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How can L'Oréal help grow  the  Nordic male beauty market by 50% over the next five years , and what 

strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Overall Key Question

The following is the scope of work given by LôOr®al:

Scope of Work

Key Tasks:

Identify the fundamental 

barriers, which opportunities 

offer highest potential for 

expansion, and prioritize the 

most attractive  male segments 

1

Propose initiatives that drive 

category growth  while 

capturing the largest share  of 

this expansion

2

Provide a phased rollout plan  

with timelines, resource 

allocation, and financial 

projections

3

Grows market 

by 50%
Bold & Creative Customer-Centric Innovative

Key Criteria:
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Our recommendations for LôOr®al clearly addresses the following key tasks and results in tangible impacts

Executive Summary

Key Question

Strategies

Impacts

AI-Powered Quiz

Subscription Bundles

ñStrong Skin Starts Hereò Campaign 

You Care, Skincare

99M
5 Year Incremental 

Revenue

54%
5 Year growth in Menôs 

Nordic Beauty Market

56%
Market Capture of Growth

How can L'Oréal help grow the Nordic male beauty market by 50% over the next five years , and 

what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Nordic-Based Accelerator 

LôOr®al Accelerator
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First, our team conducted an analysis on the Nordic male beauty market, and found the following trends

Analysis ï Nordic Male Beauty Market

The market is small but growingé

Estimated CAGR 

from 2019 to 2024

Source: Case Packet

Male beauty segment made up only 

8% of total regional beauty sales

5% 8% of sales

édriven by a handful of product categories

Global, large  

players

Men's Fragrances

Men's Shaving

Men's Deodorants

Men's Skin Care

Men's Bath and Shower

Men's Hair Care Source: Case Packet

Unparallel investment 

in R&D

Sustainability 

performance

Unmatched portfolio 

diversity

Leadership in 

innovation

Mid-sized  EU 

players

Regional , Nordic 

indie players

Source: Case Packet Source: Case Packet

1 2 3

There are 3 main types of competitorsééand LôOr®al has several competitive advantages

11%

Key Takeaway: LôOr®al is positioned to capitalize on the market growth by using their competitive advantages 
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Across the Nordic region, consumers showed highly favorable category trends

Analysis ï Consumer Trends

Consumer Trends Insights Implications

Digital-first discovery and 

purchase
1

Higher willingness to try 

new brands and formats
2

Growing preference for 

gender-neutral positioning
3

of Gen Z & Millennials like to 

experiment with appearance

82%

49%

34%
Use unisex, shareable products as 

the easy entry , then guide men to 

simple add-ons for repeat use

Make trying feel safe with small 

sizes, bundles, and easy 

swaps so more men start

Make digital the main place to 

teach and guide men to the right 

routine fast

Key Takeaway: 

Build a simple digital journey that helps menôs first try low-risk and fast, using unisex basics as the easy entry

Source: Case Packet

Source: PostNord Survey

of Nordic consumers shopped 

online in the past 30 days

average share of unisex 

products across face & hair 
Source: Case Packet
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Using the implications and additional research, our team identified the ñModern Maintainersò as LôOr®alôs target 
consumer

Analysis - Customer Segments

Barrier 1: Lack of card

of our customers 

are paid in 

cash/cheque 

90%

Bottleneck lies not with employersé 

ébut with workers who distrust cards

Fear of 

hidden fees 

Lack experience 

with banking

Administratively 

much easier 

than cash

Entitled to >1 wage 

formats by law

Most employers of 

unbanked workers 

offer payroll cards

Need to increase uptake of payroll cards by employees 

by building trust and educating on benefits

Lack of card

Key Opportunities For LôOr®al

Health/

Wellness 

Orientation

Importance of Opportunity

Actively engage in health 

& wellness behaviors

Appearance

Consciousness

Lifestyle Alignment

Alignment

Brand Loyalty

Health/Wellness 

Orientation

Trend Driven

Willingness to 

Pay

Hannes

Modern Maintainers

Sustainable & Ethical

Sensitivity

Digital Engagement

72%

91%

63%

81%

67%

80%

65%

82%

Sources: Team Analysis, McKinsey, Deloitte, Statista, BCG, Accenture  

of Gen Z prioritize 

physical & mental health

Appearance 

Consciousness

Importance of Opportunity

of Gen Z consumers say they 

spend more on appearance -

related products

of Gen Z say looking 

good is important to 

their confidence

*More details in appendix

52% 47%

72% 65%
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Using the implications and additional research, our team identified the ñModern Maintainersò as LôOr®alôs target 
consumer

