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SECTION 1: REPORT

1. Introduction

The cosmetic industry in India has experienced significant growth over the past
decade, driven by rising disposable incomes, increasing urbanisation, and heightened
consumer awareness of personal care and beauty products. India is now considered
one of the fastest-growing beauty and personal care markets globally, attracting both
domestic and multinational firms. Within the global business context, the industry plays
a crucial role due to its strong links with innovation, branding, and consumer behaviour,

making it highly competitive and strategically important (Euromonitor, 2023).

Among the leading multinational corporations operating in this sector is L'Oréal, which
has established a strong presence in India through a diversified product portfolio and
targeted marketing strategies. This report aims to analyse the Indian cosmetic industry
and evaluate its global competitiveness using Porter’s Diamond Model. Furthermore,
it critically examines the market attractiveness of India for L'Oréal by assessing key
political, economic, legal, and cultural factors influencing its operations. This report
adopts a critical and analytical approach by integrating theoretical frameworks with
empirical data to provide a comprehensive evaluation of industry competitiveness and

strategic positioning.

2. Industry & Country Overview

2.1 Overview of the Cosmetic Industry in India

The cosmetic industry includes products such as skincare, haircare, fragrances, and
colour cosmetics used for personal care and appearance. In India, this industry has
grown rapidly, becoming one of the fastest-growing segments within the consumer
goods sector. The market was valued at approximately USD 21.5 billion in 2025 and
is projected to reach USD 43.85 billion by 2033, reflecting a strong growth rate (Grand
View Research, 2025).

Key trends include increasing demand for skincare products and a shift towards herbal
and organic cosmetics, driven by consumer preference for natural ingredients (IMARC
Group, 2025). Growth is supported by urbanisation, expansion of the middle class,
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and rising purchasing power. Additionally, social media and digital marketing
significantly influence consumer behaviour, particularly among younger consumers
(Statista, 2024).

Overall, the industry demonstrates strong growth potential; however, long-term

sustainability depends on balancing affordability with innovation and quality.

2.2 Economic Importance

The cosmetic industry contributes to India’s economic development through
manufacturing, retail, and trade activities, forming part of the FMCG sector (IBEF,
2024). Although its direct contribution to GDP is limited, its impact across supply
chains—including packaging, logistics, and marketing—enhances its overall economic

significance.

The industry also generates employment in production, research, marketing, and retail
sectors (IBEF, 2024). Furthermore, the expansion of e-commerce has created

additional opportunities in digital marketing and logistics.

In terms of international trade, India has strong export potential, particularly in herbal
and Ayurvedic products, which are increasingly demanded globally. This strengthens
foreign exchange earnings and supports economic development. Therefore, the

industry plays both an economic and strategic role in India’s global market integration.

2.3 Key Players in the Industry

The Indian cosmetic industry is highly competitive, involving both domestic and
multinational firms. Domestic companies such as Hindustan Unilever dominate the
mass market due to strong distribution networks and affordable pricing (IBEF, 2024).
Similarly, Dabur focuses on herbal and Ayurvedic products, aligning with consumer
demand for natural solutions (IBEF, 2024).

Multinational firms such as L'Oréal and Estée Lauder compete through innovation,
branding, and premium product offerings (L'Oréal, 2024). While these firms target
urban and affluent consumers, domestic companies maintain an advantage in

affordability and local adaptation.

This creates a dual competitive structure where global firms compete on quality and

innovation, while local firms compete on price and accessibility. As a result,
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competition drives innovation and efficiency but also reduces profit margins.

Therefore, rivalry acts as both a growth driver and a constraint within the industry.

2.4 Competitive Positioning

The competitive positioning of firms within the Indian cosmetic industry varies

significantly based on pricing strategy, product segmentation, and brand identity.

Company Pricing Product Brand Positioning
Strategy Segment

Hindustan Affordable Mass market Trusted, accessible

Unilever

Dabur Mid-range Herbal/Natural Traditional, wellness-
focused

L'Oréal Mid to premium | Mass & luxury Innovative, global beauty
leader

Estée Lauder Premium Luxury High-end, prestige brand

This differentiation strategy allows firms to target diverse consumer segments, thereby

enhancing overall market competitiveness while also increasing strategic complexity.

