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ORGANISATIONAL ANALYSIS: CLINIQUE
Introduction
	Clinique Laboratories LLC is a US company that manufactures a range of products such as fragrances, makeup and skincare products. The company whose headquarters are in New York City was founded in 1968 by Evelyn Lauder, is fully owned by Estee Lauder, a multinational corporation that distributes a range of beauty products, fashion items, and cosmetics. The company sells the products in high-end department and retail stores (Cruz, 2017). 
Clinique: Industry, Size and Structure
	Clinique is one of the biggest companies in the cosmetics industry in terms of size and revenues. The company sells its products in around 135 countries (Chesters, 2011). Clinique is multinational with offices in 18 countries and it has over 22,000 consultants globally who sell and distribute the range of Clinique products. The Global Brand President of the company is Jane Lauder, the Senior Vice President of Global Product Development is Janet Pardo. The mission of Clinique is to offer customers the most effective and safest formulas for simple routines that bear remarkable results. Their goal is to become a leader in the cosmetics sector by meeting the needs of its customers and providing value in every product. The company values of Clinique are commitment to excellence and quality, creativity, innovation, continuous learning, and talent development. Moreover, Clinique declares commitment to the communities served by the company through green chemistry, social responsibility, and increasing awareness on issues of education, environment, and health. 

Clinique: Customers
	Since Clinique operates internationally, the company sells its products to a diverse demographic of consumers. The target market of the company is mostly women, but men comprise a sizable but smaller portion of the company’s customer base. A majority of Clinique customers fall between the ages of 25 and 45. The customers have a high-income status since most of the fragrances, skincare and makeup products are premium-priced (Rebufet et al., 2015, pp.48-49). A majority of Clinique customers are well-educated and have a minimum of a bachelor’s degree. The company’s customers have jobs in varied professional fields with a substantial portion of the customers employed in the fashion, media, entertainment and business industries.  Customers of Clinique are regular buyers of luxury products such as high-end clothing brands, shoes, and jewellery. Furthermore, a majority of Clinique’s customers live in urban areas and major cities around the globe. 
	Clinique’s customers expected the highest quality cosmetic products from the company. The customers expect products that are innovative and unique from other products in the market since the Clinique takes a premium-pricing approach (Winter et al., 2018, pp.2234). The customers expect Clinique to offer a range of products that fulfil their diverse needs and preferences. For example, for makeup, customers expect the company to offer a wide range of colours to cater to the tastes of different customers around the globe. Consequently, most of Clinique’s customers purchase the company’s products due to the availability of options. The design of the packaging plays a significant role in the customer choice of the products (Kim et al., 2018, pp.33). Customers expect simple yet elegant packaging for the cosmetics. The customers demand high-quality products that fulfil the stated and have no side effects or health risks.
PESTLE Analysis
	The section will review the political, economic, sociocultural, technological, legal, and environmental factors that affect the cosmetics industry in which Clinique operates. 
Political Factors
	The first political factor relates to government regulation of products and services sold in the cosmetics industry. Companies operating in the sector have to comply with government regulations on product safety, ingredients, and composition (Łopaciuk, A. and Łoboda, 2013, pp.3-5). Companies have to undergo extensive testing procedures before they can introduce the products to the market. Therefore, the chemical composition of Clinique products must meet specific government guidelines. The companies have to meet the government regulations of all the countries where the company operates or sells products. Consequently, differences in the political environment across different regions and markets have an impact on the operations of cosmetics companies. 
	Taxes imposed by the government have a considerable impact on the financial performance of companies in the cosmetics industry. Clinique pays the corporation taxes and other tariffs imposed on cosmetics companies. High tax rates minimize the revenues, income, and profits of the company (Bell et al., 2017, pp.31-33). Pricing regulations imposed by the government can impact on the ability of the company to set premium prices on its product offering. The next political factor concerns the bilateral ties and agreements between countries. A breakdown in political ties between the US and countries in which Clinique operates can harm the operations of the company. 