Analysis - Customer Segments

Barrier 1: Lack of card

of our customers 

are paid in 

cash/cheque 

90%

Bottleneck lies not with employersé 

ébut with workers who distrust cards

Fear of 

hidden fees 

Lack experience 

with banking

Administratively 

much easier 

than cash

Entitled to >1 wage 

formats by law

Most employers of 

unbanked workers 

offer payroll cards

Need to increase uptake of payroll cards by employees 

by building trust and educating on benefits

Lack of card

Key Opportunities For LôOr®al

Health/

Wellness 

Orientation

Importance of Opportunity

Actively engage in health 

& wellness behaviors

Appearance

Consciousness

Lifestyle Alignment

Alignment

Brand Loyalty

Health/Wellness 

Orientation

Trend Driven

Willingness to 

Pay

Hannes

Modern Maintainers

Sustainable & Ethical

Sensitivity

Digital Engagement

72%

91%

63%

81%

67%

80%

65%

82%

Sources: Team Analysis, McKinsey, Deloitte, Statista, BCG, Accenture  

of Gen Z prioritize 

physical & mental health

Appearance 

Consciousness

Importance of Opportunity

of Gen Z consumers say they 

spend more on appearance -

related products

of Gen Z say looking 

good is important to 

their confidence

*More details in appendix

52% 47%

72% 65%

Key Takeaway:

LôOr®al must address the values of customers like Hannes to penetrate the male beauty market
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Finally, our team conducted an analysis of LôOr®alôs product segments to find what would be most effective in growing the male 
beauty market by 50% over 5 years

Analysis - Product Segments

Size of Segment Market Saturation AddressabilityImpact Expansion Potential

Evaluation 

Criteria

Shaving

Skincare

Deodorant

Can LôOr®al effectively 

address and grow this 

segment?

Is the market already 

crowded with 

competitors?

What is the segment 

share of the market?

Is the potential 

expansion relatively 

higher?

Will entering the 

segment significantly 

grow the market

Hair Care

Bath & 

Shower

Fragrances

2.2%

Sources: Team Analysis, Case Packet, Statista, McKinsey

4.5%

4.9%

2.0%

6.7%

5.4%

Moderate

High

Low

Moderate

Low

Low

26%

42%

10%

15%

2%

4%
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éand found that skincare is the most effective way to grow the male beauty market over five years

Analysis - Product Segments

Size of Segment Market Saturation Addressability Expansion Potential

Evaluation 

Criteria

Shaving

Skincare

Deodorant

Can LôOr®al effectively 

address and grow this 

segment?

Is the market already 

crowded with 

competitors?

Is the potential 

expansion relatively 

higher?

Hair Care

Bath & 

Shower

Fragrances

2.2%

Sources: Team Analysis, World Bank, International Monetary Fund, Department of Statistics Malaysia, PwC 

4.5%

4.9%

2.0%

6.7%

5.4%

Supportive

Supportive

Moderate

Moderate

Restrictive

Moderate

4.3

3.3

3.6

3.0

3.5

3.3

Highly developed but oversaturated market with limited growth potential, wonôt be enough to reach the 50% 

growth alone

Highly developed and oversaturated, limited growth and not aligned with LôOr®alôs value proposition; very 

basic good 

Competitive and demand is growing, but expansion potential is not as high as other segments

Developed market, unlikely to move the needle and low demand for LôOr®al products from customers

Already highly developed, oversaturated, and will not drive 50% growth

Primed for growth ; young generations are interested in learning more, only makes up 10% of the market 

but LôOr®al has the brands to address growing demand

Impact

Will entering the 

segment significantly 

grow the market

What is the segment 

share of the market?
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Next, our team analyzed which LôOr®al skincare brand to prioritize 

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e

le
v
a

n
c
e

 t
o
 C

o
n

s
u

m
e

r

Relevance to Consumer:

Is the brand unisex and 

aligned with Nordic 

preferences? 

Reach and Impact:

Would this brand drive the 

growth required by the 

case?

