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Executive Summary
This essay is mostly concerned with L'Oreal, a renowned firm, and its strategic analysis. L'Oreal is a business that has consistently performed at the highest level, and it is especially adept at expanding outside of the French market to places like China.
Since the reform and opening up, particularly after China's admission to the World Trade Organization (WTO), a large number of international businesses have joined the Chinese market, intensifying competition in the Chinese cosmetics sector. Although the rapid growth of local cosmetics companies, great potential, but still dominated by foreign cosmetics. This paper focuses on the market strategy adopted by L 'Oreal to maintain its position in the Chinese cosmetic market.
This article begins by providing a thorough explanation of L'Oreal and its Chinese market. It then evaluates L'Oreal's marketing situation in China, mostly utilizing the SWOT and five force models. Additional examination of its marketing strategy in China is done, and specific solutions are then suggested, taking into account viewpoints from the product, sales, and other perspectives.

Introduction
L'Oreal is renowned for its marketing and brand management since it was the first beauty brand in the world. It is renowned for its competitive pricing, cutting-edge technology, and premium goods that satisfy customers' demands completely. The study of L 'Oreal's competitive strategy is of utmost importance because it will be of great assistance to the domestic cosmetics industry in understanding L 'Oreal's successful marketing practices and will significantly support and encourage the growth of China's domestic cosmetics sector. L'Oreal is a major player in the cosmetics industry worldwide, and its distinct strategy has been crucial to its success in the face of tough competition from several domestic and foreign businesses. This article assists cosmetics businesses in thoroughly comprehending the market and making appropriate marketing decisions based on a correct study of the fine molecule market's features in order to efficiently cut costs by analyzing L'Oreal's marketing strategy.

Main Findings
A French manufacturer of cosmetics is L'Oreal. On July 30, 1909, Eugène Shueller came up with it. The brand, which now holds the top spot on the global market, is broken down into the following five categories: professional products, consumer goods, L'Oreal luxury, active cosmetics, and beauty salons.

1. 1997-present L 'OREAL in China
With a history of more than 5000 years, Chinese culture is one of the oldest in the world. With 1.4 billion citizens, it is also the most populated nation on earth. The nation has grown economically since the late 1970s, and as measured by GDP, it is now the second biggest economy in the world. In view of the significant increase in disposable income, Chinese consumers are increasingly eager to obtain high-end and cutting-edge products. Many categories, including cosmetics and beauty products sector. 
In 1989, multinational companies headed by its brand OLAY entered the Chinese cosmetics and cosmetics market. In addition to Estee Lauder, other multinational companies will quickly follow : Shiseido entered the Chinese market in 1991, L 'Oreal 's Paris L 'Oreal brand and Unilever 's Hazeline brand entered the Chinese market in 1997 and 1998 respectively. They introduce a wide range of brand portfolios Offering marketing know-how, funding, and the most cutting-edge R & D centers (including the quick construction of local research centers), they also provide high-quality items and products of the highest caliber, putting local companies in a serious crisis and replacing them in many huge shopping malls.
The largest cosmetics firm in the world, L'Oreal, with sales of 26.02 billion euros in 2017. 34 brands and 498 patents were registered in 2017. Nowadays, 34 brands are available in China, and three categories—skin care, men's skin care, and makeup—are where the industry leaders are. In reality, Chinese rules require animal testing for cosmetics. Lancôme and Maybelline New York were two of the top five brands in each of their categories. 
High-end companies including Lancôme, Biotherm, Helena Rubinstein, Kiehl's, Shu Uemura, and Giorgio Armani are managed by the Luxury Division (DPL). The Consumer Goods Division (DPGP) is in charge of overseeing companies including Maybelline New York and L'Oreal Paris. Brands like Matrix that are associated with beautiful skin are handled by other divisions. The majority of the well-known and reputable products are produced by L'Oreal, which has R & D and innovation facilities in Shanghai as well as manufacturing and innovation centers in Suzhou and Yichang. Luxury brands are continually imported in addition to Yuesai.
Together with Suzhou Medical College, Suzhou L'Oreal Co., Ltd. was founded in 1996. The first cosmetics company, specializing in the creation of Meibaolian goods, was founded in Suzhou the same year. A range of L'OREAL items were created in Paris by the second company, which had been established in Suzhou two years earlier.
L'OREAL opened a China representative office in Shanghai in 1997. This office is in charge of handling the distribution of numerous L'OREAL goods in China. At the moment, hundreds of retail locations have opened in more than 50 cities.L'OREAL chose Michele Lee and Pei Bei to represent their brand in China. After acquiring the Maybelline brand with success, L'OREAL extended its product lineup on the international market and completely entered the Chinese market.
L'OREAL immediately entered the Chinese cosmetics industry via the Meibaolian marketing channel. By the year 2000, L'OREAL had opened 870 stores in more than 50 important Chinese cities, had employed 2000 qualified beauty advisors, and had effectively introduced the Maybelline, Lancome, Vichy, and four other L'OREAL brands. Following that, L'OREAL invested an additional $ 30 million in the division of Suzhou Singapore Industrial Park. In April 1999, a plant in Suzhou that produces mass-market cosmetics was formally inaugurated. Hair coloring, foundation, mascara, and nail polish are among the products made in the new plant. It is offered to the international market and has a manufacturing capability of up to 20 million sets.
Four divisions make up L'Oreal's product line, namely :
(1) Consumer Goods Division (price-competitive high-tech products sold through mass retail channels) : L 'Oreal Paris, Magician, Carnier Mabelline New York, African Beauty Brands, Elsie, NYX Professional Makeup and Niely. 
(2) L 'Oréal Luxury (internationally renowned brand, sold in exclusive stores and offering additional services) : Lancome, Georg Armani, Yves Saint-Laurent Beauté, Bioquan, Chelsea, Raf-Lauren, Uemura Show, Kashall, Helena Rubinstein, Clarisonic, Diesel, Viktor & Rolf, Yue Sai, Maison Margiela, Urban Decay, Guy Laroche, Paloma Picasso, Atelier Cologne, IT Cosmetics and Proenza Schouler. 
(3) Professional product sector, which includes companies like L'Oréal Professionnel, Kashi, Redken, Matrix, Pureology, Uchimura Show Art, Mizani, Decléor, and Carita. These products are innovative and cater to the demands of beauty salons and professionals.
(4) Active Cosmetics Sector: Vichy, Lipstick, and SkinCeut (using questions from dermatologists and licensed beauticians on specialized pharmacy sales counters and skin beauty items).

