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Abstract 

The concept of having a positive brand image and offering high-quality products is something 

that generally tends to be recognized as important by companies within the cosmetic industry. 

This raises the question of asking what actually causes one brand to be perceived as higher in 

quality and more favorable than another. With the seemingly endless variety of makeup products 

placed in front of the public eye in stores, advertisements, and via online retailers, it can be 

difficult for consumers to differentiate between products when making a purchasing decision. As 

a result, purchasing decisions are often made based on which makeup brand a consumer 

perceives as higher in quality than the others. When looking into the factors that contribute to 

building these perceptions of quality within consumers’ minds, it can be seen that the number of 

contributors is nearly as abundant as the amount of product offerings on the market. Nonetheless, 

by understanding the values of their target market and the factors that contribute to their 

perceptions, a brand has a greater chance of positioning themselves as high-quality in 

consumers’ minds, which is critical to their success within the highly competitive cosmetic 

industry. 
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1 

 

Process Analysis 

 Since the pre-writing stages of preparing this thesis, I viewed this project as an 

opportunity to dive deeper into something that I am truly passionate about, and I wanted my 

paper to serve as a space to put my passions on display. As I am currently completing my final 

year as a marketing student at Ball State, I have taken a variety of marketing courses, which have 

made me aware of just how broad this field of study is. The opportunities are seemingly endless, 

and this has often left me wondering what direction I should take as I progress towards the 

future. My ultimate goal is to pursue a career path where I genuinely enjoy and feel fulfilled by 

my work, make a true, positive impact for a company, and feel as if I am performing well in my 

role/am satisfied with my performance. 

 In the summer of 2021, I had the opportunity of completing a marketing internship at the 

Home Office of Weidner Apartment Homes in the Seattle, Washington, area. This program 

pushed me out of my comfort zone, as I had never lived outside of the Midwest prior to this. 

However, I have found that I thrive in circumstances that are new to me and I was excited for the 

growth that would come as a result. Although this experience did result in personal and 

intellectual growth, it was also invaluable because it solidified where my passions laid within the 

marketing realm. I was placed within Weidner’s Lead Generation team, where a major 

component of my role involved interpreting data related to advertising spending, as well as 

analyzing statistics associated with all of the activities within customers’ journeys. I pinpointed 

areas of opportunity for Weidner’s on-site teams to focus on to convert more leads into leases, 

while also assessing what our marketing department could do to help. Through exposure to data, 

I learned how to make sense of the statistics in front of me and became comfortable turning 

numbers into stories. I prepared marketing reports for Weidner’s regional teams, in which I 
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detailed current trends and provided recommendations for future courses of action. I participated 

in monthly marketing meetings with Weidner’s regional directors where we discussed insights, 

concerns, and future directions, and I was even able to lead one of the meetings myself from the 

preparation stages to its execution. These duties were what I enjoyed the most throughout my 

internship, and they helped me discover that digital marketing, marketing research, trend 

analysis, and consumer behavior all represent aspects of the marketing field that I am particularly 

interested in. This experience gave me a sense of satisfaction because I felt as if my efforts made 

a true impact within the company. My opinions and creative ideas were not only validated, but 

my supervisors also encouraged me to voice them. This sense of fulfillment not only 

strengthened my passion for marketing as a whole, but it is also what helped me find my niche. 

With a newfound understanding of my specific interests, I knew that I wanted to take these 

interests a step further and focus on consumer behavior, trends, marketing research, and brand 

image in my thesis. 

 When brainstorming a more specific direction to take with my thesis, I knew that I 

wanted to incorporate an industry that I am passionate about and deeply interested in. My mind 

was immediately drawn to the beauty and fashion industries. I constantly find myself exploring 

the latest trends and styles and I am always eager to purchase new cosmetic products or articles 

of clothing. Upon seeking guidance from my advisor about how to take my broad interests and 

transform them into something specific, I decided that I would study cosmetics and how brands 

market their products within this industry to achieve a desired image/perception. In addition, I 

wanted to elaborate on how these tactics have evolved over time. I was excited about this topic 

because of how it would pair my passions, allowing me to engage with the aspects of marketing 

that I enjoy, in conjunction with an industry that I love. One of my dreams for the future is to 
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work in a cosmetic brand’s marketing department, so this seemed like the perfect chance to 

develop my knowledge. I also believe that having a strong understanding of consumer behavior 

and the factors that influence consumers’ opinions is crucial for the success of a brand in nearly 

any industry. By focusing on one industry in this paper, I intended on revealing information that 

is applicable to many other industries. 