Sources: Case packet, team analysis

Legend

Comparing LôOr®alôs skincare 

brands based on effectiveness
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éand found that CeraVe, La Roche Posay, and Kiehlôs Since 1851 should be prioritized

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e
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v
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m
e

r

Relevance to Consumer:

Is the brand unisex and 

aligned with Nordic 

preferences? 

Reach and Impact:

Would this brand drive the 

growth required by the 

case?

Sources: Case packet, team analysis

Legend

Comparing LôOr®alôs skincare 

brands based on effectiveness
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éand found that CeraVe, La Roche Posay, and Kiehlôs Since 1851 should be prioritized

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e

le
v
a

n
c
e

 t
o
 C

o
n

s
u

m
e

r

Sources: Case packet, team analysis

Second Priority:

La Roche Posay represents a more 

mid -premium segment that can be 

tapped into in the medium-term

First Priority:

CeraVe represents an accessible 

entry point  into the male market, 

making it an attractive top priority

Third Priority:

Kiehlôs is a premium segment that 

LôOr®al can promote in the long -term 

once the market is more established



1

You Care, 

Skin Care

AI-Powered Quiz

Subscription Bundles

Promotion

Key tasks addressed

1 Identify the fundamental barriers

2
Propose initiatives that drive 

category growth
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Hannes is an example of a customer who is familiar with skincare, but has several barriers

Hannes is one example of LôOr®alôs target male customer

Customer Profile

Customer Profile

Hannes

23 years old

Customer Characteristics:

Cares about 

appearance and 

health

Digitally savvy , 

shops online 

frequently

Only does ñbasicò 

hygiene 

Pain Points:

37% of males are 

confused by 

grooming products

~45% of Gen Z 

and Millennials 

have low access to 

information

56% of men stick 

with products they 

know and donôt 

experiment
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We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about LôOr®al products 

Follow -Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: LôOr®al must address the barriers throughout the customer journey and meet 

Hannes where he is at by making skincare less intimidating 

Confusion Low Access to Info RoutinePain Points:
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We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about LôOr®al products 

Follow -Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Confusion Low Access to Info RoutinePain Points:

Key Takeaway: LôOr®al must first address the awareness and education  steps of the customer journey
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LôOr®al can launch a campaign to shift menôs perception of skincare from confusing and inaccessible to a part of their daily routine 

Awareness & Education 

ñStrong Skin Starts Here.ò

Strategic Objective

Demonstrate the importance  of skincare for men, 

gentleness , and ease of use  of CeraVeôs products

Product & Business Model Innovation

Promotion

1

2

Phase 1: CeraVe Activation

CeraVe is an entry point for menôs skincare 

since theyôre already familiar with the brand 

and it meets consumer preferences

Dual Approach
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LôOr®al can utilize their beauty technology to create an AI-powered skin type quiz to recommend CeraVe products through the 
CeraVe Nordic websites

Awareness 

Case Study: Douglas

A skincare company based in Germany, implemented AI 

powered beauty diagnostic tools and reported higher 

conversion rates and improved online engagement

Try it yourself!

Key Data: 

of consumers expect companies to 

deliver personalized interactions

Personalized product 

recommendations increase beauty 

conversion  rates by 20ï30%

of Gen Z say interactive digital tools 

influence their purchase decisions

Source: Deloitte, Forrester Report, McKinsey

71%

Up to 

30%

58%
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LôOr®al should utilize retail promotions to increase awareness for customers already at the store buying products

Awareness 

Tagline calling out simplified routine, 

gender -neutral branding
1

QR Code leads to diagnostic skin 

type quiz on CeraVe website
2

NFC Tag that leads to an interactive 

before/after product demonstration
3

Placed next to menôs care such as 

razors, making it accessible and visible
4

1

2

3

4

Retail Partners:

LôOr®al can leverage existing retail relationships to promote 

skincare for men in a more engaging way 
Key Insight: 
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LôOr®al should utilize retail promotions to increase awareness for customers already at the store buying products

Awareness 

Tagline calling out simplified routine, 

gender -neutral branding
1

QR Code leads to diagnostic skin 

type quiz on CeraVe website
2

NFC Tag that leads to an interactive 

before/after product demonstration
3

Placed next to menôs care such as 

razors, making it accessible and visible
4

1

2

3

4

Retail Partners:

LôOr®al can leverage existing retail relationships to promote 

skincare for men in a more engaging way 
Key Insight: 

Key Benefit: 

Using traditional retail channels meets the male 

customer where theyôre at
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Next, LôOr®al should introduce the ñStrong Skin Starts Hereò campaign, tailoring language to each country 

Awareness & Education 

Commercial

ñStrong Skin Starts Hereò Campaign

Winter commute wind-burn1

Sunny outdoor weekend3

Post-workout sweat and shower2

Social Media 

Marketing Campaign

Key Takeaway: Raises awareness of the importance of skincare for men 

and encourages them to learn more

Positions face care as everyday self-

maintenance, boosting openness

Turns features into scenario of 

ñwhat and when,ò reducing confusion

Lowers effort and risk, 

anchoring repeat use  to routines

Achieved Outcomes:
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é and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

ñStrong Skin Starts Hereò Campaign

Social Media 

Marketing Campaign

Features the following paid & 

organic elements:

Posters placed around the cityStory and in-feed promoted content

Posters placed around the city#MyCeraVe UGC prompt with giveaways

Posters placed around the cityRedirects to skin type quiz when clicked 
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é and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

ñStrong Skin Starts Hereò Campaign

Social Media 

Marketing Campaign

Achieved Outcomes:

Posters placed around the city
Provides digestible and relevant product 

information to reduce information barrier

Posters placed around the city
Engages in opinion leadership and organic 

testimonials to raise awareness

Posters placed around the city
Moves consumers down the engagement 

funnel, ultimately leading to conversion
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é and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

ñStrong Skin Starts Hereò Campaign

Social Media 

Marketing Campaign

Achieved Outcomes:

Posters placed around the city
Provides digestible and relevant product 

information to reduce information barrier

Posters placed around the city
Engages in opinion leadership and organic 

testimonials to raise awareness

Posters placed around the city
Moves consumers down the engagement 

funnel, ultimately leading to conversion

Key Takeaway: 

Turns simple, relatable content into clear product understanding and trusted peer 

proof, guiding men from curiosity to a confident first routine and repeat purchase
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As a result, Hannes is aware of LôOr®al products and is educated on what to buy/how to use them 

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about LôOr®al products 

Follow -Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: Now that Hannes is aware, LôOr®al has to convert him to become a loyal customer

Confusion Low Access to Info RoutinePain Points:
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To increase conversion, LôOr®al can offer a new CeraVe skincare bundle catered to men, offered online

Conversion & Purchase

Case Study : Dollar Shave Club and Harryôs 

Subscription bundling and routine simplification successfully 

convert male hygiene users into skincare users

Source: Harvard Business Review, McKinsey

Skin type quiz recommends 

products to bundle

Features

Sample sizes are offered for free 

if signed up for subscription

Additional products can be 

added for extra

Refillable option is available to 

reduce plastic use

49% say subscription options 

reduces  decision -making  

effort

Success backed by data:

Product bundles increase 

average order value by 10ï30% 

compared to single-SKU 

purchases

Cross-selling complementary 

products increases conversion 

probability by 15ï25%
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LôOr®al can offer a new, personalized CeraVe skincare bundle catered to men, offered online

Conversion & Purchase

Case Study : Dollar Shave Club and Harryôs 

Subscription bundling and routine simplification successfully 

convert male hygiene users into skincare users

Source: Harvard Business Review, McKinsey

Skin type quiz recommends 

products to bundle

Features

Sample sizes are offered for free 

if signed up for subscription

Additional products can be 

added for extra

Refillable option is available to 

reduce plastic use

49% say subscription options 

reduces  decision -making  

effort

Success backed by data:

Product bundles increase 

average order value by 10ï30% 

compared to single-SKU 

purchases

Cross-selling complementary 

products increases conversion 

probability by 15ï25%

Key Benefit: 

Offering personalized skincare bundles will make purchase frictionless for new 

customers and turn them into repeat, loyal customers
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After subscription is purchased, LôOr®al can continue to educate the customers and introduce them to more complex products, so 
they can build a full routine and become skincare enthusiasts

Follow -Up 

Strategic Purpose: 