2. PEST analysis
PEST analysis stands for political, economic, social, and technological analysis. It is used to describe the examination of the macroenvironment. These four elements are typically utilized to analyze the scenario encountered by an enterprise group while analyzing its context.
The potential for the cosmetics business in China is enormous, but as the home market opens, industry rivalry will heat up. There are now three markets for cosmetics: local, international, and joint ventures. At the moment, foreign and joint ventures mostly control the high-end cosmetics sector in China, with indigenous businesses not coming in first. Global juggernauts like L'Oreal, Procter & Gamble, Shiseido, and Avon have established an oligopoly trend. L'Oreal is the one with the biggest market share and the most potent competitive advantage. Numerous local SMEs make up the only low-end market. The global goliaths are currently continuously consolidating and entering the low-end market. Despite how fiercely competitive the high-end market is, it is extremely encouraging that more global corporations continue to be drawn to the Chinese market, and those businesses that have already established themselves in China are expanding their investment. P & G's purchase activities and marketing from the previous year make their investment quite evident. 
(1) The political climate
China has abided by its WTO obligations since joining the organization, cut import taxes, and made it possible for international companies to sell their products in China by establishing certain criteria. The cosmetics industry in China has begun to expand internationally with the help of foreign companies. State-owned businesses are receiving a lot of support, including changes to the economy and policies.
(2) The financial situation
The demand for cosmetics is rising along with the development in people's living conditions, economic capability, and purchasing power.
(3) Social setting
When choosing cosmetics, the majority of women are ready to pick foreign cosmetics at the same price since in the thoughts of most people, imported products are very nice, such as good quality, new style, etc. 
(4) Technological environment 
Technology updates also lead to product upgrades, with cosmetics updating more quickly and product life cycles shortening as society changes quickly. The following stage requires the introduction of cosmetics to the market. Technology advancements have expanded the number of channels via which individuals may purchase goods, and these connections between businesses and consumers are becoming more widespread. Technology then gives businesses a competitive edge. In a nutshell, China's cosmetics industry is well-positioned in terms of its political, economic, social, and technological environments. In particular, people's capacity for consumption is rising steadily, beauty psychology is becoming more entrenched, and the demand for cosmetics is significantly rising, all of which help L'Oreal in China expand more smoothly.
3. Porter’s Five Forces Analysis
Michael Porter created the Porter's Five Forces concept in the early 1980s, and it has significantly influenced how company strategies are designed all around the world.
The model is used to analyse the competitive environment of customers. In its internationalisation, L 'Oreal is very optimistic about Asia, especially the potentially huge Chinese market. Since the end of 1996, L 'Oreal has developed rapidly in China.
(1) Potential entrants
A growing number of international businesses have started to compete with Chinese customers as a result of China's service sector's progressive opening up and the sensible decrease of tariffs on cosmetics and skin care items. Many international businesses are currently attempting to join the Chinese market through alternative channels. For instance, several cosmetics companies from Europe and America are dividing the market through direct marketing methods. Several South Korean and Japanese brands also want to join the Chinese market through direct sales with significant marketing support at the same time. Therefore, the future Future competition for L'Oreal will come from a wide range of possible rivals, increasing the company's competitiveness.
(2) The intensity of competition among existing competitors
Crowds rule the skin care sector, and there is tremendous rivalry. With high-end and mid-range resistance, domestic manufacturing, joint ventures, and foreign brands are rivals. Customers can choose from a variety of spatial options. Consumer favor will translate into several rival brands for whoever succeeds. When an industry reaches a particular point in its development, it must make a breakthrough in its own field. There is no exception in the skin care sector. There is a sizable profit margin in the skin care sector, which offers producers and retailers a wide range of business opportunities as the domestic skin care industry develops.
a. The market is divided by several brands.
The fact that many businesses enter the skin care market and compete fiercely, with significant capital expenditures and swift market updates, is a key aspect of the industry. Every brand tries their hardest to draw customers in different ways. The market for cosmetics is seeing the fastest growth in the area of care products. Due to its enormous geography, China may spread huge consumer groups in accordance with high, medium, and low levels of protection and support. The process of product segmentation is quickening as new product concepts arise. The market is now seeing multi-brand competition. Brand ups and downs; midrange items' market share dramatically rose. Foreign companies have lowered their pricing recently and expanded into the low-end market. Industry experts think international brands need to get greater market share. You must reach sales breakthrough in addition to keeping premium items if you want to generate more earnings. China's cosmetics sector will change if domestic firms lose their pricing edge.
b. Market division is inescapable.
The adoption of brand strategy is the unavoidable option for business development depending on the type of product, season, sales region of consumer preferences, and demands of the essential market segmentation. The majority of brands will find it practical to pursue a professional course and undertake market replenishment. The brand competition will manifest itself more at the operational level of the market on a transparent and competitive basis. Different companies must employ various techniques in order to take the lead in their respective markets.
c. The establishment of specialized skin care businesses.
