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Marketing management process incorporates activities like planning and implementing conception, promotion, distribution and pricing of goods, and creating exchanges with the targeted market for offering satisfaction (Kotler et al., 2016). A blog is a communication tool that is used to educate, inform, and communicate. It is one of the effective ways to express own thoughts and communicate by articulating thoughts into words (Kochoska and Petrovski, 2017). This paper will present a series of blog posts on L’Oréal and some of its major products. L’Oréal is a French company that falls in the industry of consumer goods as it trades personal care items (L’Oreal.com, 2020). This public company is headquartered in Clichy, France and has subsidiaries such as Garnier, NYX Cosmetics, Lancôme, and Maybelline. This is found that this organisation has generated 29.87 billion Euros of sales and 5.54 billion Euros as operating profit in 2019 (L’Oréal-finance.com, 2019). It has expanded in 150 countries and possesses 88,000 employees.
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Marketing environment assists marketers in identifying customers’ needs regarding how they make decisions when buy products (Kotler et al., 2018). The factors that surround business and influence operations of marketing is marketing environment such as shareholders, employees, customers, social, legal or political. Marketing environment has an influence on L'Oréal for instance the concerns over the environment and sustaining green practices triggers in developing initiatives. It has launched the “Recycle and Be Rewarded” program to incentivise customers to bring empty bottles or products package (Bapna, 2016). This marketing campaign enabled the business to remain competitive as well as eco-friendly in its practices. Another initiative of sharing “Beauty with All” has transformed its business model making it more sustainable in the process of marketing. Through such an initiative, it encourages consumers to make choices that are sustainable while purchasing products. The organisation has shared information on footprints and social impact of every brand and product and made sustainable development desirable.
This can be inferred from the information on sustainable marketing that L’Oréal through such practices and programs could generate the trust of customers. This is supposed to be engaging and making customers considerate about the environment. In this way, it has acted responsibly towards society and the environment. Transparency has let it build consumer relationship and obtain the opportunity of retaining customers. In this way, environmental aspects such as ethics or sustainability could develop a marketing decision of the company.
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Market research is a set of techniques that are performed to collect details and have a better understanding of the target market (Mooi et al., 2018). Research also amplifies innovation capability as found in L’Oréal. This is found that L’Oréal innovates incessantly to fulfil the changing demands of customers. It works with suppliers to respond to beauty trends to maintain consistency in products’ quality without forgoing environmental impact (L’Oreal.com, 2020). In this way, L’Oréal has effectively accelerated its innovation process and guarantee products available whenever demanded by customers. By thorough market research, L’Oréal has been able to bring innovation in its products features and product line. Moreover, because there is a need for having consideration towards nature, it has worked with suppliers to ensure that the process of manufacturing or sourcing would not harm the environment. Market research thus not only has made it potential for creating innovative products but also assist in having concerns for sustainable management to deliver customers sustainable and innovative goods at the time.
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Mutual upskilling, a term used by L’Oréal to react to market disruption effectively. Hammett (2019) has shed light upon the fact that this global beauty company has embraced some new marketing codes for delivering new beauty experience to targeted consumers. Transformation is the key to its development to stay pertinent and keep pace in a fast-changing market. Improvement in areas such as team productivity, upskilling employees, and customer satisfaction are the major focus. The motive behind these initiatives is to prompt the brand to leverage sales globally. The major emphasis is upon developing attention and trust of customers therefore digital communication is supposed to be around consent and permission-based transparency marketing. New marketing codes newly adapted by L’Oréal have been new platforms, shorter formats, services, and touch-points.
Through new marketing codes, L’Oréal could bring changes to its marketing practices, focus, and result. It is required for a global business to cater to changing market demands to sustain growth and success (Kanagal, 2017). By focusing on attaining customers trust through providing satisfaction, it has leveraged chances of managing their loyalty and prospects of making the trade. Upskilling employees might have been helpful to improve team productivity so that the motive of driving global sales could be met.
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The marketing process is carried out in L’Oréal in different stages from increasing customers' awareness to promoting sales and offering after-sales service. A marketing assistant in the company has the role of launching products and pushing growth through market research (careers. L’Oreal.com, 2020). It has the function of monitoring marketing mix strategies to build engaging customer brand experience. The marketing process includes making utilisation of materials such as digital, images, and point of sale. By conducting market research in a specific market, L’Oréal could understand the current competitors move or growth, so that a competitive edge can be built by enhancing deliverables quality. This has enabled it stays a step ahead from rival companies such as Revlon, Estee Lauder, and Chanel among others. Marketing process of L’Oréal enables management to launch new products after properly researching to ensure the success of the same. Each element of the marketing mix is considered to enhance the brand experience of customers to make sure this would trigger their decision of buying. In the marketing process, usage of marketing materials holds importance such as digital tech and others to carry out promotional activities or advertising.
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The marketing mix is a set of tactics that are used to promote product or brand in the market. It enables the fulfilment of marketing objectives by considering four levels of decisions related to marketing like price, product, promotion, and place (Isoraite, 2016). Under product division, L’Oréal has varieties of products such as mascara, eye-linear, lipsticks, cleansers, foundations, toners, shampoos, conditioners, and many others. These have a varied price range and available in a different size. It is found that L’Oréal products are properly tested as per testing standards of international without pertaining harm to animals in the process.
