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Introduction

An internal study evaluates the management, infrastructure, and operational procedures of a company from the inside. With the guidance of an in-depth analysis of the company's internal operations and the identification of development and transformation opportunities, a realistic strategic objective may be formulated. The term "external assessment" refers to how businesses evaluate shifts in their industry and the broader context that may affect their operations. This is performed to verify that businesses will continue to thrive and adapt. As a result of its pervasiveness, the COVID-19 virus disrupted and impacted several business practices. COVID-19 has also been hurting L'Oréal S.A., a French cosmetics and personal care company (Gangjee and Burrell, 2010). In this study, the structure of L'Oréal S.A. will be studied. In addition, marketing and what happens when something terrible occurs will be discussed in this report. The paper also addresses its corporate strategy and the outbreak's possible consequences. Additionally, the role of external assessments in the evolution of COVID-19 will have been studied here. The analysis will also include details about regional cooperation, such as the extent to which it can support L'Oréal S.A.
[bookmark: _Toc122292602]
Marketing and Importance of Marketing

[bookmark: _Toc122292603]Marketing encompasses a wide range of efforts used to raise brand awareness and encourage product purchases. Whereas advertisements are the greatest prevalent kind of marketing, additional components such as consumer insights and industrial design are equally important. Marketing is crucial since it raises brand awareness, stimulates interest in your goods, and informs and influences consumers' purchasing decisions (Etzel, Walker, and Stanton, 2001). In order to succeed, businesses need to get people interested, and marketing is a great way to do it. Asking consumers something they don't understand and making useful information about company goods and services may increase customer engagement (Kotler and Armstrong, 2013). Moreover, a marketing strategy, which is a component of the company's strategy, aids in the development and upkeep of need, applicability, recognition, competitiveness, etc.

Marketing Process

[bookmark: _Toc122292604]An essential part of every business model is the marketing process. This is a method for firms to provide value for their clients. The core tenet of marketing process is that successful companies benefit from their consumers' satisfaction.
















Steps In Marketing

To be a professional marketing manager, an individual must be well-versed in all marketing areas (Lantos, 2015). Typically, marketing consists of five steps. In the sections that follow, we'll examine these topics in further depth:

The customer is the focal point of all marketing decisions
When outlining the organisation's objectives, a marketing manager can devote their whole focus to the most critical matters. Ferrell, Hartline and Hochstein (2021) state that there is a continuing attempt to improve segmentation strategies for customer service purposes. In response to the global spread of the COVID-19 virus, L'Oréal S.A. devised a plan to both enhance its customer service and recognize people. Businesses are seeking to enhance their practices to reach and attract more customers in the digital marketplace.

Recognising the client's present circumstance and desired results
To address the demands of customers and maintain their loyalty, one must first comprehend their objectives and expectations. This benefits the French cosmetics and personal care maker L'Oréal S.A. since it increases the likelihood that customers will remain loyal to the brand over time. The spread of COVID-19 had a significant impact on the company, showing the need to cultivate strong client connections and thoroughly comprehend their objectives (Sheth, 2020). During this pandemic, the company has been providing and distributing several million units of free hand sanitisers to all its European food distribution clients to protect the individuals who continue to work to meet the fundamental needs of consumers.

Develop a comprehensive sales strategy to improve the company's bottom line
COVID-19 is anticipated to have a significant impact on L'Oréal S.A.'s cosmetics production (Ferrigno, Del Sarto, Cucino, and Piccaluga, 2022). Therefore, they will adopt a plan that is certain to be well-received by clients and generate substantial revenue. Consequently, each marketer develops strategies to attract a specific subset of consumers. In the event of a pandemic, L'Oréal S.A. will be compelled to provide consumers with more accessible products.

Priority Contextualisation with Customers
The ultimate objective of the marketing team is to increase revenue by fostering great customer relationships and providing concrete benefits. This decreases COVID-19's overall impact on the business even further. L'Oréal S.A. will be better able to service its digital clients if it learns how the pandemic has altered customer preferences and long-term goals.

Developing alliances with the potential for fruition
[bookmark: _Toc122292605]Due to the impact of COVID-19, the company's management has not been able to meet the needs and desires of a substantial portion of its former consumers (Sayyida, Hartini, Gunawan, S. and Husin, 2021). To compensate for this deficiency, L'Oréal S.A. may employ CRM to acquire high-spending customers by providing superior service. Companies can increase brand loyalty by establishing authentic relationships with their customers. 

