Since the 1990s, as consumer behavior has improved, customers' desire for skin care products has expanded to include goods with greater functionalities, such as sunscreen and whitening. Their competitiveness has steadily increased after years of rivalry on the Japanese chemical market.
d. The market for premium skin care products is expanding quickly.
Various adult high-end skin care customers have grown up in many cities as a result of the rise in consumer living standards and the spread of global knowledge. The speed of market development has quickened due to international brands. Currently, global corporations rule the roost in China's cosmetics industry. The main approach used by L'Oreal's rivals is the multi-brand strategy, which aims to achieve differentiation, product differentiation, and consumer identification to the greatest extent feasible, as well as to generate larger profit margins by growing the total customer base. L'Oreal is a global firm with an unmatched cost advantage in product development and marketing when compared to its smaller domestic competitors. This is also necessary to establish a presence in China.
(3) Customer influence
The cosmetics and skin care sector is unique. Customers in the industry are those who purchase individual items. The market is made up entirely of individual customers. Consumers pick skin care products based on a number of factors, including age and income. Based on these two factors, the market for skin care products can be divided into three segments: high-end, medium-end, and low-end. The high-end market is dominated by high-priced foreign products, and its customers are primarily middle-aged women with high incomes. The middle market is dominated by joint venture products with relatively high prices, and its customers are primarily low- and middle-income women. A low-end market is made up of women (students) with low or no income.
Additionally, the skin care market by age may be divided into two segments: one based on old brands, with middle-aged women as the primary consumers, and the other based on new brands, with young women, particularly students, as the primary consumers. Small quantities are procured compared to the seller's sales, and the buyer has no authority to haggle over prices. Differentiated brands make it difficult for consumers to compare items and make objective decisions about which ones are the best deals. Since this is also a fashion business, the majority of consumers make impulsive purchases or are influenced by others. Customers are free to switch brands of cosmetics and skin care products due to the low price of the product, which represents a small portion of consumer income. Consumers develop more brand loyalty after they get familiar with it. Typically, consumers don't switch the brands they use at will. Between native brands, joint venture brands, and foreign brands, there is little distinction in terms of loyalty. 
The market must thus be maintained alive in order to retain current customers, establish clear market positioning, highlight distinctions from competing brands, and convert additional free consumers into their own loyal spending. In conclusion, clients in the sector have limited power to haggle over costs. L'Oreal may employ product lines with various positioning to draw clients from high school to low end while continuing to generate new customers and build brand benefits.
(4) Suppliers' influence
The manufacturing companies and distribution networks are at the center of the value generation of skin care products in the cosmetics industry chain. Suppliers frequently hold a lower ranking position. Additionally, there are a number of significant raw material suppliers and a variety of skincare manufacturers worldwide. In actuality, they all utilize the same basic components regardless of the level of skincare. The composition of highly expensive raw materials differs somewhat simply due to variable product positioning. Due to their rigorous cost controls, prominent skin care firms will only allocate a tiny portion of their budgets for product development expenses, with marketing being the true indicator of the gap.
Local suppliers had only begun to become internationally recognised in the Chinese market a few years ago. The five market-leading providers of raw materials from China, however, are international corporations. In several product areas, Chinese vendors are commonplace. Manufacturers of finished goods are putting pressure on multinational corporations' suppliers of raw materials by using the low cost advantage provided by local suppliers in China. Multinational firms must prioritise innovation and have a stronghold in the area of intellectual property if they want to safeguard their market share. Instead of competing on price, they should rely on innovation and competition to provide a steady and dependable global supply. For L'Oreal, the ability to buy raw materials internationally on a massive scale and take full use of its economies of scale is made possible by its global distribution locations. In addition, by combining procurement channels, the price of raw materials can be further decreased, which depends on the small suppliers' capacity to bargain for lower costs.
(5) The possibility of replacement goods
There aren't any substitutes for skincare products available right now. If necessary, alternatives to skin care products might be thought of, such as the services offered by the service sector. For instance, this city has an increasing number of beauty salons. Customers that use these service providers benefit from specialized services that help them gain more experience. They are a danger to the current L'Oreal channel items. However, similar dangers are also present solely in marketplaces for luxury goods. The majority of customers in these service sectors only buy extremely little quantities since the consumption level of Chinese consumers is still low compared to other nations, which prevents these burgeoning service businesses from achieving their goals. The market for public skincare cosmetics is in danger because of it. L'Oreal has long been aware of the threat that new service sectors offer to its product lines and has taken active action against it. It entered a variety of beauty salons and fully utilised the many sales channels, which, obviously, was quite successful. Nowadays, a lot of tourist destinations in major cities serve as exclusive L 'Oreal product sales locations. Additionally, L'Oreal advertises its goods at these salons, which benefits the development of the company's reputation. L'Oreal does not oppose competing services; rather, it integrates competing goods to grow.

