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BRIEF OVERVIEW

● Product launch on February 14th in 
Montreal at Ogilvy's

● Our target is Women 45-60 years old
 



STRENGTHS WEAKNESSES

Well established cosmetics brand. Not eco-friendly or sustainable.

Consumer loyalty. Higher price point.

Know our target market well. No brick and mortar (shop-in-shops only)

Focus on product knowledge. Elitist 

Quality driven products.

BRAND RECOGNITION
PRODUCT KNOWLEDGE

HIGHER DISPOSABLE 
INCOME



OPPORTUNITIES THREATS

Targeting the largest segment population

Increasing trend of self care

Similar products

Releasing on Valentine's day

Loyal consumer

Strong use of social media

Product launch on Valentines day

High end brand = promotional 

BABY BOOMERS PROMOTIONAL



5 year long campaign, beginning May 2018, 
alongside CARE foundation to invest 2 million 

euros to fight female illiteracy.  

Features ambassadors Julia Roberts, Lily 
Collins, Lupita Nyongo, Isabella Rosselini, 

Penelope Cruz, Kate Winslet, and Taylor Hill. 

February 2017 campaign for the launch of a 
new product line of 40 different shades of 

foundation. 

Features very successful women of all ages 
and of all professions (not necessarily 

celebrities).



BRAND IMAGE

Femininity 

Refreshing Imagery 
 

Luxurious 

High end brand = Exclusivity



Earn on average 
70-90k a year

Care about their 
image

Educated - college 
or university 

Married 

45-60 years old

Willing to spend 
money for quality

Empty nesters 

Semi-active
Care about their 

job



MEDIA USED 



● How could their strategies affect your communication campaign
○ By analyzing the marketing strategies employed by Lancome’s competitors, it becomes increasingly apparent 

that the trends they use for promoting their brands are an efficient way to reach their segmented audience. Both 
companies value the importance of a strong public relation between consumer and brand, and this is displayed 
in their savvy knowledge of social media as an advertising platform. Having a strong presence on widely-used 
websites such as Facebook ensure that they appeal to a target consumer’s sense of inclusivity.

COMPETITORS & PROMOTIONAL PROGRAMS

Through online 
activism and 
promotional 

programs Estée 
Lauder’s most 

recent campaign is 
responsible for 

raising more than 
$53 million in 

donations to breast 
cancer research

Clinique’s latest promotional campaigns 
involved the idea of catering to customers of 

many different skin types, and providing them 
with the healthy methods to improve the 

condition of their skin. 



ENVIRONMENTAL ANALYSIS
Industry Trends

Diversity; real beauty comes 
in all shapes, sizes, skin types 

and tones..

Facebook live events and streams 
would help target social 
media-savvy customers 

Micro influencers to 
promote a product 

through social media



We would like a fully integrated 
communication campaign to build customer 
loyalty and strengthen existing relationships 
between customers. The campaign will be 

celebrating Valentine’s Day beginning 
January 14th until February 28th in Montreal.



CREATIVE DIRECTIVE

● “Don’t forget to love yourself this Valentine’s Day”

● Use femininity, self-importance and loving oneself 
to promote the product to existing clientele.

● Models being used must be within the target 
market, reflecting the message of inclusivity 
and beauty throughout the years.

● The campaign and product should have a 
romantic aspect to it.

● Product knowledge and imagery is important 
throughout the campaign to convey the image 
of the brand.



STYLE GUIDE

LOGO COLORS FONT 
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