Analytical Techniques to Analyse Business Environments

[bookmark: _Toc122292606]To analyse the effects of COVID-19, it is required to do a detailed analysis of L'Oréal S.A. This should assist in assessing the extent to which the epidemic will impact the company's COVID-19-related projects and marketing strategies.

PESTLE Analysis

Using the PESTLE framework, we examine the business strategies of the L'Oréal brand. L'Oréal's PESTLE Analysis considers the many political, economic, social, technical, legal, and environmental (PESTLE) issues that affect the company. The PESTLE Analysis emphasizes extrinsic factors that influence the brand's bottom line.

Political Factors:
Among the many cosmetics companies out there, L'Oréal is undoubtedly one of the most well-known and widely recognised names. L'Oréal's operations are profoundly impacted by the policies and regulations of the governments in the countries where it conducts business. The reduction in dermatological goods in Europe may be traced back to the EU's new drug restrictions. Animal testing is strictly forbidden at L'Oréal. It is unable to freely market its wares in many Arab nations because of the conservative mentality of the people there. The company's goal of expanding into every country was hindered as a result (Cronin et al., 2011).

Economic Factors:
Revenue generation is heavily influenced by macroeconomic conditions and consumer purchasing power. China and India, the globe 's 2 speediest civilizations, provide a fantastic chance for the corporation to broaden its reach into emerging markets. L'Oréal is just one of several firms experiencing poor demand due to the ongoing global downturn and trading conflict among China and the United States (Varadarajan, 2010).

Social Factors:
This modern society is really extravagant. They go to great lengths to improve their appearance and then boast about it to everyone they meet. For L'Oréal, this is a veritable avalanche of possibilities. L'Oréal is catering to a growing market segment by offering solutions that may replace salon hair treatment visits (Lantos, 2015).
Technological Factors:
In many ways, the technology has changed the way the business operates. Whenever it involves fresh ideas, L'Oréal is the first. To create cutting-edge goods and expand its market share, the company spends a large amount of cash on R&D. Constant two-way communication with its clientele via media platforms allows for the collection of valuable information on the quality of its goods (Öztamur and Karakadılar, 2014).

Legal Factors:
Over the years, L'Oréal fought several legal disputes with an array of interested parties. The firm had triumphed against the cheaper "smell-like" knockoffs. Inexpensive knockoffs with a similar scent were being sold by several third parties. The advertising of goods that smell similar to Loreal's was outlawed by the European Court of Justice.

Environmental Factors:
[bookmark: _Toc122292607]Businesses need to take extra precautions to ensure their goods may not harm nature in today's environmentally sensitive society. In terms of environmental responsibility, L'Oréal is taking significant strides. L'Oréal has joined the carbon disclosure initiative to cut down on its own production of greenhouse emissions (Cronin et al., 2011).
















Five Forces Analysis

Using the framework of Porter's Five Forces, this article examines L'Oréal within the context of its industry and its competitors. By examining external and internal aspects such rivals, consumers, providers (distributors, partnerships), profitability, possible implications, and alternative solutions, L'Oréal's Five Forces assessment assists in evaluating the company's place in the marketplace.

Threat of New Entrants:
When it comes to cosmetics, L'Oréal is at the top of the industry. Rapid expansion hasn't slowed the need for specialized manufacturing knowledge or the adherence to rigorous testing standards in the cosmetics business. The restriction on animal experiments has increased the difficulty of business and called for creative testing methods that need specialisation and training. All of this requires initial investment and building a household name like L'Oréal would need vast sums. Companies already in the market have an advantage over newcomers owing to their established track record, trademarks, and ability to obtain cheaper financing.

Threat of Substitutes:
Whenever a cheaper alternative to a goods or services in one sector is readily accessible in that other, it presents a serious replacement product danger. Replacements pose a greater danger since the mental toll of switching industries is relatively light. Increasing the danger of alternatives would be the introduction of a comparable or superior alternative to L'Oréal's products.