4. SWOT analysis
(1) Strength 
a. Good brand image, high visibility, and high brand value products. In 150 countries and areas, L'Oreal Group has 283 branches and more than 100 agents. The L'Oreal Group employs 82600 people worldwide and operates 42 plants and more than 500 luxury brands. Despite having several brands, L'Oreal is incredibly focused. For instance, Cashi and L'Oreal Professional Hair are mostly used for hair care; Weizi and Lifuquan are primarily used for cosmetics; and Paris Creative Beauty and Meibaolian are primarily used for makeup.
b. The marketing network is spread out. mostly broken down into department stores, shops, supermarkets, everyday chemical stores, pharmacy, and hair salons. In comparison to Procter & Gamble, Unilever, Shiseido, and other brands, L 'Oreal has stricter dealer requirements. 
(2) Weaknesses 
a. successful combination of business brand image and product brand image is not possible. In each of its respective markets, L 'Oreal brands operate autonomously. Unified guidelines for corporate image are lacking. Consumers mistakenly assume that each L'Oreal brand is a stand-alone manufacturer of cosmetics, and some consumers lack specific knowledge of L'Oreal's corporate identity.
b. L'Oreal's efforts to develop the low-end market are obviously inadequate. Low-end product scarcity and cost considerations limit the choices that most customers have when making purchases. L'Oreal's network marketing has also been greatly hampered by this, which has decreased the size of its prospective customer base. 
(3) Opportunities 
a. An uptick in the economy. People's wants are becoming more diverse as a result of China's economic growth and rising living standards, making it simpler for them to tolerate everyday chemicals. This is an excellent chance for growth. Numerous sectors will benefit from the increased demand, and the L'Oreal brand will be promoted more quickly.
b. The technical proficiency has increased. Although there are numerous elements considered in the market evaluation of goods and businesses, the quality of the goods is the most crucial one. Increased product R&D spending and R&D efforts are the only ways to raise product quality. We won't be able to reach the pinnacles of market rivalry until we quickly embrace more modern science and technology. 
(4) Threat
a. New entrants must get through the industry's low barriers, which is what they must do. The everyday chemical business is quite competitive since its production methods and machinery are reasonably straightforward.
b. There are many of rivals. L'Oreal's cosmetics costs, which were first set in China, are not really "popular" in the high-end market. L'Oreal has the cheapest price while Lancome has the highest price.
c. Product uniformity; lack of distinctiveness.
d. The government increases the tax rate on the everyday chemical industry.