Domestic firms primarily focus on affordability and cultural alignment, appealing to
price-sensitive consumers in both urban and rural markets. In contrast, multinational
companies position themselves as premium or aspirational brands, emphasising
innovation, quality, and global standards. This segmentation allows firms to target
diverse consumer groups, contributing to the overall competitiveness and diversity of

the Indian cosmetic industry.

3. Porter’s Diamond Model Analysis

To assess the global competitiveness of the Indian cosmetic industry, this section
applies the Diamond Model developed by Michael Porter. The framework evaluates
how national conditions shape the competitive advantage of industries in the global

market.

Page 7 of 26



3.1 Factor Conditions

Factor conditions refer to the availability of production inputs such as labour, natural
resources, and technological capabilities. India benefits significantly from a large pool
of skilled and semi-skilled labour, particularly in manufacturing, research, and
marketing functions. A major competitive advantage lies in its relatively low labour
costs compared to developed economies, enabling cost-efficient production and

pricing strategies. z

In addition, India has access to abundant natural resources used in herbal and
Ayurvedic cosmetics, such as aloe vera, neem, and turmeric, which support the
growing demand for organic products. However, despite these advantages,
technological capabilities and research and development (R&D) infrastructure still lag
behind global leaders such as the United States and France, limiting India’s ability to
lead in high-end cosmetic innovation (Porter, 1990). India benefits from low-cost

labour, which provides a competitive advantage in production (Porter, 1990).

Critically, while India benefits from cost advantages, these are increasingly being
challenged by rising labour costs and competition from countries such as China and
Vietnam, which also offer efficient manufacturing ecosystems. Furthermore, the limited
investment in advanced research and development restricts India’s ability to compete
in high-value innovation-driven segments dominated by developed economies.
Therefore, India’s factor conditions provide a competitive advantage in cost efficiency

but remain insufficient for global technological leadership.

3.2 Demand Conditions

Demand conditions in India strongly support the growth and competitiveness of the
cosmetic industry. The country’s large and youthful population, combined with
increasing beauty awareness, has created a dynamic and rapidly evolving consumer
base. Rising income levels and changing lifestyles have encouraged consumers to
spend more on personal care and cosmetic products. India’s large youth population

drives demand for cosmetic products (Statista, 2024).

This evolving consumer demand has directly influenced firms to invest in product
innovation, such as customised skincare solutions, organic formulations, and
dermatologically tested products. For instance, companies are increasingly

introducing products tailored to Indian skin types and climatic conditions.
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Importantly, demand in India is becoming more sophisticated, with consumers seeking
customised, premium, and sustainable products. This shift has compelled firms to
innovate and diversify their offerings, particularly in skincare and organic segments.
Compared to mature markets like the United Kingdom, where demand is relatively
stable, India’s fast-growing and trend-sensitive market provides stronger opportunities

for innovation and expansion (Euromonitor, 2023).

However, compared to developed markets where consumers demand highly
advanced and premium products, Indian demand remains partially price-driven, which

may limit innovation in high-end segments.

3.3 Related and Supporting Industries

The presence of strong related and supporting industries enhances the
competitiveness of the Indian cosmetic sector. The rapid growth of organised retail
and e-commerce platforms, such as Nykaa, has significantly improved product
accessibility and market reach. These platforms enable both domestic and

international brands to connect directly with consumers, reducing distribution barriers.

Furthermore, the expansion of digital marketing and advertising industries has
facilitated targeted brand promotion and consumer engagement. Social media
influencers and online campaigns play a crucial role in shaping consumer preferences
and accelerating product adoption. However, compared to advanced markets,
logistical inefficiencies and infrastructure limitations remain challenges that may hinder

supply chain optimisation (Statista, 2024).