 In my actual research process, I heavily relied on online, scholarly databases, in which I 

had access to an abundance of print articles. I discovered countless articles related to marketing, 

brand equity, and consumer perceptions, all of which were incredibly useful throughout this 

process. These scholarly articles also presented ideas that challenged some of my preconceived 

ideas and forced me to learn even more than I anticipated. When researching specific cosmetic 

brands, the companies’ official websites served as significant resources for me to collect the 

majority of the information I used, and it was interesting to dissect them from a marketing 

standpoint rather than simply browsing the websites from a consumer’s perspective. 

 Throughout my research and writing processes, I learned various things about myself and 

what writing strategies work best for me. As this was my first time writing a paper of this length, 

I learned that I produce my best work when I break something down into smaller pieces. Going 

into this project, I had mapped out seven major sections of information to write about. By taking 

each of those sections one at a time and treating them each as their own individual project, it 

made this thesis less intimidating as a whole and made its completion much smoother.  

In addition, I learned that it is normal to not be filled with your best ideas at all times. 

Something that I experienced throughout my writing process was sitting down to write and 

experiencing a “writer’s block” of sorts. Early on, I was critical towards myself because of this, 

until I recognized that this was something that many of my peers have experienced as well, and I 
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learned how to navigate the situation instead. Engaging in communication with my 

accountability partners throughout this process helped keep me encouraged whenever I felt 

overwhelmed. I learned to spend time thinking about my topic and holding it in the back of my 

mind so that whenever I would find myself in a state of mind where I felt that I would produce 

some of my best work, I could immediately take advantage of the opportunity and get to writing. 

As this paper is a culmination of my time at Ball State, I wanted to ensure that I was pouring 

effort into a final output that I could look back on and be proud of, rather than something that 

was just “okay.”  

I am incredibly grateful to the Honors College for granting me the opportunity to 

complete this project, as I was able to reach my goal of preparing a thesis that I am proud of. In 

addition, I am thankful to have had the support of my advisor, my peers, and all of my professors 

throughout my years at Ball State. I sincerely believe that they are the reason behind my 

confidence and why I feel empowered and excited about the future that lies ahead as I pursue my 

passions and dreams. It is my hope that this paper showcases how important a brand’s image 

truly is and that anyone who engages with my work may take away new ideas as to what it takes 

to carefully craft this image. 
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Introduction 

 A simple walk up and down an aisle of nearly any store exposes consumers to a 

seemingly overwhelming selection of products available for purchase. As if that is not enough, 

the internet also gives us a space to explore even more endless options, right at our fingertips. 

Oftentimes, advertisements and promotions for products are thrown in our faces without even 

being sought after, which presents us with an information overload. With these vast offerings 

available across industries in recent years, it can be incredibly difficult to differentiate between 

various brands and ultimately make purchasing decisions. It can be even more difficult to make 

these decisions when price points for these products are in the same range, and many of the 

features offered by different brands may appear to be similar as well. 

 The cosmetic industry represents an industry where this concept of seemingly endless 

product options is very apparent. When walking down an aisle in the makeup section of a 

drugstore, a consumer is presented with an abundance of products, all in packages of differing, 

often bright, colors, labeled with various price tags. Each brand’s offerings possess unique 

features, as an article titled “Conceptualizing, Measuring, and Managing Customer-Based Brand 

Equity” from the Journal of Marketing defines a brand as “a name, term, sign, symbol, or design, 

or combination of them which is intended to identify the goods and services of one seller or a 

group of sellers and to differentiate them from those of competitors” (Keller 2). Through this 

differentiation, each brand attempts to position their products as the ones that grab the attention 

of consumers and result in a purchase. However, the process of making these purchasing 

decisions can oftentimes be complex, even when the products in question are relatively 

inexpensive and are not major purchases for the consumer.  
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While browsing mascaras on the official website of Walmart, a retailer that is known to 

offer a convenient and wide selection of makeup products, it can be seen that there are currently 

eighty-three mascara products being sold that are priced between zero to five dollars (Walmart 