Conclusion
The primary focus of this essay is L'Oreal's Chinese competitive strategy. After a lot of research and analysis of different schools of competitive strategy is not perfect, especially in the changing environment, these schools can be used as a tool to analyze the business environment, but also to help managers make strategic decisions. Secondly, this paper expounds the working methods of L 'Oreal multinational companies, including the effectiveness of their different behaviors, the internal structure of the company, the situation of China 's cosmetics market, and how to stand out in the fierce competition. The most important thing is how to manage its brand and how he participates in social activities as a corporate citizen, so as to better achieve the main research goal of the paper-the analysis of L 'Oreal 's competitive strategy in China. Through analysis, it is found that L 'Oreal has a good strategy for the brand and the company itself, but formulating a good strategy does not mean that there are no shortcomings, but also problems that need to be solved. Therefore, the paper gives the problems that arise, as well as suggestions for L 'Oreal to be stronger and more efficient.


Recommendations
By studying the growth experience and operation mode of L 'Oreal Group in China, the paper analyzes the advantages of the field, marketing is not only exciting, but also difficult to open up the market. L'Oreal Group still has several marketing flaws as a result of the use of multi-brand strategy and the comprehension of Oriental culture and ethnic distinctions.
1. There is an uneven product mix.
The L'Oreal Group ought to manage each brand's growth and bounds while organising its items. Like two well-known companies, L 'Oreal and Maybelline, their pricing are fairly comparable, and their product lines overlap. This has the potential to kill a brand by suicide by producing a lot of advertising that not only didn't enhance sales but also caused more losses than required. As a result, in order to properly govern the brand, it is necessary to thoroughly examine each brand that is related to the product and to modify the extension and breadth of each brand, such as the brand of the brand, as a last resort. Parts of skin care products and complete cosmetic products were also given up. The L'Oreal Paris brand concentrates on skin care and hair colourants while eventually discontinuing its line of cosmetics. This division of labour makes it possible for the two brands to work effectively together without experiencing internal conflict at the level of public positioning of the group's subsidiaries. To optimise its power, the Group must simultaneously combine its R & D capabilities effectively.

2. The absence of cohesive marketing assistance.
Each brand's advertising is now self-contained and non-disruptive, and all brands within the L'Oreal Group are self-managed and self-managed. This would result in a lot of recurrent waste even though it is crucial to preserve the distinctive qualities and cultural connotations of many brands. And to make matters worse, this implies that the group's brand has not been developed by a constant effort. The fact that Maybelline is a brand that is part of the L'Oreal Group has not yet been widely known by customers. To build customer confidence and trust and to provide consumers a more vivid and accurate knowledge of the power of L'Oreal Group, suitable unified advertising for brands should be implemented on the mainland. 

