Porter’s Five Forces, and critical evaluation. The marketing mix of L’Oreal.
 Investopedia (2022) states that marketing is an action in business that encourages purchasing or selling goods or services. Marketing includes all three activities: selling and distributing items to clients or other companies. Advertising is one of the main strategies marketing and promotion experts employ to pique the interest of significant target markets. Celebrity endorsements, standout taglines or slogans, eye-catching packaging or graphic designs, and general media exposure are all examples of targeted marketing. Advertising, selling, and delivering goods to customers or other firms are all included in marketing. Advertising is one of the primary methods used by marketing and promotion specialists to capture the interest of important target markets. Targeted promotions may include celebrity endorsements, distinctive slogans or taglines, eye-catching packaging or graphic designs, and general media exposure. 
A marketing tool is the "marketing mix," sometimes referred to as the "four Ps" (product, price, location, and promotion). Advertising strategies include word-of-mouth, radio, television, and mail. The importance of marketing may be attributed to many factors. A company's product may be first encountered or introduced to a client via an advertising campaign. A company can educate, support, and motivate potential consumers. Marketing plays a role in creating the ideal brand image of a firm. For instance, a company that sells outdoor camping gear and wants to be known for its reliable and long-lasting products may undertake focused marketing campaigns that highlight these attributes and help potential.
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According to Reuters (2021), L'Oreal, the owner of companies including Maybelline, Lancôme, and Garnier, saw its stock rise after announcing they are stronger-than-anticipated fourth-quarter revenue growth, significantly outperforming a severely affected cosmetics industry. The business stated that it was worried about the market's prospects because numerous hair salons were still shuttered, and millions of clients were under lockdown. However, it anticipated that the 4.8% gain in comparable sales observed during the previous three months of 2020 would continue into the first quarter. Luxury stores and beauty businesses have been impacted by an epidemic of store closings, with makeup sales being particularly affected. However, the desire for home beauty treatments and skin care products has benefitted the cosmetics industry. Some have also capitalised on the rise in internet shopping.  
According to L’Oréal (2020), teams reacted quickly to create hand sanitiser solutions as part of the European solidarity strategy to combat COVID-19, marking a first for the Group. The scientists focused on formulas with elements unlikely to run out, such as denatured alcohol. It was a significant task, but in the end, several of Group's brands could provide hand sanitiser to pharmacies, hospitals, and front-line supermarkets to provide hand sanitiser to pharmacies, hospitals, and front-line supermarket front-line staff. 