Communicate with customers via Whatsapp  regarding 

subscription orders, refills, and any other questions

Offer customers an anonymous question forum  for their skincare 

needs and routine questions, reducing stigma and barrier to information

Source: Gartner, McKinsey

1

2

Case Study : Harryôs 

Harryôs uses SMS messaging for refill updates, add-on 

recommendations, one-click add to order, and more to reduce 

customer churn and increase overall engagement

Additional touchpoint for customers to interact with products, learn 

more, and explore additional products to add to basic routine
3

90%+ SMS marketing 

open rates compared to 

20-30% for email

Subscription reminders 

reduce churn by 15ï30%
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All pain points and steps of the customer journey have been addressed through our strategies

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about LôOr®al products 

Follow -Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: Hannes has now been converted into a skincare customer

Confusion Low Access to Info RoutinePain Points:

Hannes has been successfully 

pulled through entire funnel
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After successfully reducing barriers for CeraVe consumers, Lôor®al can replicate the approach with two other brands

Medium and Long -Term Outlook

Key Takeaway: CeraVe drives easy entry, La Roche-Posay scales through trust and guided care, and 

Kiehlôs builds long-term value through premium experiences and loyalty

Shift the program toward premium experience, 

personalization, and loyalty that makes 

routines feel worth upgrading

Refine the quiz into a concern -first path

 with clearer outcomes and fewer steps
1

Shift marketing from lifestyle to credibility -led 

proof through dermatologists & pharmacists
2

Evolve bundles into structured plans with follow -

up reminders  and easy swaps
3

Upgrade the quiz into a lifestyle routine builder  

with base and premium selections
1

Emphasize community and identity through 

creator storytelling and premium routines 
2

Focus on membership (VIP, loyalty) to build re-

purchase behavior and grow basket size
3

Phase 2: La Roche Posay Activation

Shift the program toward higher -trust, concern -

specific guidance that feels clinical and 

pharmacist-endorsed

Phase 3: Kiehlôs Activation
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Impacts from Core Growth

Impact

Key Tasks Accomplished:

56%
Market Capture of Growth

Impact

+99M
Incremental Revenue Through 5 

Years

Identify the fundamental barriers, which 

opportunities offer highest potential for 

expansion , and prioritize the most 

attractive male segments 

Key Task 1

Propose initiatives that drive category 

growth while capturing the largest 

share of this expansion

Key Task 2



2

LôOr®al 

Accelerator

Nordic-Based 

Accelerator 

Key tasks addressed

2
Propose initiatives that drive 

category growth while capturing the 

largest share of this expansion



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

To grow the entire market, LôOr®al can introduce a Menôs Beauty Startup Accelerator Program

Recommendation

As the global leader in beauty, LôOr®al has 

both the responsibility  and the capability  

to expand the category itself. 

LôOr®alôs looking to grow the entire categoryé 

ñNordic markets feature prominent local 

and regional brands,  which resonate 

deeply with consumers valuing 

transparency and wellnessò

Capitalize on this opportunity through a 

mutually beneficial accelerator event  

Come together with local brands to grow the 

category to build trust, reduce hesitation, 

and help more men become repeat 

beauty product users

Menôs Beauty Startup Accelerator Program

Host a public showcase with demos, sampling, and networking

Select 15 Nordic menôs and unisex brands with local traction

Provide mutual support and cross-innovation opportunities

Features / Programming:

éand thereôs opportunity within the Nordic market
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Implementing an Accelerator Program would allow LôOr®al to support Nordic businesses and grow the market

Recommendation

Potential Participants:

Benefits for LôOr®alBenefits for Startups

Case Study : LôOr®alôs Beauty 

Tech Atelier

Similar program launched in 

France for beauty tech, 

sustainability, and AI startups

Scale faster: Better distribution and 

marketing reach across the Nordics

More visibility: Press and creator 

exposure beyond their home market

Grow capabilities: Help with claims, 

packaging, and scaling operations

Category leadership: Perceived as 

growing menôs beauty

Commercial growth: New partners 

and channels that drive trial

Innovation pipeline: Local deal 

flow for partnerships and investment

Menôs Beauty Startup Accelerator Program

Host a public showcase with demos, sampling, and networking

Select 15 Nordic menôs and unisex brands with local traction

Provide mutual support and cross-innovation opportunities

Features / Programming:
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Impacts from Accelerator Program

Impact

Key Tasks Accomplished:

76M
External Market Expansion

Impact

54%
5 Year growth in Menôs Nordic 

Beauty Market

Propose initiatives that drive category 

growth while capturing the largest 

share of this expansion

Key Task 2
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Finance
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation - Roadmap

La Roche 

Posay 

Activation

Short -Term (Years 0 -2) Medium -Term Long -Term

1 2 3

Develop AI 

questionnaire 

across Nordic 

websites

Develop forum and 

start posting

Digital/Website Social Media

Hire micro-

influencers

Begin hiring actors 

for commercial 

Retail 

Create in-store 

displays starting 

with Denmark Q2

Reach out and 

negotiate 

placement with 

retailers

Continued 

Expansion 

and 

Optimization

Kiehlôs 

Activation

Plan commercial 

and media content 

calendar
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation - Roadmap

Short -Term Medium -Term (Years 2 -3) Long -Term

Establish 

core 

capabilities 

and run 

CeraVe 

campaigns

Continued 

Expansion 

and 

Optimization

Full ramp-up, 

Kiehlôs 

activation

1 2 3

Find more 

premium 

influencers

Social Media
Establish retail 

strategy

Communicate 

added utility 

benefits via 

displays

Work on 

upselling 

Move existing 

customers from 1-2 

product routine to 

3-4

Re-position 

product towards 

men via ads

Create content for 

men to understand 

benefits from 

doctors not lifestyle

Identify needs and 

time to market
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation - Roadmap

La Roche 

Posay 

Activation

Short -Term Medium -Term Long -Term (Years 4 -5)

Establish 

core 

capabilities 

and run 

CeraVe 

campaigns

Continued 

Expansion 

and 

Optimization

1 2 3

Follow previous 

process for Kiehlôs

Kiehlôs Activation
Scale across 

segments 

Ramp up similar 

strategies for other 

segments like 

shaving

Scale within 

skincare

Reposition 3 

brands to be 

unisex 

Attract most 

premium segment  

Use data to guide 

next steps

Market research to 

find next segment

Solidifying the brands as staples in menôs 

routine, then finding the next wave of 

products

Continuously 

monitor promotion 

strategies
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(EUR Millions)

Year 0

Total cost of implementing our strategy is ú28.3M through the next 5 Years

Financials - Costs

Year 2

Year 4

Key Commentary

The costs by year vary due to repeatable nature of 

strategy as costs increase with rollouts in Y0,Y2,Y3

Key Commentary

27% of the total costs are incurred in 

Year 3

Annual Cost Structure Evolution Holistic Cost Profile Allocation

(EUR Millions)
Total Cost | ú28M

ú25.85M

Skincare

ú2.45M

Accelerator

Key Cost Drivers

Portal 

Creation

1.48M

Advertisements

10.3M

AI Engine Creation

1.2M

Year 3

5.2

4.1

5.5
5.7

4.13
3.79

0.0

1.0

2.0

3.0

4.0

5.0

6.0

2026 2027 2028 2029 2030 2031
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,4.5 
,8.9 

,14.5 

,22.6 

,23.8 

,24.9 

,99.2 

2026 2027 2028 2029 2030 2031 Total
-

,10.0 

,20.0 

,30.0 

,40.0 

,50.0 

,60.0 

,70.0 

,80.0 

,90.0 

,100.0 

Our Strategy will generate an incremental revenue of ú100M through the next 5 Years

Financials - Revenue

Total Revenue | ú99.3M 

ú77.8M

Digital Streams

ú21.5M

Physical Streams

Operational Highlights

54% Growth in Male Beauty Market

KPI 1

56% Loreal Capture in Growth

KPI 2

Revenue Scaling Roadmap

2

3

1

CAGR @ 40%  

New Projects

WACC
Cera Ve Launch1

La Roche Posay Launch2

Kiehls Launch3

Milestones Hit Key Drivers & Assumptions

Average Subscription ú108.87

Year 0 Starts Q2

Market CAGR 5.3%
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Probability of Occurrence

S
e

v
e

ri
ty

 o
f 

R
is

k

Risk Ranking Risk Mitigation

1

Low

threat

Medium

threat

High

threat

1

2

3

2

3

Our team anticipated some risks that will be mitigated through the following actions