Bargaining Power of Customers:
The local and internet markets are flooded with competing brands to L'Oréal, both domestic and foreign. A plethora of options are available to patrons. L'Oréal struggles to gain market share since consumers have access to other brands with equivalent items at comparable prices. While consumers have access to a wealth of knowledge through digital mediums, many factors—including tech specs, hearsay, media advertising, and so on—influence their ultimate purchasing decisions.

Bargaining Power of Suppliers:
There are not a small number of firms that control the market for this provider. For corporations like L'Oréal in the cosmetics industry, the low switching costs between suppliers is due to the lack of differentiation or uniqueness in the goods offered by each. Therefore, one might infer that providers have little leverage to negotiate with corporations since they rely so much on them.

Competitive Rivalry:
[bookmark: _Toc122292608]Since the demand for cosmetics is rising rapidly over the globe, many firms are engaged in a cutthroat struggle for market dominance. In the cosmetics industry, L'Oréal has the largest market share because of the trustworthiness of the brand and the variety of goods it offers. Although there is no real difference between the goods of the various brands, consumers seem to have a strong devotion to certain brands.


























SWOT Analysis

SWOT analysis focuses on the positives and negatives, the upsides and the downfalls, the safety nets, and the gaps of an organisation. According to GURL (2017), it stands for the analysis of Strengths, Weaknesses, Opportunities, and Threats of an organisation.  In this case, a SWOT analysis will be useful for predicting L'Oréal S.A.'s performance in the context of COVID-19.
	Strengths
	Weaknesses

	· Trying to complete the electronic payment procedure.
· The desires of the customer are considered.
· Providing an online-based purchasing procedure (Sheth, 2020).
	· Immediately addressing the COVID-19 aftermath budget.
· L'Oréal S.A.'s competitors are currently giving it a run for its money.
· Some clients may be discouraged by incomplete machinery (Zwanka and Buff, 2021).

	Opportunities
	Threats

	· They appear adaptable due to the internet-based skills they possess.
· There will be secure payment methods available at the COVID-19 conference.
· Their hosted web application offering attracts new clients (Sarsby, 2016).
	· Since COVID-19, buyer interest has decreased continuously.
· Users will be negatively affected if software programs are misunderstood.
· As a result of the outbreaks, businesses are facing a variety of challenges (Sayyida, Hartini, Gunawan, and Husin, 2021).
· COVID-19 increases output and ensures on-time delivery.
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Marketing Strategy

[bookmark: _Toc122292610]The term "marketing strategy" is used to describe an organization's long-term plan for attracting new clients and retaining existing ones via the promotion of its goods and services. The marketing plan for a firm includes the organization's perceived value, the most important brand messages, and information about the characteristics of the target customers (Lamb, Hair, and McDaniel, 2012).

STP Analysis of L'Oréal
It's a three-step process that analyses the product and how the service team engages with various consumers to provide the greatest potential value. This exhaustive investigation into the COVID-19 disaster will aid L'Oréal S.A. in growing and enhancing its commercial operations (Varadarajan, 2010). This analysis, which will use a vast amount of data and segmentation, will determine the division, concentration, and location of L'Oréal S.A. 

Segmentation
Demographics play a key role in L'Oréal's approach to market segmentation. Their clientele consists mostly of middle- and upper-class women who take pride in their appearance. In a similar vein, the proliferation of goods is largely attributable to this method of categorization. An example of such an assortment is the Dark & Lovely collection, aimed squarely towards African-American female consumers (Hong and Doz, 2013). By building new commercial and economic divisions based on digital customer expectations, L'Oréal S.A. was able to recover from the effects of the epidemic. The corporation was able to recover from the consequences of COVID-19 as a result of these splits.

Targeting
L'Oréal must narrow its focus on the market after determining its composition by analysing the preferences of certain customer groups. To better serve its customers, L'Oréal S.A. may categorize potential buyers based on their requirements and the potential value they see in L'Oréal S.A.'s offerings. L'Oréal’s target demographic consists mostly of females aged 18 and above, since this is the age range in which they are most likely to use the company's make-up and hygiene goods (Kapferer and Tabatoni, 2011). L'Oréal S.A. aims to carve out a place for itself in the aftermath of the epidemic, anticipating that more customers would turn to internet shopping and other forms of virtual entertainment for convenience.
Positioning
[bookmark: _Toc122292611]Having a well-positioned brand and value offer is essential in today's cutthroat business environment. L'Oréal has to place its merchandise on the market such a manner that it establishes a - unique identity, a certain focal point for the brand image in the minds of consumers. As part of its STP analysis, L'Oréal S.A. considers the company's supporting posture. At this stage, the focus is on pinpointing the demographic of consumers most likely to react favorably to the brand's promotional efforts.



