3. Market segmentation still needs improvement.
Increasingly better market segmentation of products while exploring prospective market areas. The cosmetics industry is characterised by change. Every year, there are new trends in fashion, and fresh ideas in beauty are always emerging. As a result, segmentation is a common and permanent technique. However, the subdivision technique that must be highlighted does not divide arbitrarily. Carnier, one of the well-known trademarks owned by the L'Oréal Group, is an expert in brand segmentation. It is not essential to expressly employ the brand to make different series of cosmetics for the mainland market, despite the fact that Carnier has a strong name in the European natural cosmetics market and has become a top product.

4. Disregard the male consumer.
The cosmetics market currently offers a wide range of female R&D goods. Natural instinct dictates that women spend more time and effort getting dressed. Numerous businesses have achieved good progress and accomplishments thus far by concentrating their development efforts on women. The demand for female cosmetics tends to be saturated and progressively mature with an increase in consumption level. The male cosmetics business has more potential for growth as a whole.

5. Ignore the market for babies.
The extensive product line offered by L'Oreal catered to young, middle-aged, and older consumers, but it overlooked the newborn market groups. China has a market sector with long-term market potential because 35,000 new infants are born there every day. L'Oreal's involvement in the market for newborn daily chemicals is not substantial enough. Perhaps it hasn't yet seen the enormous potential for growth in this industry. There isn't currently a market leader for newborn chemical goods. It is advised that L 'Oreal Group concentrate on infant brands as well. L'Oreal will be able to invest in children's goods in order to generate sizable profits and increase its market share because of its strong brand image, cutting-edge offerings, and quality in the cosmetics industry. By doing so, it will be able to make up for some of the items' lower earnings while also expanding its product line to accommodate the demands of consumers of all ages for cosmetics.

6. Ignore the market in remote areas.
In China, the rural sector accounts for more than 70% of the population. Due to the national "three rural" strategy, agricultural product production is now an everyday occurrence. The everyday chemical market in China had overall sales of around 170 billion yuan in 2009, with the rural market accounting for 1/3 of the total. This represents an exceptional 4.2% rise to 4.8%. Domestic cosmetics enterprises have steadily moved their commercial conflict from first- and second-level cities to third-level cities. The key battleground for all businesses is the future five-level market, or the townships around the nation. Between 1996 and 2009, Procter & Gamble, L'Oreal's main rival in the market, arranged the distribution of four different types of home chemicals to rural areas. It is clear that P & G is strong and committed to expanding the rural market, notwithstanding the less than perfect results. Due in large part to an underestimation of this segment of the population's consumption potential, L'Oreal currently lacks clear-cut strategies in this market segment.

7.The identity of L 'Oreal 's brand. 
As many people know, L 'Oreal has many brands, but few people know whether these brands belong to L 'Oreal. Volkswagen will acquire its brand because it believes in the L 'Oreal brand, but it will frequently back out of the deal because its brand does not bear the L 'Oreal badge. The corresponding products mainly correspond to various types of skin, hair and cosmetics. For example, if someone is looking for skin care products, she may buy L 'Oreal 's products. However, when the products under this banner are not marked as L 'Oreal, she may give up the purchase because of her lack of awareness of the products. It is therefore recommended that L 'Oreal 's leadership retain the brand 's name in order to make the product more recognizable to consumers, by placing a logo on each product that comes from L 'Oreal or, like other cosmetics companies such as Procter & Gamble and Unilever, ' L 'Oreal'. 
After these adjustments and improvements, L'Oreal will be able to move forward steadily in the future. In short, although L 'Oreal has achieved success in marketing, there are still some shortcomings. In this regard, L'Oreal should divide the market, label their brands, separate the male market, the infant market, and the rural market. They should also arrange their goods, regulate the borders and expansion of each brand, and apply unified advertising support appropriately.
L'Oreal invests more than its rivals do in research and development, as well as in marketing and product promotion. L'Oreal has a competitive advantage because to its research and development efforts. As a result, it is advised that L'Oreal cut back on product promotion without cutting back on funding for research and development.
This will enhance the company's brand image even further and significantly raise consumer awareness of all of the company's brands. The recommendation is to reinvest the money in children's cosmetics, which is a highly promising business. In particular, mothers have been won over by the quality of more items, which will profit from their own positioning in all cosmetics sectors. The decrease in advertising budget will enhance the overall yearly profit. Contrary to its competitors who follow a diversification approach, L 'Oreal has chosen a specialisation strategy, which is a stronger explanation for its rise at all levels of the sector. L'Oreal will be able to advance gradually in the future following these modifications and enhancements.