PESTEL Analysis on L’Oreal

According to Momin (2021), a tool identifying the macro (external) influences affecting an organisation is known as PESTEL. The letters represent Environmental, Technological, Social, Political, and Legal aspects. The analysis is crucial in marketing before implementing any approach or strategy. Research should be created often because of the changes in the macro-environment. Organisations must properly track changes in the macro-environment, which can help to take advantage of the competition.
Political: Any business that often expands its operations by moving business abroad should be prepared to experience the effects of politics and regulations. The company should be cautious when following the laws, rules, and regulations to protect its business. Additionally, differences in culture might make it difficult for companies like L'Oreal to conduct business in some countries with conservative nations. Expanding could be successful in other countries where there are no issues because of how women are dressed. Nowadays, people have access to internet information and are conscious of politics. (Momin, 2021).
Economic: Global factors, such as the economy, significantly impact famous and well-known brands. A persistent difficulty is dealing with economies that need to be more robust or stable. Loreal had effects from the Covid-19 outbreak, as other retailer companies. Despite the financial losses many companies had from the beginning of 2020, they increased their sales by almost 5% in the year's second half. However, consumer behaviour has substantially changed due to the problems. The company significantly benefited from the sales via the Internet to several web channels they use to influence its products. The sales increased by over 50% because of internet platforms. (Momin, 2021).
Social: Today's youth love to show off. Improving their appearance and being influenced by social media young population follows trends. For L'Oréal, that was an excellent opportunity for possibilities. Today's consumers choose goods that allow using treatment at home instead of visiting a salon for a hair spa, and L'Oréal offers these items to its customers. The younger generation is no longer buying products that negatively influence the environment since they have become environmentally concerned. Additionally, the government has restricted the use of animals in products and testing due to public pressure. (Momin, 2021).
Technological: The company in one of the leaders in the cosmetics branch market for over a century. By improving the new technological innovation in their products and goods. They recently emphasised combining digital technology with green science to produce novel, sustainable, and environmentally friendly solutions. L'Oreal also offers virtual makeup trials to customers before they make a purchase. They also provide specialised solutions to those seeking an in-depth diagnosis. (Momin, 2021).
Environmental: According to Loreal (2022). The change in the ecology brought on by global warming poses a hazard to the possible irreversible destruction of human and natural environments. Extreme weather changes such as sea-level changes, melting of the ice, the heat and the ocean’s acid level changes. More substantial commitments must accompany more significant stakes. The company decided to step up its efforts through a new programme. Our pledges for the year 2030 and the start of dramatic changes and reflection of our opinion on the company’s perspective, purpose, and duties need to be to confront the world’s difficulties. Since 2005 the company has expanded production by almost 30% while reducing carbon emissions from the facilities. L'Oréal has over 70 locations that have been neutral to carbon in the last few years. In addition, the company works on using environmentally friendly packaging. The company intends to make its packages suitable for refill and plastic-free in the next few years.
Legal: According to MBA Skool Team (2020), L'Oréal had some legal disputes. The company lost and defeated the accusation about the "smell-like" imitators. The product smelled like another third-party product sold at a cheaper price. Research showed that the company is responsible for a high level of contamination. 
 










Porter’s Five Forces on L’Oreal
Porter's Five Forces Model of L'Oréal addresses the firm's competitive environment and the factors affecting its sector. The study's main objective is to assess the company's position considering many aspects, such as the threat of new rivals, replacement goods, customer bargaining power, the power of suppliers, and industry rivalry. To assess the company's current position in the market, the L'Oréal Five Forces research considers several internal and external factors, including competitors, customers, suppliers, economic stability, and the potential for future growth.
Low Power of suppliers: Many businesses need to consolidate and control the supplier sector. As a result, there are many places to get raw materials from, which makes it simple for cosmetics firms to bargain. Although the supplier's product is a crucial raw material for the business, the fact that there are so many other suppliers makes it unimportant. If cosmetics businesses like L'Oréal switched to the product of a new supplier, they wouldn't incur substantial switching costs since the supplier's products are not distinctive or different. Due to the suppliers' incapacity to produce the finished goods, the danger of forward integration is minimal. They would drastically reduce the business's profits if they could further their integration into the cosmetics sector and directly compete with the players. We can conclude that suppliers' bargaining strength is constrained because of their significant reliance on the enterprises.
The threat of substitutes is high: When a comparable good or service is offered in another industry for less money, there is a greater risk of replacement items. Moving between the sectors has few psychological repercussions, which raises the replacement hazard. The substitute treats can rise if another product has the same benefits. The company has one of the excellent price ratios on the market, making it exceedingly challenging for other brands to offer comparable values for that price that appeal to upper-middle-class consumers; overall, this business faces a modest threat from substitutes. 
Low customer power: L'Oréal offers some products that are available from another global company through offline and online distribution channels. Customers have a wide range of options. Since many items are available in a wide price range, switching costs are also low. However, with time, buyers begin to feel that a particular brand better suits their needs and become devoted supporters. The extent of backward integration is limited since manufacturing the items requires knowledge and resources. For L'Oréal, it is difficult for clients to make selections because comparable items from other companies are available at the same price. Although consumers have access to a wealth of information through internet channels, various elements, including product details, word-of-mouth, influencer marketing, etc., affect consumers' ability to make decisions. Because businesses set competitive prices with their rivals, clients have less leverage when negotiating prices.

