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SEPHORA AND ITS COMPETITORS



SEPHORA
➢ B2C
➢ Opened in Montreal in 2012
➢ 56 stores across Canada
➢ Huge selection of brands, many of them exclusive
➢ Great return policy
➢ Super fast shipping 
➢ Targets men and women 20-60
➢ 3 tiers of membership

○  Insider - Free
○ VIB - 350$ + a year
○ Rouge - 1000$ + a year

➢ Subscription box available 



➢ Global giant of personal care and beauty
➢ B2C and B2B
➢ Arrived in Canada in 1958
➢ 1,300 employees in its newly renovated Montreal 

headquarters 
➢ Distribution centre and 300,000 square foot factory 

in Ville St-Laurent
➢ 215 million products produced and exported to the 

US in 2018
➢ Wide range of price points, from affordable to 

luxury
➢ Targets men and women 0-100 years old

L’OREAL



➢ Acquired by Loblaws in 2013
➢ Expanding its brands rapidly
➢ Opened its 1000th SDM store in Toronto in 2007
➢ The Boutique Beauté targets men and women 20-75
➢ Advantageous PC Points Rewards program 

○ 15 points for every dollar spent in store
○ Frequent events that multiply points 
○ equally earn and redeem points at Provigo, Maxi 

and Loblaws, making savings on personal and 
beauty care and for the family as well

➢

PHARMAPRIX - SDM in other provinces



➢ Established in 1972
➢ Strong brand identity in Quebec
➢ Laboratory tested, patented ingredients
➢ 1500 points of sale across Canada
➢ Targets women 35-75
➢ Medium price range
➢ Owns Marcelle, a more affordable drugstore line, 

sold in Walmart, Jean Coutu and SDM
(As well as online shipping)

LISE WATIER



➢ Founded in 2014, it started as a blog, Into The Gloss
➢ B2C
➢ Expanded it’s online distribution to Quebec in 2018
➢ Fresh, young and fun aesthetic
➢ Targets millennials 
➢ Simple to use products aimed at those who like a 

natural look
➢ Small product range with 22 makeup, skincare and 

body products
➢ Has a cult following 

GLOSSIER



CURRENT SITUATION ANALYSIS
CHALLENGES

➢ Stores closed all across North America
➢ No physical interaction between consumers and products
➢ Shipping delays
➢ Low Incentive to buy given stay at home rule
➢ Less employees to cater to higher demand
➢ Lots of layoffs
➢ Uncertain future for retailers
➢ New store openings postponed indefinitely
➢ Certain online services are lacking, such as the Sephora 

virtual try on and online customer service



CURRENT SITUATION ANALYSIS
➢ New competitors offer better perks, rewards and 

incentives to buy 
➢ Pharmacies are the only physical beauty destination during 

Covid19
➢ Competition has been fast to respond to the crisis



CURRENT SITUATION ANALYSIS
ADVANTAGES OF CURRENT SITUATION

➢ Smaller companies unable to offer free shipping
➢ Online shopping skyrocketing
➢ Less costs related to brick and mortar stores operating



PROPOSED SOLUTIONS
➢ Extend return policy to decrease in store 

traffic 
➢ Virtual try ons will become the norm, so 

increase and optimize online services
➢ With testers becoming obsolete, tactile 

shoppers will rely more on samples
➢ Boost customer loyalty with better 

rewards: more “freebies”
➢ Increase online presence and use social 

media platforms such as Instagram, 
Twitter and Tiktok to connect with 
consumers more



PROPOSED SOLUTIONS
➢ Stores reopening will require more work with 

hand sanitizing stations  and employee 
monitoring 

➢ Contactless payments when stores reopen
➢ Encourage the 2 meters distancing rule in the 

stores
➢ Optimize supply chain so that restocks are more 

frequently
➢ Email campaigns focused more on new releases 

and restocks
➢ Offer an “email me monthly/weekly/concerning 

a particular product only” option



PROPOSED SOLUTIONS
➢ Focus more on skincare and wellbeing, not on 

makeup products
➢ Get more exclusive brands and Limited Edition 

releases to generate hype
➢ Get more customer testimonials for real reviews, 

both positive and negative



PERSONAL CONCLUSION

In order to survive the current crisis, relying on online services, virtual try ons  and exclusive 
perks is the best strategy to boost sales.

It  makes the most sense now to market “At home beauty and care” by pushing products that 

focus on staying safe, advertising digital classes instead of in store makeovers and  keeping up 

morale on a budget,  AT HOME.  Even with stores  reopening in the near future, health and 

safety of both consumers and employees has to be the priority.



THANK YOU!!!
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