L’Oréal understands that needs and expectations of customers from its beauty products vary therefore it has come up with a rich portfolio of complementary and diverse brands. Through offering different products, it intends to provide choices to customers to fulfil their desires and beauty dreams. This is found that its brands are from varied cultural origins such as Chinese, European, American, Korean, Brazilian, and others (L’Oreal.com, 2020). Its multicultural brand collections make it unique in the industry. The major focus is on four divisions such as consumer products, professional products, Luxe division, and active cosmetics. Its professional products support hairdressers and benefit all (L’Oreal.com, 2020). Its Active cosmetics support in developing beautiful and healthy skin for all (L’Oreal.com, 2020). It is the leader in dermo cosmetics and offers hair care and skin care products to respond to customers’ expectations. The Luxe range comprises of brands such as Yves Saint Laurent, Ralph Lauren, Urban Decay, Kiehl’s and many others (L’Oreal.com, 2020). The division of consumer products democratises the best beauty products and enhances emerging trends to make sustainable beauty products (L’Oreal.com, 2020).
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Different products division has a varied price range. For instance, the L’Oréal Luxe division has a premium range, as customers are willing to pay more owing to quality of offerings. However, for most of its products, L’Oréal intends to maintain value-based pricing. Moreover, pricing of goods is determined based on the demands of the same in particular geographical area. Even competition in specific regions from local or international brands makes it determine the price of goods accordingly. Regarding distribution or place strategy, L’Oréal has massive distributors and its products are available in retail outlets, cosmetics stores, brand boutiques, e-commerce websites, salons, and department stores. It has research centres in countries like China, US, Japan, and others. Online presence through official website offers its chance to connect with customers directly and gain visits. Promotion is carried out at different levels being an international brand. Their ad slogan “Because we are Worth It” has strong message that attracts customers (Andersen, 2019). Celebrities like beauty pageants, singers, and actors are part of its digital, print and television advertisements. The Internet has opened up new doors to the company to attract customers by promoting extensively.
Thus, from the details provided above it can be deduced that marketing mix elements are effectively managed by L’Oréal. Most of the information is gathered on promotion and products. By usage of marketing mix theory, L’Oréal could fulfil marketing purpose in enhancing customers’ experience with consideration of each aspect such as product launches, advertisement media, distribution channels, and others.
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Digital spending by marketers is increased recently to augment marketing and promotional activities (Hajarian et al., 2020). This is observed in L’Oréal that it has been restructuring media spending in digital channels as 30% in 2016. Video advertisements, personalised communication, online influencers, and recommendations are its medium of communication. The idea behind high digital media spending enables it to use the right channels to drive revenue boost by communicating with the right customers. To manage communication, social media is extensively utilised for triggering customers’ engagement on mass scale. Global and even local influencers are used to creating contents for Instagram and Facebook profiles (forbes.com, 2017). This is found that it has signed up around five beauty bloggers from Britain as influencers for creating online content for its offerings. This company has a presence in social media as in YouTube, Twitter, and others that have let it increase customers' awareness and develop their intention of purchasing.
This is observed that digital communication is a pillar of marketing as massive customers are connecting with brand online. L’Oréal has introduced campaigns such as Colorista, Fructis, mineral 89 and others for digital native channels such as Instagram and Facebook (L’Oréal-finance. com, 2017). This is found to have augmented sharing and engagement rates of customers.
Weinstein (2018) has put light on the L’Oréal preparation for digital marketing evolution. It is one of the values of the company to ‘seize what is starting’. Since 2010, the organisation has recruited 2000 digital experts and upskilled 21000 employees along with putting data driven marketing or precision advertising. In 2017, digital constitutes around 38% of L’Oréal media expenditure, which has been doubled up from 2014. The investment has soared high online visits of users by 1 billion people including official website and social pages of L’Oréal. The marketing practices have boosted e-commerce sales by 34% in the first quarter of 2018, which is followed by persistent growth in sales. The major aspects that drive marketing activities of L’Oréal are remarketing and sequencing which is also called as simple rotation. The video advertisements as on YouTube are product-centric and short. Digital transformation is revealed in its decision of acquiring Modiface to enhance the usage of augmented reality for beauty brands. Techs such as voice, virtual reality, and artificial intelligence are reshaping customers’ experience and buying intention.
From the given discussion, it is clear that media expenditure has been successful for L’Oréal as it could augment sales through investing. Social media platforms enable the company to have mass reach to global customers. Through online channels, it could deliver the message to customers about its products' features and benefits (Hisrich and Soltanifar, 2020). The digital way of marketing has been efficient in making close connection with customers through personalisation.
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This is found that L’Oréal uses different marketing strategies to market its offerings to diverse customers worldwide. From the blog posts presented above, it is found that the company uses different ways to communicate with customers and boost the chances of making sales. Marketing mix elements are discussed focusing specifically on L’Oréal products and promotion. The influence of marketing environment and need of market research to drive innovation has been explained. There has been development in the marketing practices of the enterprise through the integration of digital technology. Sustainability is one of the prime concerns of the company that enabled it to gain customers’ trust.
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