Despite these advantages, inefficiencies in logistics, supply chain fragmentation, and
infrastructure limitations continue to hinder operational efficiency. Compared to
developed markets, these constraints reduce the overall competitiveness of the

industry.

3.4 Firm Strategy, Structure and Rivalry

The Indian cosmetic industry is characterised by intense competition among both
domestic and multinational firms. Companies such as Hindustan Unilever and Dabur
compete with global players like L'Oréal and Estée Lauder, creating a highly

competitive market environment.
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This intense rivalry drives continuous innovation, product differentiation, and
aggressive marketing strategies. Firms are increasingly investing in research, digital
platforms, and brand development to gain competitive advantage. However, high
levels of competition also exert pressure on profit margins, particularly in price-
sensitive segments. Compared to less competitive markets, India’s dynamic rivalry
enhances efficiency and innovation but also increases operational challenges for firms
(Porter, 1990). While intense rivalry promotes efficiency and innovation, it also results
in market saturation and reduced profit margins, particularly for multinational firms
competing with low-cost domestic brands. Therefore, competition in India acts as both

a driver of innovation and a constraint on profitability.

3.5 Government Role

Government policies play a crucial role in shaping the competitiveness of the cosmetic
industry in India. The liberalisation of foreign direct investment (FDI) policies has
encouraged multinational corporations to enter and expand within the Indian market.
Initiatives such as the “Make in India” programme aim to promote domestic

manufacturing, reduce import dependency, and enhance industrial growth.

Additionally, regulatory frameworks governing product safety and quality standards
help maintain consumer trust and industry credibility. However, bureaucratic
complexities and regulatory inconsistencies can pose challenges for foreign firms. In
comparison with more business-friendly environments like Singapore, India still faces
issues related to ease of doing business, which may affect investment decisions
(World Bank, 2023). Although government initiatives encourage foreign investment,
regulatory complexity and bureaucratic delays can discourage rapid market
expansion. In comparison to more business-friendly economies like Singapore, India

still presents operational challenges that may affect long-term investment decisions.

3.6 Chance Factors

Chance factors refer to external events beyond the control of firms and governments
that can influence industry competitiveness. The COVID-19 pandemic accelerated
digital transformation globally, leading to increased adoption of e-commerce and
online marketing strategies within the cosmetics industry (McKinsey, 2022). This shift
created new growth opportunities and enhanced the importance of technological
adaptability.
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Overall, India demonstrates moderate to strong competitiveness in the global cosmetic
industry. Its strengths lie in cost efficiency, growing domestic demand, and expanding
digital infrastructure. However, limitations in advanced technological capabilities,
infrastructure, and regulatory efficiency restrict its ability to compete with leading

markets such as the United States and France.

Therefore, India can be classified as an emerging competitive hub rather than a global
leader, with strong growth potential but requiring further structural and technological

advancements to achieve sustained global dominance.

4. Analysis of L’Oréal in India

4.1 Company Overview

L'Oréal is one of the world’s largest cosmetics companies, operating in over 150
countries with a diverse portfolio spanning skincare, haircare, make-up, and
fragrances (L'Oréal, 2024). Founded in 1909, the company has built a strong global
reputation through innovation, research, and strategic brand positioning across both

mass and luxury segments.

L'Oréal entered the Indian market in 1994 through a wholly owned subsidiary, L'Oréal
India Pvt. Ltd., marking a significant step in its expansion into emerging markets (IBEF,
2024). India is now considered a key growth market due to its large population,

increasing disposable income, and evolving beauty consciousness.

The company operates through four major divisions: Consumer Products,
Professional Products, Luxe, and Active Cosmetics. Its well-known brands in India

include Maybelline, Garnier, L'Oréal Paris, and Kérastase.

Critically, L'Oréal’s success in India is driven by its ability to balance global brand
identity with local adaptation, positioning itself across multiple price segments to cater
to diverse consumer groups. This strategic positioning enables the company to
maintain a competitive advantage by simultaneously addressing both aspirational and

price-sensitive consumer segments.

