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[bookmark: _Toc213805456]1. Element 1 – STDP Analysis for L’Oreal Luxe Shine
[bookmark: _Toc213805457]1.1. Introduction of the Company
L'Oréal is a leading beauty brand across the world (Zielińska-Chmielewska, Malinowska and Otto, 2025).  The company has three pillars: innovation, diversity, and the commitment to increase confidence through its beauty business. With time, it earned a good reputation in the world for skincare, hair care, and cosmetic products (Ghatamaneni et al., 2025). In relation to this leading position of its beauty business and fitting these into the modern trends of lifestyles, L'Oréal is working on plans to introduce a new sub-brand called L'Oréal Luxe Shine-a premium line of jewelry inspired by beauty and self-expression. 
[image: ]
Figure 1: L’Oréal Logo
(Source: commons.wikimedia.org, 2025)
It is a new concept answering directly to the trends of the emerging markets, where beauty is part of a holistic lifestyle coupled with fashion and personal identity. Consumers today are investing not just in makeup as well as in accessories that reflect style, sustainable values, and personality
[bookmark: _Toc213805458]1.2. New Brand Concept
L'Oréal Luxe Shine will be focused on making skin-friendly and hypoallergic jewelry. This perspective is based on beauty such as shimmer, glow and radiance. The jewelry collection will be centered on resourcing premium ethical materials which will be used with every skin tone. The project perspective is aligned with beauty and self-confidence, and the tagline should be “Glow beyond makeup."
It is a new category that well fits the brand philosophy of L'Oréal, focused on innovation and inclusivity; it extends the company's offerings from just cosmetics to lifestyle accessories both for beauty customers and new audiences with high-end tastes.
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Figure 2: Logo of L’Oreal Luxe Shine
(Source: Self-created)
[bookmark: _Toc213805459]1.3. Segmentation
The strategy to be followed by L'Oréal Luxe Shine will be based on both demographic and psychographic as well.
Demographic: It targets women and men between the ages of 20-40 years, in urban areas, middle to upper-income groups described as style-conscious and digitally active.
Geographic: The company will focus on main cosmopolitan cities that have a high consumption of luxury fashion, such as London, Paris, Dubai, and New York.
Psychographic: Target consumers for whom beauty and fashion are a means of identity expression and would hence be very receptive to brands positioned around sustainability and modern values.
Behavioral: Customers who are interested in buying regular beauty products and are influenced by influencers as well as want to experiment with new beauty trends.
[bookmark: _Toc213805460]1.4. Targeting
The main targeted segment would be Millennials and Generation Z. These targeted consumers attract by premium products along with focusing on brand’s purpose. These kinds of consumers are social-media influenced and trends-follower through supporting brand authenticity and sustainability.
The other target group would include those currently using L'Oréal products whereby buyers have earned confidence in the brand concerning quality and might want to try other related or complementary products under the same brand umbrella (Sin, 2024). Moving into jewelry will let L'Oréal build cross-category loyalty among its beauty consumers while capturing fashion-forward customers not necessarily currently part of its core base.
[bookmark: _Toc213805461]1.5. Differentiation
L’Oréal Luxe Shine will stand out in the market by introducing a fresh combination of beauty, fashion, and ethical luxury. Most luxury jewelry companies promote only aesthetics or the mere use of precious metals found in their jewelry. Luxe Shine will shift the paradigm by accurately aligning itself as an emotional appeal-based beauty accessory line. This new beauty accessory line will contain these main features:
Skin-safe Innovation: Hypoallergenic, fashionable costume jewelry along with dermatologically tested.
Sustainability: Use reusable packaging techniques as well as sustainable sourcing metals.
[bookmark: _Toc213805462]1.6. Positioning
Additionally, the brand will aim to position itself as a brand of elegance, self-expression and skin friendliness (Punnakkal, 2024). An example positioning statement would look like this for the brand:
 "For people with confidence who believe real beauty shines from within, L’Oréal Luxe Shine, is the premium skin-friendly accessory line for people honoring diversity and sustainable beauty — unlike traditional luxury brands, which are only focused on exclusivity."
The tone of voice of the brand will be aspirational or elevated and yet inclusive - respecting every person who may possess a glow or shine about them. The visual branding will similarly employ soft metallic hues and imagery that will be indivisible from irradiant imagery to enhance the connectivity to L’Oréal's glow in beauty.
[image: ]
Figure 3: Positioning Map
(Source: Self-created)
[bookmark: _Toc213805463]1.7. Marketing Appeal along with Customer Relevance
The Luxe Shine launch coincides with a shift in consumer behavior in which consumers now prefer products that display value and luxury to themselves. In recent times, beauty consumers are aware of a whole and aware of how their wardrobe, beauty, and identity are connected. In addition, notions of sustainability and ethical consumerism have gone from an option to a requirement in recent consumer brand loyalty.
The introduction of beauty-inspired jewelry reinforces L'Oréal's brand ecosystem - It allows the consumers to move from a beauty product to a beauty accessory under the same brand. This new brand can also help L'Oréal not just compete against these fashion lifestyle brands such as Chanel and Dior, though they have credibility, as having validated it under their beauty brand (Mercer and Smith, 2025).
Overall, L'Oréal Luxe Shine brand is a meaningful brand extension that blends beauty and lifestyle driven by consumers. With a bit of segmentation, marketing, differentiation, and brand positioning, the Luxe Shine brand will allow consumers a more thorough opportunity to express point of view and identity through personal style. 
[bookmark: _Toc213805464]2. Element 2 – Marketing Mix (4Ps) for L’Oreal Luxe Shine
Developing a brand is a balance of imagination and logic in relation to understanding the market, which gives birth to a reason behind creating L'Oréal Luxe Shine, a high-end jewelry collection that is inspired by beauty, and incorporates L'Oréal's confidence and creativity into fashion accessories. The idea is product-focused, which creates the basis of the marketing plan on the product, price, place, and promotion directly related to the mission of the brand, which is defined by being elegant, sustainable and inclusive.
[image: Share of e-commerce as a proportion of L'Oréal Group's total sales from 2015 to 2021]
Figure 4: Total Shares of L’Oreal Group from 2015-2021
(Source: Liu. Y, 2023)
[bookmark: _Toc213805465]2.1. Product
The product is at the center of L'Oréal Luxe Shine. This collection introduces skin-friendly, elegant and sustainable jewelry that provides beauty in a wearable expression.
Key Highlights:
Skin-Safe Innovation: Each separate piece of jewelry will be made using skin-safe dermatologically tested materials, consisting of otherwise unused recycled silver, stainless steel and gold scrap. In this way, L'Oréal is showing dermatological skin care expertise and bettering the sense of safety and enjoyment for consumers of skin-sensitive products (Wahyuni and Ayomi, 2024).
Sustainable Craftsmanship: In addition to the metals having been sustainably made, the packaging will utilize sustainably made alternatives from, for example, reusable velvet bags - also indirectly reinforcing L'Oréal's philosophy of building beauty for the world (Ramadhan, Hardjantini and Onasie, 2024).
Design Identity: Each piece will have minimalist and timeless designs, intentionally representing L'Oréal's ethos of shine and glow. Each piece is meant to be worn on a set of identities as it’s a unique design that is gender free and celebrates shades of skin.
More than just a piece of decoration, it also encourages emotional and purposeful use of products, Luxe Shine makes beauty part of lifestyle and distinguishes products made from that of other luxe materials based on price and material.
[bookmark: _Toc213805466]2.2. Price
Pricing defines how consumers assess value. The L'Oréal Luxe Shine brand will have a value-based pricing strategy at premium price points. Pricing will be set with quality and emotional value as key features without being disregarding what is reasonable. 
Strategical Pricing:
Main Line: The price of the main line should be within £80 to £250, establishing aspiration but remaining more accessible for young professionals and beauty enthusiasts (passionate consumers).
Limited Edition: Unique pieces and specially curated collections will be priced to £500+ to establish luxury perception with these pieces.
Psychological Pricing: Using amounts such as £99, £149, and similar at non-whole dollars provides an almost unnoticeable suggestive value price along with remaining premium price points.