References
[bookmark: _Hlk122084299][bookmark: _Hlk122084886]2013. L'Oreal finds worthwhile approaches to marketing: Cosmetics leader has proved highly adaptable for more than a century %J Strategic Direction. 29, 29-31.
ANTONCIC, B. J. J. O. E. C. 2011. IMPACTS OF DIVERSIFICATION AND CORPORATE ENTREPRENEURSHIP STRATEGY MAKING ON GROWTH AND PROFITABILITY: A NORMATIVE MODEL. 14, 49-63.
APPEAL, C. O., APPEAL, C. O. J. R. O. P., DESIGN & CASES, T. M. 2007. SPECIAL EFFECTS LTD v L'OREAL SA. 124, 381-406.
ARRUDA, B. D. & FERRAZ, F. Analysis of strategic suppliers selection and segmentation in a global value chain.
BALASUBRAMANIAN, S. J. M. S. 1998. Mail versus Mall: A Strategic Analysis of Competition between Direct Marketers and Conventional Retailers. 17.
BRANNA, T. J. H. & INDUSTRY, P. P. 2022. An Inside Look at L'Oreal's Skin Care Research. 59.
BREEDEN, K., FONTAINE, M. & KURYK, B. J. E. Q. M. 2010. Integrating product quality and environmental performance through innovation—the l'oréal case. 3, 309-317.
CAI, C. & ZONG, X. Classic brand across time and space the case analysis of world-famous brands L'Oreal Paris.  International Symposium on Computer Communication Control & Automation, 2010.
COM, A. J. P. O. 2011. Market research: L'Oreal.
COSMETICS, INTERNATIONAL & INTERNATIONAL, G. J. C. 2011. L'Oreal USA buys Clarisonic.
COVIN, J. G. & SLEVIN, D. P. J. S. M. J. 2010. Strategic management of small firms in hostile and benign environments. 10, 75-87.
FRANCIS, E. J. T. R. S. T., FRAGRANCES & CARE, S. 2013. Prospect Of L'Oreal Share Buyback Excites Investors. 34.
GANG, H. 2005. “The Three Steps of L'Oreal (China) Entering the Mass Market”, Electromechanical Information.
GROUP, C. B. J. C. B. 2022a. L'OREAL'S LUXURY BEAUTY BRANDS BOOST Ql SALES.
GROUP, C. B. J. C. B. 2022b. L'Oreal accused of misleading US consumers over French origins.
GROUP, C. B. J. C. B. 2022c. Nestle trims stake in L'Oreal to 20% as part of share buyback plan.
HILL, C. & JONES, G. R. J. N. I. A. I. 1995. Strategic Management. volume 29, 907-908(2).
JEANNICOLAS, M. 2009. Strategic Management, L'Oreal, Strategic management :.
JOHN, MICHAEL & MEDICINE, C. J. J. O. I. 2011. Johns Hopkins Medicine Appoints Vice President for Health Care Transformation and Strategic Planning. 59, 643-643.
JOHNSON, G., WHITTINGTON, R., REGNER, P., SCHOLES, K AND ANGWIN, D. 2020. Exploring Strategy: Text & Cases, Pearson Press.
JONES, L. W. J. N. D. F. H. E. 2010. Strategic planning: The unrealized potential of the 1980s and the promise of the 1990s. 1990, 51-57.
KATS, A. J. I. J. O. I. O. 1995. More on Hotelling's stability in competition. 13, 89-93.
KIM, N. R. & CHANG, M. S. J. K. S. O. C. 2021. Vertical Brand Extension Strategy of L'Oreal Group.
KUSUMASONDJAJA, S. J. A. P. J. O. M. & LOGS 2018. The roles of message appeals and orientation on social media brand communication effectiveness: An evidence from Indonesia. 30.
LEE, S. J. 2005. Case study of L'OREAL : innovation and growth strategy.
LIN, Z. J. J. O. P. U. 2008. Strategic Analysis of L'Oreal's Merger and Acquisition in China.
MARCHINI, A., DIOTALLEVI, F., ONOFRI, A. & ANGIOLI, G. J. M. P. 2010. Profili strategici delle PMI: l'indagine RIOM (Strategic Profiles of SMEs: The Survey RIOM).