Furthermore, L'Oréal’s strong investment in research and innovation allows it to
introduce technologically advanced and dermatologically tested products, enhancing

its credibility among Indian consumers. However, maintaining this innovation-driven
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approach requires continuous investment, which may increase operational costs in a

price-sensitive market.

Therefore, L'Oréal’s competitive strength lies not only in its global brand equity but
also in its ability to strategically adapt to local market conditions, ensuring long-term

sustainability in a highly competitive environment.

4.2 Market Entry Strategy

L'Oréal adopted a Foreign Direct Investment (FDI) approach by establishing a wholly
owned subsidiary in India. This entry mode allowed the company to maintain full
control over operations, branding, and strategic decisions, aligning with Dunning’s
Eclectic Paradigm (OLI framework), where ownership and internalisation advantages

are maximised (Dunning, 2000).

The company initially focused on urban markets, targeting salons and premium
consumers before expanding into mass retail segments. Over time, L'Oréal broadened

its reach by strengthening distribution networks and leveraging e-commerce platforms.

From a theoretical perspective, this reflects a gradual internationalisation strategy,
similar to the Uppsala Model, where firms expand incrementally based on market

knowledge (Johanson and Vahine, 2009).

Critically, while the FDI approach ensured control and brand consistency, it required
high capital investment and exposure to market risks. However, India’s long-term
growth potential justified this commitment. L'Oréal’s expansion into tier-2 and tier-3
cities further demonstrates its adaptive strategy in penetrating emerging consumer
bases. This demonstrates that L'Oréal’s entry strategy aligns with theoretical models

while also reflecting a pragmatic response to the complexities of emerging markets.

In addition, the company’s localisation strategy, including adapting product
formulations and pricing strategies, highlights its responsiveness to diverse consumer
needs across different regions of India. This approach reduces the liability of

foreignness and enhances market acceptance.

However, compared to joint ventures or strategic alliances, the wholly owned
subsidiary model limits local partner support, which could otherwise provide deeper
market insights.
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Overall, L'Oréal’s market entry strategy can be considered highly effective, as it
balances theoretical alignment with practical adaptability, enabling the firm to achieve
both control and market responsiveness in a complex and evolving business

environment.

4.3 PESTLE Analysis

Political Factors

India offers a relatively stable political environment, which supports foreign investment
in the cosmetics sector. Government initiatives such as “Make in India” encourage

local manufacturing and reduce dependence on imports (Government of India, 2023).
Economic Factors

India is one of the fastest-growing major economies, with rising GDP and expanding
middle-class population (World Bank, 2024). Increasing disposable income has

significantly boosted demand for beauty and personal care products.

However, price sensitivity remains a major challenge. Consumers often prefer
affordable alternatives, forcing L'Oréal to compete with local brands offering lower

prices.

Critically, while economic growth creates opportunities, income inequality limits
premium segment expansion, requiring L'Oréal to maintain a balanced pricing
strategy. Thus, economic growth presents opportunities, but market inequality limits

full premium market penetration.

Furthermore, rising disposable income and expanding middle-class demographics
significantly enhance purchasing power, creating favourable conditions for both mass
and premium product segments (World Bank, 2024). This strengthens L’Oréal’s ability

to operate across multiple pricing tiers.
Social Factors

India’s young population and growing beauty awareness are key drivers of demand.
Social media platforms and influencer culture have significantly shaped consumer
preferences, particularly among urban youth.

Page 13 of 26



Cultural diversity also influences product demand, such as preferences for skin-
lightening products and herbal formulations. Social media and changing beauty

standards influence consumer behaviour (Statista, 2024).

Critically, while social trends create opportunities for market growth, they also require
continuous product adaptation. Failure to align with local cultural values could
negatively impact brand perception. Therefore, social factors act as both a growth

driver and a complexity factor requiring continuous adaptation.

These social trends directly influence L'Oréal's operational strategies, including
product development, marketing campaigns, and brand positioning, ensuring

alignment with consumer preferences and cultural expectations.
Technological Factors

Rapid growth in e-commerce and digital platforms has transformed the cosmetics
industry in India. Platforms like Nykaa have revolutionised product accessibility and

consumer engagement.