2021). These eighty-three products fall under the umbrellas of twenty-five different brands. This 

large variety of products and brands is representing a small price range and when expanding this 

price range to mascara products priced between zero to ten dollars, the number of products 

shown increases to more than one thousand. With so many brands being represented and so 

many different products being included within these brands, it can be incredibly overwhelming, 

and even frustrating, to make decisions, even though we are accustomed to believing that having 

many options is a good thing. An article titled “Designing for decision making” from the journal 

Educational Technology Research and Development explains that decisions always require “a 

commitment to a course of action that is intended to yield results that are satisfying for specified 

individuals” (Jonassen 2012). When presented with so many options, it may be more difficult for 

us as consumers to experience satisfaction with our purchasing decisions. This is because with so 

many products available for us to buy, we may be left wondering if other options would have 

satisfied us more than the one that we decided to purchase since there were so many to choose 

between. 

As stores and online retailers present us with such an overwhelming number of products 

available for purchase, it is normal for consumers to base purchasing decisions off of which 

brands they have a more positive, favorable perception of. For instance, if two makeup products 

are side-by-side on a shelf, have the same price, and have the same main features that the 

customer is seeking, then the customer is more likely to make their purchasing decision based on 

which brand they perceive to be higher in quality. An article titled “The Effects of Price-
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Comparison Advertising on Buyers’ Perceptions of Acquisition Value, Transaction Value, and 

Behavioral Intentions” from the Journal of Marketing defines perceived quality as “a buyer’s 

estimate of a product’s cumulative excellence” (Grewal et al. 47). Cumulative excellence comes 

from a combination of different factors, such as having positive experiences with a brand and its 

products. One’s perception of quality can vary based on their individual meaning of the term 

“excellence,” and it all comes down to a product’s ability to satisfy, or even surpass, the 

expectations set. As the contributing factors that cause consumers to perceive a brand as high in 

quality, or excellent, ultimately result in more purchases being made, it is crucial that brands 

focus on how they can establish these positive perceptions. 

 

The Cosmetic Industry 

  Although the usage of makeup products is commonplace in daily life today, the 

beginning of the industry looked much different than how it looks presently. In ancient times, 

cosmetic products were reserved for religious ceremonies, eventually leading into their usage by 

“courtesans, actresses, the wealthy, and assorted ‘loose’ women” (Library of Congress 2021). 

Over time, beauty products began to be used in more common, everyday situations, and “the 

Roaring Twenties and glamorous movie stars of the 1930’s finally brought cosmetics into the 

mass merchandise market, where they were sold in department stores and other venues” (Library 

of Congress 2021). The 1920s are also when we “saw the emergence of three major women’s 

fashion magazines- Vogue, the Queen, and Harper’s Bazaar- which popularized styles and 

fashions, and in which beauty companies could advertise” (Jones 2008). These factors allowed 

for many brands to begin entering the industry and enabled it to develop and eventually 
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transform into the huge, modern cosmetics industry that we are familiar with today. In fact, many 

of the earliest modern cosmetic brands are still well-known brand names to this day.1 

 For brands to not only survive, but also prosper, in an industry as highly competitive as 

that of the cosmetic industry, there are many factors that a company should take into 

consideration regarding the marketing and positioning of their brand. Over time, it seems as if 

marketing tactics have become an even bigger concern of brands because of the need to adjust 

with our ever-changing times and keep up with competitors in maintaining a desired brand 

image. For example, in the past, “the idea was that if you told people they weren’t good enough, 

by creating this aspirational messaging, they would constantly be spending money buying your 

product to try and be good enough” (Forbes 2020). Now, as times have changed, many brands 

are adopting the idea of celebrating people to sell their products instead, as promoting inclusivity 

is something they have discovered is valued by consumers in recent years. By consistently 

looking into the minds of their target market to understand the values, habits, and factors that 

influence their opinions, a brand can more successfully market themself as one that offers high-

quality products that provide what their users are looking for.  