Marketing Mix for Loreal
When compared to other beauty product manufacturers, L'Oréal S.A.'s suggested changes to their marketing mix only after health scare were about average. It is common practice for CEOs to develop strategies for expanding their customer base after doing an in-depth examination of the competitive environment in their business (Constantinides, 2006).

Product
L'Oréal S.A. utilizes a wide range of distinct production methods to ensure that its goods continue to remain competitive across a variety of various markets (Hong and Doz, 2013). The company's entire strategy incorporates the investment plan as one component. During COVID-19, customers could make online purchases at any time, which encouraged companies to promote their commodities through digital platforms. 

Price
L'Oréal S.A. has amassed a huge and committed customer base thanks in large part to the company's competitive pricing strategy. As a direct result of COVID-19, production costs for a wide variety of items have decreased as a direct result of lower demand. They are seeking to capitalize on customers' anxiety over COVID-19 by providing discounts and incentives to those who place orders with them. 

Place
When it comes to COVID-19, L'Oréal S.A. falls significantly further down the sales rankings than it did previously. Following the closure of its final physical site, L'Oréal S.A. is currently operating solely online. The multinational corporation L'Oréal S.A. has adjusted its corporate strategy to weather the pandemic. 

Promotion
L'Oréal S.A. has changed their marketing tactics in reaction to the pandemic. When the road restriction was implemented, L'Oréal S.A. was not permitted to take down any promotional marketing, such as flags or displays, that would allow shoppers to see merchandise while walking on the roadway. To bring in new customers, they are digitizing their marketing strategies and offering more discounts via digital promotions (Lipiäinen, 2014). 


Process
Method L'Oréal S.A.  used to advertise, whereby shoppers would physically visit stores, browse the available goods, and pay in a wide range of currencies. Everything is handled online, with clients selecting products from the comfort of their own homes and attempting to make digital payments to have them transported to their front doors. This led to an overall trend toward a more technical and computerized approach to life (Tellis, 2006).

Physical Existence
The virus COVID-19 also affects this procedure. Most significantly, the user's impression was bolstered by this genuine confirmation. However, L'Oréal S.A. was able to impact their marketing despite their inability to acquire considerable confirmation of their consumers' perspectives throughout the disease outbreak and in the age.

People
[bookmark: _Toc122292612]L'Oréal S.A. places a premium on regularly meeting the needs of its customers. L'Oréal S.A. is doing everything it can to satisfy this need (Öztamur and Karakadılar, 2014). Despite a recent sickness outbreak, L'Oréal S.A. has decided to retain its employees on the job to continue providing customer service and promotional merchandise. It can be assumed that L'Oréal S.A.'s marketing approach and product line-up have been significantly altered as a result of the pandemic.














Recommendations

· L'Oréal has to do better at targeting their ads to the proper demographic if they want to keep their customers happy in the long term.
· [bookmark: _Toc121857673]That's not all, however; L'Oreal may give its goods a contemporary and modern spin. This is, without a doubt, a revolutionary step in the world of advertising.
· [bookmark: _Toc122292613]Alternatively, L'Oreal may decide to use a delivery service, which would make its clientele extremely happy since they wouldn't have to make a dash to the shops.


























Conclusion 

[bookmark: _Toc122292614]This paper considers the far-reaching implications of COVID-19 as well as the factors that may make it simpler for customers of L'Oréal S.A. to conduct business online. The pandemic seems to have affected a wide variety of aspects related to advertising, and as a direct result of this, businesses are preparing to use cutting-edge innovations in their competitive industries, digital payment transmission, and the implementation of precautions on the part of both their employees and their customers. In this document, there is a reference to the internal review that was conducted by L'Oréal S.A. The following portion of this report delves into the SWOT analysis of L'Oréal S.A. and how it may be able to assist the company in making a comeback following recent setbacks. This research investigates not only an objective analysis of the huge business that is the subject of the study, but also the factors that lead organizations to seek out software repair services in the first place. 
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