L'Oréal has leveraged digital marketing, Al-based skin diagnostics, and virtual try-on
tools to enhance customer experience. Digital platforms have transformed the

cosmetics industry (McKinsey & Company, 2022).

However, technological advancement also intensifies competition, as new entrants

can quickly establish an online presence.

Critically, L'Oréal’s strong investment in innovation provides a competitive advantage,
but continuous adaptation is necessary to keep pace with digital disruption. This
highlights technology as a key competitive advantage, but also a rapidly evolving

challenge.
Legal Factors

The Indian cosmetics industry is regulated under the Drugs and Cosmetics Act,

ensuring product safety and quality standards (Government of India, 2022).

Compliance with labelling requirements, ingredient restrictions, and advertising
standards is mandatory. Additionally, India has banned animal testing for cosmetics,

aligning with global ethical standards.
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Critically, while these regulations enhance consumer trust, they increase compliance
costs and operational complexity for multinational firms like L'Oréal. Consequently,

legal compliance enhances credibility but increases operational costs.
Environmental Factors

Sustainability has become increasingly important in the cosmetics industry.
Consumers are demanding eco-friendly packaging and ethically sourced ingredients.

Sustainability concerns are increasing among consumers (Euromonitor, 2023).

L'Oréal has introduced initiatives such as sustainable sourcing and reduced carbon

emissions as part of its global sustainability strategy.

However, environmental concerns such as plastic waste and water usage remain

significant challenges.

Critically, while sustainability initiatives enhance brand image, they may increase
production costs, impacting pricing strategies in a price-sensitive market like India.
Hence, sustainability represents both a reputational opportunity and a cost-related

challenge.

4.4 Strategic Operations of L'Oréal in India

L'Oreéal’s strategic operations in India reflect its strong positioning as a multinational
corporation (MNC) that effectively integrates global expertise with local market
adaptation. The company adopts a “glocalisation” strategy, combining global brand
standards with locally relevant product development and marketing approaches
(L'Oréal, 2024). As a multinational corporation (MNC), L'Oréal benefits from global
integration while simultaneously adapting to local market conditions, reflecting a

transnational strategy.

One of the key operational strengths lies in its diversified product portfolio, which
allows the company to cater to multiple consumer segments, ranging from mass-
market to premium categories. This segmentation strategy enhances market

penetration and ensures wider consumer reach across different income groups.

In addition, L’Oréal has invested significantly in local manufacturing and supply chain
development, aligning with India’s “Make in India” initiative. This not only reduces

operational costs but also improves efficiency and responsiveness to local demand.
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Digital transformation is another critical component of its operations. The company
leverages e-commerce platforms and data-driven marketing strategies to enhance

customer engagement and personalise consumer experiences.

From an MNC perspective, L'Oréal benefits from economies of scale, global research
capabilities, and strong brand equity, which provide a competitive advantage in the
Indian market. However, its success is largely dependent on its ability to adapt global

strategies to local cultural, economic, and consumer dynamics.

Overall, L’'Oréal’s strategic operations demonstrate an effective balance between
global integration and local responsiveness, which is essential for sustaining

competitive advantage in emerging markets.

4.5 Cultural Analysis
Using Hofstede's Cultural Dimensions Theory, India’s cultural characteristics
significantly influence L'Oréal’s marketing strategies. The Indian cosmetics market

shows strong growth potential (Statista, 2024).

India scores high on power distance, indicating acceptance of hierarchical structures.
This is reflected in aspirational marketing, where premium brands are associated with

status and success.

The country also demonstrates collectivism, where family and social groups influence
purchasing decisions. As a result, L'Oréal often uses celebrity endorsements and

social proof to build trust among consumers.

Additionally, India has a moderate level of uncertainty avoidance, meaning consumers
may prefer trusted brands with established reputations. This benefits L'Oréal as a
globally recognised company. However, competition from domestic firms remains high
(IBEF, 2024).