 In an article titled “The Chain of Effects from Brand Trust and Brand Affect to Brand 

Performance: The Role of Brand Loyalty,” a hypothetical situation is elaborated on to illustrate 

how different factors influence a consumer’s perception of a company, and ultimately, their 

devotedness to the company. The situation used in this article involves a diner who patronizes 

only one restaurant. The article explains that there are various explanations for the diner’s 

patronization of only one restaurant, which may include: having a lack of knowledge of other 

restaurants, having differing experiences with other restaurants in regard to quality, convenience, 

 
1 These brands include: Estée Lauder, Revlon, Helena Rubenstein, Elizabeth Arden, Mary Kay, Avon, Annie T. 

Malone, and Madam C. J. Walker (Library of Congress 2021). 
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service, etc. and perceiving this particular restaurant as reliable/trustworthy, or having developed 

strong emotional ties with this restaurant/its staff (Chaudhuri et al. 82). This situation can be 

looked at from the standpoint of a customer who only purchases makeup products that are under 

the ownership of one particular cosmetic brand. Do they favor this brand because they have only 

been exposed to their advertisements and lack knowledge of other options? Have they tried other 

brands’ products but perceive them as lower in quality because they feel less satisfied by their 

performance? Are other brands’ products less convenient for the consumer to obtain because of 

where they are sold or how much they cost? Does the consumer believe that their favored brand 

must be “excellent” because it is endorsed by particular celebrities? There is an endless number 

of factors that may contribute to the consumer’s loyalty to this particular brand and why they 

perceive its products as high-quality and excellent.  

 Understanding these factors that influence consumers’ perceptions is important because 

using this knowledge to build a brand image of quality can help increase profits for a company. 

This ultimately leads to their success in the industry. For example, during the early 1980s, 

“L’Oréal was able to convince Macy’s to give the expensive Lancôme brand the same amount of 

space as Estée Lauder, a move which in a single year boosted the US sales of Lancôme by 25 per 

cent” (Jones 143). Pushing for Lancôme to take up the same amount of space as Estée Lauder in 

Macy’s is likely an action that was taken as a result of consumer research and decision-making. 

They may have recognized Macy’s as a popular, favorable shopping destination for their target 

market and believed that increasing the space occupied by Lancôme would promote increased 

exposure and sales of their products. They may have also considered that by having Lancôme 

occupy the same amount of space as Estée Lauder, there may be a stronger visual association 

with Estée Lauder and give the impression that Estée Lauder’s products are not any better than 
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theirs because they appear to be on an even playing field. No matter what the reasoning behind 

the decision may have been, US sales of Lancôme were boosted by 25 percent, which shows how 

obtaining knowledge on consumers and acting accordingly with that information can truly make 

a major difference in a brand’s overall success. 

 

Brand Analyses 

L’Oréal’s Establishment as a High-Quality Brand 

 One company that has successfully asserted itself as one of the largest, global leaders in 

the cosmetic industry is L’Oréal. The company’s official website states that “L’Oréal has set 

itself the mission of offering all women and men worldwide the best of cosmetics innovation in 

terms of quality, efficacy and safety” (L’Oréal 2021). The brand name “L’Oréal” is widely 

recognized in itself, but L’Oréal also serves as an umbrella over various divisions of products, 

with sub-brands whose names are also widely recognized. Their Consumer Products division 

encompasses affordable brands that are purchased regularly by the everyday consumer.2 These 

makeup products are sold at a variety of stores, ranging from drugstores, department stores, and 

beauty stores, as well as online retailers. L’Oréal generally tends to be perceived by consumers 

as a fairly reliable, trusted company, especially when compared to competing drugstore brands 

that also have relatively low-price points. In fact, an online magazine, The List, “went on the 

hunt to find out which drugstore makeup brand was superior” (Rose 2021) and after surveying 

574 women in the US, L’Oréal ranked the highest among fellow drugstore brand competitors: 

e.l.f., CoverGirl, Revlon, and Maybelline (Rose 2021). 

 
2 These brands include: L’Oréal Paris, Garnier, Maybelline New York, NYX Professional Makeup, Stylenanda, 

Essie, Dark & Lovely, Mixa, Magic Mask, Niely (L’Oréal 2021). 
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 Although L’Oréal is known to be an affordable brand, one that offers products that 

consumers can purchase in their everyday shopping, such as while shopping at grocery stores, 

L’Oréal also has divisions devoted to offering higher end, more expensive, luxurious products. 