MORAIS, R. C. J. F. 2000. The Color of Beauty. 166, p.170-176.
MORRISON, J. 2020. The Global Business Environment Towards Sustainability, Red Globe Press.
NAGURNEY, A., CRUZ, J., MATSYPURA, D. J. M. & MODELLING, C. 2003. Dynamics of global supply chain supernetworks. 37, 963-983.
NAKAYAMA, Y. J. J. & ECONOMY, T. W. 2009. The impact of e-commerce: It always benefits consumers, but may reduce social welfare. 21, 239-247.
PURVITA, CHATTERJEE %J SOAPS, D. & REVIEW, T. 2016. GODREJ TO TAKE ON L'OREAL, GARNIER IN PREMIUM HAIR CREME SEGMENT. 47, 15-15.
RAJGOPAL, S. & KOTHA, V. S. J. J. O. A. R. 2010. The Value Relevance of Network Advantages: The Case of E-Commerce Firms. 41, 135-162.
RAWLINSON, P. 2009. ECJ Hands Down Landmark Judgment in L'Oreal v Bellure: Unfair Competition Comes to the UK?
ROSE, SHEET, GROUP %J THE ROSE SHEET: TOILETRIES, F. & CARE, S. 2018a. L'Oreal's New K-Beauty Brand; Dollar Shave Club Making Moves; Mineral Sunscreen Opportunity; More Cosmetics News. 1-2.
ROSE, SHEET, GROUP %J THE ROSE SHEET: TOILETRIES, F. & CARE, S. 2018b. L'Oreal's New K-Beauty Brand; Dollar Shave Club Making Moves; Mineral Sunscreen Opportunity; More Cosmetics News.
RUCKIN, C. J. I. F. R. 2017. L'Oreal targets direct Lenders to fund Body Shop sale. 82-82.
SCHOOL, C. B. J. C. B. S. 2011. Cass MBA team semi-finalists in L'Oreal business competition.
SHARMILA, R., KAVITHA, M. J. I. J. O. P. H. R. & DEVELOPMENT 2018. Effectiveness of social media marketing. 9, 192.
SHRESTHA, G. B., KAI, S. & GOEL, L. Strategic self-dispatch considering ramping costs in deregulated power markets.  IEEE Power Engineering Society General Meeting, 2004.
SLOMAN, H. G. 2019. Economics for Business, Pearson Press.
SOAP, P. J. S., PERFUMERY & COSMETICS 2019. L'Oreal CEO admits climate change is good for business. 92.
SOAPS, D., TRG %J SOAPS, D. & REVIEW, T. 2015. L'OREAL RAMPS UP INDIA OPS TO BE 'BILLION DOLLAR' FIRM BY 2020.
SONG, J. & SCIENCE, F. Z. J. M. 2005. A Theoretical Approach to Web Design in E-Commerce: A Belief Reinforcement Model. 51, 1219-1235.
STRATEGIES, M. A. J. M. & STRATEGIES, A. 2016. The M&A strategies of L'Oreal.
SURFACTANTS, N. J. F. O. 2014. The acquisition of Niely Cosmeticos will increase L'Oreal's share of the growing Brazilian hair care market. 2014, 6.
TANDON, S. J. S., DETERGENTS & REVIEW, T. 2019. L'OREAL EYEING ACQUISITIONS IN INDIA'S COSMETICS MARKET. 50.
TESAURO, G. & BREDIN, J. L. Strategic sequential bidding in auctions using dynamic programming.  International Joint Conference on Autonomous Agents & Multiagent Systems, 2002.
THACKERAY, R., NEIGER, B. L., HANSON, C. L., MCKENZIE, J. F., THACKERAY, R., NEIGER, B. L., HANSON, C. L. & MCKENZIE, J. F. Social Marketing and Health Communication Enhancing Promotional Strategies Within Social Marketing Programs: Use of Web 2.0 Social Media.
TOURNOIS, L. J. J. O. B. S. 2013. Mass market leadership and shampoo wars: the L'Oreal strategy. 34, 4-14,1.
ZHAO, J. J. I. J. O. I. O. 2001. A characterization for the negative welfare effects of cost reduction in Cournot oligopoly. 19, 455-469.


image1.jpeg