Critically, cultural diversity within India requires localisation strategies. For example,
L'Oréal adapts product formulations to suit different skin tones, climates, and regional

preferences.

Thus, cultural awareness is not only a marketing tool but also a strategic necessity for
sustaining competitive advantage in the Indian market. This demonstrates that cultural
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alignment is not optional but a critical determinant of market success in diverse

environments such as India.

4.6 Market Attractiveness Evaluation
India represents a highly attractive market for L'Oréal due to several growth drivers.
The increasing urban population, rising disposable income, and expanding digital

infrastructure contribute to strong market potential (Statista, 2024).

One of the key opportunities lies in the rapid growth of the skincare and personal care
segments, driven by increasing consumer awareness and changing lifestyle patterns.
The expansion of e-commerce platforms and digital marketing channels has further
enhanced product accessibility, allowing companies to reach a wider consumer base
across both urban and semi-urban areas. Additionally, the growing demand for
premium, organic, and dermatologically tested products provides significant
opportunities for L’Oréal to leverage its innovation capabilities and strong brand

portfolio.

However, despite these opportunities, the Indian market presents several challenges.
Intense competition from domestic firms such as Hindustan Unilever and Dabur
creates pressure on pricing and market share. Moreover, high price sensitivity among
consumers limits the growth potential of premium product segments. Regulatory
complexities and the presence of counterfeit products further increase operational

risks and may affect brand reputation.

From a strategic perspective, a brief SWOT analysis highlights that L'Oréal’s strengths
lie in its global brand recognition and innovation capabilities, while its weaknesses
include relatively higher pricing compared to local competitors. Opportunities arise
from market expansion and digital transformation, whereas threats include competitive

pressure and economic fluctuations.

Critically, while India offers substantial growth opportunities, its attractiveness is
conditional rather than absolute. Success depends on L’'Oréal’s ability to balance
premium brand positioning with affordability, adapt to local consumer preferences, and

continuously innovate in response to market dynamics.
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Overall, the attractiveness of the Indian market is high; however, long-term success
requires strategic flexibility, strong localisation, and effective management of

competitive and economic challenges.
Opportunities
o Rapid growth in skincare and personal care segments
« Expansion of e-commerce platforms
e Rising demand for premium and organic products
e Increasing influence of social media and beauty influencers

These factors create a favourable environment for L'Oréal to expand its product

portfolio and strengthen its market presence.
Challenges

e Intense competition from domestic brands such as Hindustan Unilever and
Dabur

« High price sensitivity among consumers

e Regulatory complexities

o Counterfeit products affecting brand image
SWOT Perspective
Strengths: Strong global brand, innovation capability
Weaknesses: Higher pricing compared to local brands
Opportunities: Growing market demand, digital expansion
Threats: Competition, economic fluctuations

A brief SWOT analysis highlights that L'Oréal’s strengths include strong global brand
recognition and innovation capabilities, enabling it to maintain a competitive edge.
However, its relatively higher pricing compared to domestic brands represents a key
weakness in a price-sensitive market. Opportunities arise from increasing demand and

digital expansion, while threats include intense competition and economic fluctuations.
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This analysis demonstrates that while L'Oréal is well-positioned for growth, its success

depends on strategic adaptation to local market conditions.

Critically, while India offers significant growth opportunities, market success depends
on balancing affordability with brand positioning. L'Oréal’s ability to adapt to local
market dynamics while maintaining global standards is crucial for long-term
sustainability. Overall, the attractiveness of the Indian market is high; however,

success depends on strategic adaptability, pricing balance, and continuous innovation.

L'Oréal should focus on expanding its affordable product lines to better cater to price-
sensitive consumers in emerging markets. Additionally, increasing investment in digital
marketing and e-commerce platforms will enhance customer engagement and market

reach.

The company should also strengthen its localisation strategies by developing products
tailored to regional preferences and cultural diversity within India. Furthermore,
investing in sustainable practices and eco-friendly packaging will improve brand image

and align with growing environmental awareness.

Finally, L'Oréal should continue to leverage its global research and development
capabilities while enhancing local innovation to maintain a competitive advantage in

the Indian market.