Economic Factors
	Changes in the economic conditions of the country have a significant effect on companies in the cosmetics industry. Firstly, a decline in economic growth leads to a reduction in the disposable income available to consumers. In such a situation, customers are less likely to buy high-end products with premium-pricing from companies like Clinique (Rebufet et al., 2015, pp.48-49). During recessions and economic downtimes, consumers will prefer to spend on necessities rather than expensive cosmetic products. A high unemployment rate in the country, especially among the Clinique’s target market of women between 25 and 45, restricts the size of the market for cosmetic products. A high rate of inflation affects the financial performance of cosmetic companies and leads to reduced profitability. 
Sociocultural Factors
	A growing population increases the size of the market available to companies in the cosmetics industry. An increase in the number of people with university-level education and high-income employment widens the number of consumers within the cosmetics sector (Łopaciuk, A. and Łoboda, 2013, pp.3-5). Changes in culture, particularly issues concerning gender roles and perceptions, can expand or diminish the market available for Clinique and other cosmetic companies. Additionally, changes in consumer behaviour, shopping habits and perception of cosmetic and beauty products have an impact on the revenues and profitability of cosmetic companies. 
 Technological Factors
	Changes in technology have an impact on how customers shop for cosmetics products. The uptick in the use of smartphones and the internet has triggered an increase in the number of online shoppers. A growing number of consumers use their phones and computers to shop for cosmetics (Kim et al., 2018, pp.33). As such, cosmetics companies have taken have adopted an e-commerce approach as part of their business model to tap into this emerging market of online consumers. Changes in technology impact on the cost structure of cosmetic companies since the companies have incorporated technology in operations, especially in production. The infusion of technology across business operations can contribute to minimized operating costs and thereby higher profitability for cosmetic companies. 
Legal Factors
	Companies in the cosmetics industry adhere to pre-established regulations on copyright and intellectual property. Clinique has filed for copyright and patents to protect its range of products, brands, and ideas from replication by rival and new entrants in the cosmetics industry (Łopaciuk, A. and Łoboda, 2013, pp.5). Companies have to adhere to health and safety laws within the industry that protect consumers from potentially harmful or substandard cosmetic products. Furthermore, the companies follow labour laws that govern issues related to employment, work hours and remuneration. 
Environmental Factors
	Companies in the cosmetics sector adhere to various environmental laws and regulations across their operations. Failure to comply with the environmental regulations exposes the company to fines and penalties. The companies are expected to have a minimal environmental impact by reducing pollution and wastage (Zota and Shamasunder, 2017, pp.418). Clinique’s cosmetics should be environmentally friendly in terms of their packaging and usage. 
Role of Employees within Clinique
	The employees of Clinique play a crucial role in the success of the organization. Firstly, the employees enable the company to meet its goals by providing customer service and support. The employees engage with customers at the store by providing information about the benefits, features, and qualities of different Clinique products. The assistance provided by the employees enables the customers to buy the right products to fulfil their needs (Bell et al., 2017, pp.27). As such, the employees contribute to the sales of the company. The employees spread information about the products of the company to attract new customers thereby widening the company’s customer base and increasing revenues. 
	The employees support organizational goals by undertaking their varied roles and responsibilities across the departments and divisions of Clinique. The tasks, ranging from design, production, and packaging, enable the company to meet the unique and diverse needs of customers in the cosmetics industry (Cruz, 2017). High productivity and efficiency among the employees enable the company to meet market demands and realise its financial goals. Moreover, the employees ensure that all the products sold at Clinique stores meet the quality standards of the company. 
Training and Development
	Training refers to the range of activities that nurture the skills, capabilities, and knowledge of employees. Development refers to activities that enable employees to achieve professional and educational growth. Development is a holistic approach that cultivates the skills, attitudes, insights, and motivation of employees (Bell et al., 2017, pp.3-5). Training and development programs are crucial in organisations since the activities enable the organization to build the competence of employees to meet the demands of the changing business and industry landscape. Consequently, training and development increase the flexibility of an organization within the dynamic business environment. 
Training and development benefit the organization by increasing the motivation of employees. Employees develop a sense of belonging and importance within the organization, which inspires higher productivity and effectiveness (Bell et al., 2017, pp.8-9).
Role of Beauty Consultant at Clinique
	The position of beauty consultant is one of the most impactful roles within the organization. Firstly, the beauty consultant engages directly with customers to enable the buyers to buy the Clinique product that meets their needs (Practican, 2019). The beauty consultant greets customers when they enter the store creates a welcoming atmosphere. They suggest products from the Clinique product portfolio and explain the qualities of each product. The beauty consultant offers in-depth information about the product to enable the customer to make the right purchase. The beauty consultant can offer a demonstration to show the customer how to use a particular makeup, skincare, or haircare product (Bordelon, 2016). 
The beauty consultant has a role in convincing customers to buy Clinique products, thus increasing the sales volumes of the company’s products. They are expected to build customer relations to increases customer loyalty and improve customer experience in Clinique stores. Consultants answer customer queries, keep customer records, and communicate with customers over the phone or through email. Beauty consultants have the responsibility of managing inventory within the store (Practican, 2019). Beauty consultants at Clinique organise the sales areas and stock the shelves or displays to improve the shopping experience for customers.


Skills and Knowledge Required for Beauty Consultant
	A beauty consultant should possess comprehensive and in-depth information about the various products and services offered by Clinique. They should have extensive knowledge of the practical use of the product and have the capability to demonstrate appropriate use to customers. Consultants should have skills sales and marketing to improve their ability to sell products and entice customers to buy the products. They are expected to possess exceptional communication skills to enhance their capacity to engage with customers and provide clear information about the products (Practican, 2019). 
Training and Development Requirements for Beauty Consultants
	The training and development programs at Clinique should focus on improving the communication skills of beauty consultants that will improve the language proficiency of the consultants and enhance their ability to express themselves to customers. Developing the communication skills of the beauty consultants improves their ability to build cordial relations with customers thereby improving sales. The training and development should foster the customer service skills of the beauty consultants (Bell et al., 2017, pp.8-9). The training should nurture the capacity of the beauty consultants to fulfil customer requests, answer customer questions about the products, and provide customer support. Also, consultants need training on how to handle customer complaints. Training and development should improve the ability of beauty consultants to make sales and improve their knowledge of the range of products, usage, and techniques (Bordelon, 2016). 
Conclusion
	Clinique is one the biggest and most reputable companies in the cosmetics industry. The company sells its range of makeup, skincare and haircare products in over 135 countries with the mission of providing customers with the most effective and safest formulas. Clinique values excellence and quality, creativity, innovation, continuous learning, inclusivity, diversity, and talent development. Clinique targets high-income, university educated and tech-savvy women between ages 25 and 45. The target consumers regular purchase luxury items and live in urban areas. Customers expect Clinique to offer a wide variety of premium products that are safe, innovative and tailored to meet their unique needs. Some of the external factors that affect the cosmetics industry are government regulations, taxes, economic growth, demographic changes, consumer behaviour, environmental regulations, and health regulations. Clinique’s employees provide customer service, act as salespersons, and perform tasks across the business operations. Beauty consultants play a crucial role in Clinique since they engage directly with customers, offer product information, manage inventory, and maintain customer relations. 
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