The threat of new entrants is low: Leading cosmetics company L'Oréal has a significant global following. The cosmetics sector is expanding quickly and has tight manufacturing and testing standards. The restriction on animal testing has increased operational complexity and calls for the ability and knowledge to conduct testing in a novel manner. All of this requires money to start, and it would cost a tonne of money to build a brand like L'Oréal. Due to expertise, patents, and access to less expensive financing, they also have unique production methods and procedures. This is because the existing firm is less risky than new competitors. Although switching costs are not high, consumers use them to form opinions about which brands best fit their tastes. The government regulations governing the various businesses functioning should also be known to the new entrants. Although getting the items into neighbourhood shops is challenging, several e-commerce websites have made it simple. As a result, the danger of new competitors in the market is minimal.
The competitive rivalry is high: Due to the quick global growth of the cosmetics sector, several businesses are vying for market dominance. Today's market is seeing a large influx of new businesses. Due to its extensive product line and dependable reputation, L'Oréal enjoys the biggest market share, which encourages consumer brand loyalty. Although the buyers perceive brand loyalty, the items offered by various brands are not effectively differentiated. Although there is fierce competition in the market, the sector is developing more quickly and is thus unaffected.

For creating this, Porter’s Five Forces analysis, the author of this report researched, compared, and acquired information from Kasi (2019) and MBA Skool Team (2022).



L’Oreal Marketing Mix

Product: A large range of high-end brands are represented by L'Oréal. It is feasible to assess the company's product mix by casting light on the entire portfolio. The company manufactures products under four well-known brands with strong ties to the cosmetics and beauty sectors, including YSL, Vichy, Technique, Kerastase, Maybelline, etc. All these products were developed with the needs and desires of consumers in mind. Consumers may select brands in various sizes and price ranges to meet their specific needs. The makeup business has ensured that all item tests are carried out correctly but without causing damage to creatures. It plans to introduce a range of ayurvedic and herbal products. Let's look at L'Oréal's distribution strategy and locations. (Shastri, 2021).
Price: However, quality goods are also desired because customers who can access premium brands are ready to pay cost leadership; L’Oréal earns most of its revenue from the consumer sector of the four product divisions. To maintain its premium price approach for its high-quality product class, L'Oréal must. It has decided to use a valuation pricing model universally. The company also caters to the middle class by offering prices within their means. The company continually develops new products and offers a range of product categories and price ranges. High prices, location services, competitors, and product demand are all taken into account in the pricing model. This marks the end of the pricing strategy. Let's discuss the details of L'Oréal's business model. (Shastri, 2021).
Place: The company's products are offered globally based on several product divisions. Using its extensive networks, the distribution channel aids in establishing a significant presence. Over the years, the company has had many businesses trying to expand and improve brand recognition. It has expanded and established a presence in 130 countries across five continents. Cosmetics shops, department stores, own-brand boutiques, salons, retail establishments, pharmacies, and even e-commerce websites carry the items. The business also has a website and partnerships with other e-commerce sites. (Shastri, 2021).
Promotion: As a worldwide brand, the corporation has advertised in many countries at each level imaginable. Since that conveys a strong message to consumers, clients are attracted to the industry's big emblem, "because we are worth it." The company employs forceful marketing methods. Celebrities, including Naomi Watts, Jennifer Lopez, Cheryl, and Eva Longoria, were signed by the corporation to serve as brand ambassadors abroad. (Shastri, 2021)
L'Oréal advertises across a multitude of platforms in addition to television. The brand of products may also be successfully promoted through print and online promotion. Another crucial channel is one's online presence. Brand social media profiles generate more interaction and traffic than any other channel. Consumer buying behaviour may also be monitored, which helps the business see trends in how customers to action. (Bazikyan, 2023).
People: According to L’Oreal Groupe (2022). A few years ago, L'Oréal launched its first worker stock ownership scheme in more than fifty nations. The programme allows every employee to advance L'Oreal, participate in our strategic objectives, and profit from our achievements. Additionally, the business prioritises developing employees. The company’s success and moral justice are intertwined at L'Oréal. We have started implementing programmes for safety nets, employee balance, and health in every country since 2012. The teams at L'Oreal may utilise the same security measures and try to cut social standards thanks to this strategy. Efficient operating circumstances, a 4-month minimum maternity leave, and compensation for a permanent disability or death were all established by the company.
Process: Changes in consumer behaviour, the expansion of e-commerce, and the demands of consumers increasingly concerned with sustainability, service alternatives, personalisation, and traceability are some issues L'Oreal must deal with. The supply chain refers to the whole process that gives a business the ability to deliver goods and services. The L'Oreal Group moves more than six billion items annually between plants and customers. It shows that two orders are being shipped every second to eight distribution channels, such as mass market, e-commerce, travelling retail, and beauty and hair salons. We thus have an intimate understanding of the market and clientele. The corporation faces a challenge and is a great source of inspiration from the ongoing changes in consumer behaviour. L'Oreal constantly conducts sales both in-person and online. The proportion of e-market transactions is steadily increasing. And the present health crisis has only accentuated this trend. Consumers now have higher standards. When it comes to online orders, for example, people expect a great delivery service with a delivery time that is ever-shorter, packaging that is just as attractive as if they were buying it in a shop, and all of this while respecting the environment. Another example is the vast appeal of shopping holidays like “Single's Day” in China and “Black Friday” in the US. These events are forcing L'Oreal to adjust more quickly and be more flexible. (L’Oreal Groupe, 2022).
Physical evidence: According to Designbro (2021), Loreal’s logo is more than just a logo because it has a message. The firm’s creator, Oréale, created the initial product and provided the brand's name and company logo. The emblem is notable since it complies with grammatical rules and uses uppercase and lowercase letters. According to Loreal (2018), Luxury cosmetic brands' storefronts and e-commerce websites' direct-to-consumer sales are one of the company’s main growth drivers. L'Oreal provides the ideal chance to develop a unique interaction with customers eager to take advantage of specialised services and high-end goods. Loreal self its products 
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L’Oreal Marketing Strategy