Justification:
· L'Oréal Luxe Shine’s pricing draws on creating the story of sustainable high-quality handcrafted items and key to their mission is ethical sourced materials. 
· Luxe Shine’s pricing may also allow Luxe Shine relative competition with similar brands such as Pandora and Swarovski, while staying more grounded within the artisan luxury, more attuned to beauty and wellness for consumer thought and feel (Olšanová, Cook and Zlatić, 2025). 
· This approach is focused on people’s feelings. 
Through this narrative the brand advocates that luxury should be meaningful, not expensive.
[bookmark: _Toc213805467]2.3. Place (Distribution)
It is just as important to employ the right strategy to reach customers as it is to create the right product. Luxe Shine will deploy a combined omnichannel strategy bridging physical and digital experience.
Retail Presence:
· The collection will be available at select L'Oréal luxury retail locations, as well as flagships in major cities such as Paris, London, and Dubai where Luxe Shine will have dedicated space within those select locations.
· Dedicated Luxe Shine areas will be located at some beauty retailers, where trained stylists can assist customers with pairing jewelry pieces with their make-up look.
In Terms of Online Presence:
· The Luxe Shine collection will be available on L'Oréal's e-commerce platform, as well as through partners such as Sephora, ASOS and Amazon Luxury Store.
· Due to technology and personalized customization possibilities through a virtual try-on function, consumers will see the jewelry item on their body in real time.