5. Recommendations

L'Oréal should focus on expanding its affordable product lines to better cater to price-
sensitive consumers in emerging markets. Additionally, increasing investment in digital
marketing and e-commerce platforms will enhance customer engagement and market

reach.

The company should also strengthen its localisation strategies by developing products
tailored to regional preferences and cultural diversity within India. Furthermore,
investing in sustainable practices and eco-friendly packaging will improve brand image

and align with growing environmental awareness.

Finally, L'Oréal should continue to leverage its global research and development
capabilities while enhancing local innovation to maintain a competitive advantage in

the Indian market.
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6. Conclusion

The analysis shows that the Indian cosmetic industry is dynamic and competitive,
supported by strong demand, urbanisation, and digital transformation. Using Porter’s
Diamond Model, India demonstrates strengths in cost advantages and demand
conditions, although regulatory and infrastructural challenges limit its global
competitiveness. India remains a high-growth market for multinational companies
(Statista, 2024).

For L'Oréal, India offers significant growth opportunities due to its strong brand
portfolio, innovation capabilities, and adaptive strategies. The company’s ability to
balance premium positioning with affordability enables it to meet the needs of a diverse

and price-sensitive market.

However, sustained success depends on managing competition, cultural diversity, and
regulatory requirements, while leveraging digital platforms for expansion. Overall,
India is an attractive market with strong long-term potential, where aligning global
strategies with local dynamics is essential for achieving sustainable competitive
advantage (IBEF, 2024; Statista, 2024).

Section 2: Reflective Account

This reflective account applies the Gibbs Reflective Cycle (1988) to critically evaluate
the process undertaken in researching, analysing, and developing the international

business report on the cosmetic industry in India and the operations of L'Oréal.

1. Description

The primary objective of this assignment was to analyse the Indian cosmetic industry
and evaluate its global competitiveness using theoretical frameworks such as Porter’s
Diamond Model, alongside a detailed assessment of L'Oréal’s operations through
PESTLE and cultural analysis. The process began with extensive secondary research,
including academic journals, industry reports, and company publications.

| structured the report in accordance with the assignment brief, beginning with an
industry overview, followed by the application of theoretical models and a critical
evaluation of market attractiveness. | ensured the inclusion of real-world data from

credible sources such as Statista, Euromonitor, and company reports to support
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arguments. Additionally, | integrated relevant international business theories, including

market entry strategies and cultural frameworks, to strengthen the analysis.

2. Feelings

At the initial stage, | felt confident due to my prior experience in research and academic
writing. However, as | progressed, | encountered several challenges that led to
moments of uncertainty. One of the main difficulties was ensuring that the analysis
remained critical rather than descriptive, particularly when applying theoretical models

such as Porter’s Diamond.

| also felt overwhelmed by the volume of available information, which made it
challenging to select the most relevant and credible sources. Furthermore, aligning
real-world data with theoretical concepts required careful interpretation, which initially

caused some confusion.

Despite these challenges, my confidence improved as | refined my understanding of

the frameworks and developed a clearer structure for the report.

3. Evaluation

Overall, several aspects of the assignment were successful. A key strength was the
use of a wide range of credible and up-to-date sources, which enhanced the reliability
and academic quality of the report. Additionally, the structured approach ensured

logical flow and coherence, allowing for a clear presentation of arguments.

The application of theoretical models, particularly Porter’s Diamond Model and
PESTLE analysis, was another positive aspect, as it demonstrated an understanding

of key international business concepts.

However, there were also areas that could have been improved. Initially, parts of the
analysis were overly descriptive, lacking sufficient critical evaluation. For example,
early drafts of the Porter’s Diamond section focused more on explaining factors rather
than evaluating their implications. Additionally, time management was a challenge, as
significant time was spent on data collection, leaving less time for refining critical

arguments.
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4. Analysis

This assignment highlighted the importance of integrating theory with practice in
international business analysis. A key learning outcome was the need to move beyond
description and engage in critical evaluation by comparing perspectives and providing

justified arguments.