Their website states that “thanks to [their] strong, balanced and complementary portfolio [they] 

are able to meet the needs of every consumer tribe, at every price level” (L’Oréal 2021). For 

example, one of their product divisions, L’Oréal Luxe, encompasses many luxury cosmetic 

brands,3 catering to a segment of consumers that are willing, and able to, invest in higher-end 

makeup products that have a higher price tag. These brands are more frequently sold in luxury 

beauty stores, department stores, and through online retailers.  

By serving as an umbrella over both drugstore and luxury makeup brands, L’Oréal builds 

a strong image of quality and a more favorable perception in the eye of a consumer who may be 

in the process of making a purchasing decision for an inexpensive, drugstore makeup product. 

By knowing that L’Oréal has these associations with many luxurious, higher end makeup brands, 

such as Urban Decay, the consumer may have a greater sense of trust in the quality of L’Oréal’s 

drugstore products compared to competing brands. A journal article titled “Conceptualizing, 

Measuring, and Managing Customer-Based Brand Equity” published in the Journal of Marketing 

defines brand image as “perceptions about a brand as reflected by the brand associations held in 

consumer memory” (Keller 3). By having associations with so many luxury cosmetic brands, and 

with these associations influencing the way consumers perceive the brand of L’Oréal as a whole, 

consumers are more likely to envision them as a brand that is high in quality.  

 
3 These brands include: Lancôme, Kiehl’s Since 1851, Armani, Yves Saint Laurent, Biotherm, Helena Rubinstein, 

Shu Uemura, IT Cosmetics, Urban Decay, Ralph Lauren Fragrances, Mugler, Viktor&Rolf, Valentino, Azzaro, 

Diesel, Atelier Cologne, Maison Margiela Fragrances, Prada, Cacharel, and Yue Sai (L’Oréal 2021). 
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With L’Oréal not only being associated with luxury brands but also with the quantity of 

these sub-brands being so large, there is likely to be a heightened sense of brand recognition. 

Brand recognition “relates to consumers’ ability to confirm prior exposure to the brand when 

given the brand as a cue” (Keller 3). As L’Oréal is a widely recognized brand name, consumers 

are likely to perceive their products as higher in quality than others at a drugstore because there 

is a greater sense of familiarity. Ultimately, this increases their likelihood of purchasing. 

 Looking into some of the other factors that have allowed L’Oréal to uphold a strong 

reputation of quality over the years can help us understand what else has contributed to L’Oréal’s 

overall success and how they have been able to position themselves this way in the eye of the 

consumer. A magazine article titled “The Science of Beauty” by Gale Horton Gay that was 

published in the Women of Color Magazine includes conversations with executives at L’Oréal 

and helps explain some of the practices that they partake in that set them apart, ultimately 

asserting themselves as a leader in the cosmetic industry. One of the first pieces of information 

mentioned in this article is that: 

L’Oréal, which cites itself as the world’s leading beauty company, was founded in 1908 

by a chemist. Today, L’Oréal USA is the development, production and marketing base 

for 13 American brands including Maybelline New York, Soft-Sheen Carson, Ralph 

Lauren Fragrances, Essie Cosmetics, Mizani, Pureology, Dermablend and Urban Decay 

(Gay 2013). 

It is important to note that L’Oréal has been in existence for about 113 years and has continued 

to grow even more over time because consumers are likely to perceive a well-known brand that 

has succeeded in the industry for many years as one that is high in quality.  
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 L’Oréal’s lengthy time span in the industry may also contribute to consumers perceiving 

them as a quality brand because over these 113 years, they have acquired a strong base of 

consumers who have had positive experiences with their products and are attached and loyal to 

the brand as a result. This concept of brand loyalty is investigated through a journal article titled 

“Why Do Older Consumers Buy Older Brands? The Role of Attachment and Declining 

Innovativeness,” which explains: 

In multiple and important categories, older consumers tend to prefer older brands, and 

market shares differ greatly across age segments: In France, in 1998, 74% of new car 

buyers 75 years of age and older purchased one of three well-established national brands 

that had been available for about a century, compared with only 49% of consumers 18-39 

years of age; in 2007, radio stations established before the 1981 deregulation had a 58% 

share among the audience 60 years and older versus a 30% share among those 30 years 

and younger; and in 2002, perfumes launched before 1962 earned a 37% choice share 

among 80-year-old consumers but only an 11% share among 29-year-old consumers 

(Lambert-Pandraud et al. 104). 