Financials

Data concerns with AI 

questionnaire

Ensure opt-in checkpoints throughout 

questionnaire; no personal data 

1

Retailers are unwilling to 

adjust shelf-space

Negotiate higher revenue split if 

necessary; clearly demonstrate uplift for 

retailer and show benefit

2

Cannibalization across 

skincare brands

Ensure the value proposition across 

brands is unique and minimize cross-

promotion between brands

3
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Our recommendations for LôOr®al clearly addresses the following key tasks and results in tangible impacts

Executive Summary

Key Question

Strategies

Impacts

AI-Powered Quiz

Subscription Bundles

ñStrong Skin Starts Hereò Campaign 

You Care, Skincare

99M
5 Year Incremental 

Revenue

54%
5 Year growth in Menôs 

Nordic Beauty Market

56%
Market Capture of Growth

How can L'Oréal help grow the Nordic male beauty market by 50% over the next five years , and 

what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Nordic-Based Accelerator 

LôOr®al Accelerator
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Appendix



ANALYSIS

1. Scope of Work

2. Executive Summary

3. Nordic Male Beauty Market

4. Consumer Trends

5. Customer Segments

6. Product Segments

7. Brand Analysis

8. Customer Profile

9. Customer Journey

10. ñStrong Skin Starts Hereò

11. Skin Type Quiz

12. Retail Partners

13. Commercial

14. Social Media Campaign

15. Skin Quiz CeraVe Bundle

16. WhatsApp

17. Phase 2 and 3 (LaRoche, Kiehlôs)

18. Accelerator Program

STRATEGY

1. Gen Z and Millennial Customer Analysis

2. Market Sizing for Nordic Age Groups

3. Hannes Customer Profile Data

4. Global Competitor Analysis

5. EU Regional Customer Analysis

6. Nordic Competitor Analysis

7. Segment Analysis Support

8. Segment Decision Matrix

9. Division and Segment Decision Matrix

10. Pain Point Analysis

11. Entry Rationale

12. Necessary Resource Allocation/Process 

Adjustments

13. Marketing Funnel

14. Regulatory Concerns

15. North American CeraVe Website

16. Influencer Options

17. Touchpoints

18. Unisex Popularity

19. Generational Product Use Segmented

20. Menôs Interest in Skincare

21. Negative Feelings about Appearance



FINANCE

Finance

1. Revenue Summary

2. Cost Breakdown

3. CeraVe Subscription Breakdown

4. CeraVe Sensitivity Analysis

5. La Roche Posay Subscription Breakdown

6. Kiehlôs Subscription Breakdown

7. Kiehlôs Sensitivity Analysis

8. Denmark Drug-Store Customers

9. Denmark Grocery Customers

10. Norway Drugstore Customers

11. Norway Grocery Customers

12. Swedish Drugstore Customers

13. Swedish Grocery Customers

14. Finish Drugstore Customers

15. Finish Grocery Customers

16. Online Denmark Commercial Revenue

17. Online Norway Commercial Revenue

18. Online Sweden Commercial Revenue

19. Online Finland Commercial Revenue

20. Online Denmark Commercial Revenue

21. Online Norway Advertisement Revenue

22. Online Sweden Advertisement Revenue

23. Online Finland Advertisement Revenue

24. Monte Carlo Simulation
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Revenue Summary

Finance 

Op-ex: 54%

COGS: 25%
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Cost Breakdown

Finance 
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Cost Breakdown

Finance 
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CeraVe Subscription Breakdown

Finance 
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CeraVe Sensitivity Analysis 

Finance 
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La Roche Posay Subscription Breakdown

Finance 
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La Roche Posay Sensitivity Analysis

Finance 
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Kiehlôs Subscription Breakdown

Finance 
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Kiehlôs Sensitivity Analysis

Finance 
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Denmark Drug-Store Customers Part 1

Finance 
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Denmark Drug-Store Customers Part 2

Finance 
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Denmark Grocery Customers Part 1

Finance 
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Denmark Grocery Customers Part 2

Finance 
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Norway Drugstore Customers Part 1

Finance 
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Norway Drugstore Customers Part 2

Finance 
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Norway Grocery Customers Part 1

Finance 
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Norway Grocery Customers Part 2

Finance 



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Swedish Drugstore Customers Part 1

Finance 
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Swedish Drugstore Customers Part 2

Finance 
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Swedish Grocery Customers Part 1

Finance 














































