The application of Porter's Diamond Model demonstrated how national factors
influence competitiveness, while the PESTLE framework emphasised the complexity
of external business environments. This aligns with reflective learning, which stresses

critical self-evaluation in developing professional competence (Gibbs, 1988).

Additionally, Hofstede’s cultural dimensions reinforced the importance of cultural
awareness in global business, particularly for marketing and product adaptation. The
role of digital transformation also became evident, as e-commerce and digital

marketing create both opportunities and challenges for multinational companies.

Overall, the assignment enhanced my research, analytical, and critical thinking skills,

particularly my ability to integrate theoretical frameworks with real-world data.

5. Conclusion

In conclusion, this reflective process has highlighted both the strengths and limitations
of my approach to the assignment. While | successfully demonstrated an
understanding of key theories and applied them to a real-world context, there is room
for improvement in developing deeper critical analysis and managing time more

effectively.

The experience has reinforced the importance of structured thinking, effective
research, and the ability to critically evaluate information. It has also increased my

awareness of the complexities involved in international business decision-making.

6. Action Plan

To improve future academic work, | will adopt several strategies. Firstly, | will focus on
developing stronger critical thinking skills by practising analytical writing and engaging
more deeply with academic literature. This will help me move beyond descriptive

analysis and produce more insightful arguments.
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Secondly, | will improve my time management by creating a detailed plan at the
beginning of each assignment, allocating sufficient time for research, writing, and

revision. This will ensure a more balanced approach and reduce last-minute pressure.

Thirdly, | will enhance my ability to integrate theory and practice by actively linking
academic concepts to real-world examples throughout my work. Additionally, | will

seek feedback from peers and instructors to identify areas for improvement.

Finally, |1 will continue to develop my research skills by exploring a wider range of
academic sources and improving my ability to evaluate their credibility. These steps
will contribute to my academic and professional development, enabling me to produce
higher-quality work in future assignments. These improvements will enable me to
produce more critically analytical and professionally structured work in future

academic and professional contexts.
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APPENDICES

Appendix A: Indian Cosmetics Market Growth

Market Size & Forecast

Year Market Value (USD Billion)
2020 13.0
2022 16.5
2025 215

2030 (Projected) 35.0+

Interpretation:

The Indian cosmetics market shows consistent growth due to rising disposable
income, urbanisation, and increased beauty awareness. This supports strong
demand conditions in Porter’s model.

Appendix B: Porter’s Diamond Model Summary (India —
Cosmetics Industry)

Component Key Strengths Key Limitations
Factor Conditions = Low-cost labour, natural ingredients Weak R&D
infrastructure

Demand Large youth population, rising Price-sensitive

Conditions awareness consumers

Related Industries = E-commerce growth, digital Logistics inefficiencies
marketing

Firm Rivalry High competition, innovation Reduced profit margins

Government Role = FDI support, Make in India Bureaucratic complexity

Chance Factors Digital growth post-COVID Market uncertainty

Appendix C: PESTLE Summary for L'Oréal in India
Factor Opportunities Challenges

Political FDI support Regulatory complexity
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Economic Growing middle class Price sensitivity
Social Beauty awareness Cultural diversity
Technological E-commerce expansion Fast competition
Legal Consumer protection Compliance costs

Environmental Sustainability demand  High production cost

Appendix D: Competitive Positioning Table

Company Segment Pricing  Strength

Hindustan Unilever Mass Low Strong distribution

Dabur Herbal Mid Natural branding

L'Oréal Mass + Premium Mid—High Innovation + global brand
Estée Lauder Luxury High Premium positioning

Appendix E: SWOT Analysis of L'Oréal in India

Strengths Weaknesses

Strong global brand Higher price vs local brands
Innovation & R&D  Dependence on urban markets
Opportunities Threats

Growing demand Intense competition

E-commerce expansion Counterfeit products

Appendix F: Key Demand Drivers in India

e Increasing urban population

» Rising disposable income

e Influence of social media

« Growing awareness of skincare

« Expansion of online retail
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