Pop-Up Collaborations & Events:  
· The pop-up boutiques during fashion weeks and beauty events will create traffic and hype for Luxe Shine (Rondon, 2023).  
· Partnering with a sustainable fashion retailer will nail in and build the eco-sustainability brand.
This omnichannel approach allows consumers to have a Luxe Shine discovery experience in retail locations, on-line and on the go at lifestyle events, where inspiration and impulse will engage spontaneously.
[bookmark: _Toc213805468]2.4. Promotion
Promotion serves as the place where the brand finds its voice (Mashhadi, 2024). For L’Oréal Luxe Shine, this will include emotional storytelling, digital engagement and an ethical identity; ultimately making each message feel personal, meaningful and intentional.
Major Campaign Themes:
· "Glow Beyond The Makeup" - This captures the idea that the foundation of beauty sits in confidence and self-expression, not simply makeup. 
· Visual Storytelling - As part of the campaign people of different skin tones, genders and experiences, will show Luxe Shine as a part of their lives; happy, rejoicing, working, or lounging and enjoying life. 
Promotional Activities:
· Advertising - Short videos and images will be run on Instagram, YouTube, and TikTok featuring global ambassadors from L'Oréal, such as Zendaya or Jisoo.
· Influencer Marketing - By working with micro-influencers in the fashionable and sustainable community, there will be authentic connections made with the audience. 
· User Generating campaigns – Using the hashtag challenge #MyLuxeGlow to let customers showcase their stories of confidence and style.
Public Relations: 
· Launching in Paris coinciding with Fashion week and having a themed booth that expresses sustainability (Ahmad, 2025). 
· Donation program for femininity and ethical sourcing. 

Sales Promotions: Introductory discount or gift sets for launch periods to motivate first time buyers (Kamal, 2025).  
[bookmark: _Toc213805469]2.5. Strategic Implementation with Brand Vision
	Marketing Element
	Relationship with Brand Purpose

	Product
	A balance of innovation, inclusion, and sustainable design to re-imagine beauty.

	Price
	The pricing is a balance between luxury and accessibility, which adds emotional or ethical value.

	Place
	Physical and cyber channels are used for interacting with global customers.

	Promotion
	It engages with its audiences through emotional connections, explicitly including stories, diversity, and empowerment.