L'Oréal has selected a distinctive approach called Universalisation. It denotes a form of globalisation that recognises, appreciates, and values diversity. Differences in requirements, customs, and wants. To provide beauty that is custom designed and to fulfil global customer ambitions. This worldview serves as the company's primary motivation. For L'Oréal, Universalisation refers to establishing a distinctive organisation with a worldwide presence. Although operationally decentralised, we are strategically centralised. Local groups have more power. They ensure that we are relevant to and near to our customers everywhere. To ensure that our formulas are precisely suited to the demands of our consumers, wherever they reside, it also includes developing and manufacturing cosmetics locally. To do that, we have established a global network of marketing and R&I centres, one for each of our key markets, which include the US, Japan, Brazil, China, India, and South Africa. L’Oréal’s global industry footprint to back its development has made it possible to introduce critical features quickly and successfully to the markets. (Loreal Groupe, 2022).













Conclusion

In conclusion, in this report, L’Oreal is a well-known worldwide company that sells make-up cosmetics, perfumes, skincare products, sunscreen, etc. Using celebrity endorsement, which is advertising the products, is a good strategy. Still, nowadays, social media and digital marketing are the best options for displaying products to potential consumers. L’Oreal is already advertising on social platforms such as Facebook, Instagram, Tik Tok and YouTube. I recommend using advertisements via celebrities and “ordinary” people, such as selecting random people to share their experience with L’Oréal’s products. Consumers who have a bias toward celebrities will keep buying. But those who see someone related to them, for example, “the typical housewife” or “the teenager”, can influence people. Many people, even those using social media and platforms, believe that the “Influencers” show one perfect and glamorous life that can make the consumers think it is too “good to be real” or “it’s fake”, etc. If consumers relate themselves to someone who recommends products are most likely to be successful, positively influence and increase sales. Also, another recommendation for the company is to advertise not only products because L’Oreal is more than that. For many years, the company has worked on vast campaigns, such as “Against street harassment” and “For the Planet”, and also worked with charities. That can be used for advertising because it will win peoples’ trust by showing humanity. And the last recommendation is to create more “Vegan Products”. Nowadays, many people believe that being Vegan is healthy; others are Vegans because they want to protect animals or people that are Vegans only because it is modern. Following the trends can be used for advertising.
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