[bookmark: _Toc213805470]3. Element 4 – Reflection
[bookmark: _Toc213805471]3.1. My Personal Learning Experience
This new brand exploration project was very creative for me rather than a learning experience. This project motivated me to create new meaningful ideas. Through this portfolio project, I gained experience on how a brand like L’Oreal can shift its productivity from beauty to jewelry. I understood that marketing is about connection between people rather than selling something. 
I learned about Segmentation, Targeting, Differentiation and Positioning (STDP) throughout this project analysis. These four phases were essential for brand strength and perception.  Apart from this, I strengthened my skills through marketing mix (4Ps) by practicing product design, pricing, distribution and promotion to engage consumers deeply. I understood that marketing is the key strategy of any strong brand.
[bookmark: _Toc213805472]3.2. Development of Professional Skills
By doing this project, I came to know various aspects of professional skills. I developed my research approaches as well as took ethical sources for fitting perspectives properly into the marketplace. I improved a humanized marketing program which redefined my interaction skills. I came to understand the relation between academic thoroughness and emotional engagement.
[bookmark: _Toc213805473]3.3. Obstacles and Adjusting 
I faced a major issue by doing this project as the creative conceptual guidelines. I made sure to keep it real and believable perspective in the jewelry project by maintaining L’Oreal’s ethical brand identity. I had to reflect on the project by maintaining my creativity along with the bounds of the project to make it a real presentation. I came to understand the essentiality of ethical marketing as well. Marketing is needful for sustainability, inclusiveness as well as social effectivity in recent times. 
[bookmark: _Toc213805474]3.4. Potential Development and Usage
By indulging in this project, I wanted more real-world consumer engagement as well as competitive brand information to strengthen my strategic perspectives. I must improve my data analysis skills along with marketing strategies to apply these concepts in my futuristic work. 
The overall project experience gained my confidence level to connect between creative and strategic approaches in marketing. I had gained my perspectives on marketing as a trustworthy start which can inspire people across the world as well as impact positively on society. L’Oreal Luxe Shine project was a mixture of creativity and self-analyzation. Marketing was about creating emotional relations between consumers’ values and needs rather than selling perspectives. STDP and 4Ps allowed me to strengthen my skills on critical thinking as well as practical brand improvement. I improved my communication skills by representing my perspectives on this project. I had structured designs which are effective for consumers as well as environment.  This project taught me that innovation and understanding should align together for a brand to sustain long-term success. L’Oreal Luxe Shine turned more than a portfolio task for me as it became a reminder of real beauty marketing which depends on mission, authenticity and positive transformation.
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[bookmark: _Toc213805478]Element 3 – Marketing Strategy Pitch
Brand Launch: 
[bookmark: _Toc213091720][bookmark: _Toc213091750][bookmark: _Toc213805479]1. Introducing Luxe Shine by L'Oréal: where elegance is forever
For years, L'Oréal has invited consumers to feel at home in their skin (Wahyuni and Ayomi, 2024). Luxe Shine moves beyond face and color cosmetics to invite that same sense of care and empowerment. 
[image: Jewelry And Silverware Market Size and growth rate 2025 to 2029: Graph]
Figure 1: Overview of Jewelry Market
(Source: thebusinessresearchcompany.com, 2025)
[bookmark: _Toc213091721][bookmark: _Toc213091751][bookmark: _Toc213805480]2. Product Essence
L’Oreal’s shininess is reflected through its ethical resourcing, skin-safety offerings as well as elegant designs (Neeru, 2025). Luxe Shine is designed for every skin toned people.
[bookmark: _Toc213091722][bookmark: _Toc213091752][bookmark: _Toc213805481]3. Marketing Emphasis
Luxe Shine keeps focusing on authenticated resourcing, quality centric pricing as well as in-store shopping insights. The campaign on ‘Glow Behind Makeup’ redefines diversity and the beauty of uniqueness to encourage everyone to shine with confidence and pride.
[bookmark: _Toc213091723][bookmark: _Toc213091753][bookmark: _Toc213805482]4. Closing Message 
L’Oreal gets transforms from beauty to jewelry by maintaining its ethical sources (Morgan, 2025). Luxe Shine is a jewelry brand rather than an emotion of self-believe which shines across the world.
[bookmark: _Toc213091724][bookmark: _Toc213091754][bookmark: _Toc213805483]5. 4Ps
Product: Elegant and skin-friendly jewelry embrace self-expression.
Price: Luxury product excluding "luxury" price tag.
Place: Global and digital access.
Promotion: Emotional storytelling that helps everyone shine
[image: ]
Figure 2: The Impact of 4Ps Marketing Mix
(Source: Mahohoma and Agbenyegah, 2025)
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