Older consumers have a tendency of being more attached to brands that they have used over time 

and trust, whereas younger consumers tend to be more willing to branch out and try newer, less 

established brands. This matters because “the number of Americans aged 65 and over is expected 

to increase from 30 million in 2000 to … over 70 million by 2030,” (Lambert-Pandraud et al. 

104) making this demographic a large portion of the market. 

 With this demographic representing such a large amount of the population, this also 

brings lots of opportunity for L’Oréal’s loyal consumers to influence the perceptions and 

purchasing decisions of others that they interact with. Much research has been conducted on the 
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social influence process, which attempts to understand how a reference group, or a “person or 

group of people that significantly influences an individual’s behavior” (Bearden et al. 184) 

affects consumers’ perceptions of products/brands. A journal article titled “Reference Group 

Influence on Product and Brand Purchase Decisions” explores the impact these reference 

groups/social influences have on consumers and combines the findings of a variety of 

researchers. One of the various hypotheses discussed explains that when “faced with uncertainty, 

an individual will seek information” (Bearden et al. 184) and consumers are more likely to trust 

information from referents that are credible, which may include people in their reference group 

that have experience with the brand. The article also shares that even if certain reference groups 

may be considered to be socially distant from the consumer, they can still “influence consumers 

if consumers hold favorable attitudes towards the members or activities of that group” (Bearden 

et al. 184). 

 Throughout L’Oréal’s many years as a brand, they have also become widely known and 

well-perceived because of the efforts that they put into the actual development of their products. 

They take their development processes seriously and incorporate “advance research, applied 

research, formulation, sensory evaluation and clinical studies” (Gay 2013) to create products that 

they can be confident that they will be well-received by consumers. They employ “behavioral 

scientists, psychologists and sociologists to study consumer tastes, motivations and reasoning” 

(Gay 2013) to help them discover the factors that consumers value at the present time, allowing 

them to create products that they will favor and be likely to purchase. In these development 

processes, some of the experts at L’Oréal, such as Crystal Porter, manager of L’Oréal’s Institute 

for Ethnic Hair and Skin Research, even test products on themselves to assess how well they 

work. Porter “routinely volunteers to test hair care products under development on her own hair” 
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(Gay 2013) and L’Oréal’s other research and development team members are also commonly 

seen “in the lab with hair spiked or dyed with in-development products” (Gay 2013). Their 

chemists are also often seen “applying test mascara around their eyes to determine how well it 

can be applied” (Gay 2013). Ultimately, the purpose of investing so much time, effort, and 

special attention into these practices is to set themselves apart as a company and put products of 

quality on the market that consumers will perceive as valuable. 

 Currently, the internet has also played a major role in contributing to L’Oréal’s positive 

perception by consumers. TikTok, which is a “relatively new internet platform compared to 

platforms such as YouTube and Facebook” (Blase et al. 36), has expanded immensely around the 

world and currently has about 800 million active users (Blase et al. 36). With this many users, 

information is able to spread rapidly and, similarly to YouTube, many users utilize this platform 

to showcase products, create tutorials, and share reviews. In February of 2021, L’Oréal’s 

“foundation powder, Infallible Fresh Wear Foundation-in-a-Powder, went viral on TikTok and 

racked up millions of views, according to The Zoe Report” (Rose 2021). Upon searching this 

product on TikTok, I was able to discover that one of the most popular videos showcasing the 

Infallible Fresh Wear Foundation-in-a-Powder has accumulated over four million likes since its 

original posting in February, representing four million TikTok users that have not only been 

exposed to a positive video discussing this product, but have also interacted with it in some 

capacity, encouraging its spread even more (TikTok 2021). As a result of raving reviews like the 

video mentioned, there are countless videos of other TikTok users who purchased the foundation 

as well and created their own videos of themselves using and reviewing the product, leading to 

higher profits for L’Oréal, along with increased promotion. Although there are some negative 

videos/reviews in the mix, the vast majority of them are positive. Just as consumers are 
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influenced by their reference groups, the information and opinions that they consume from social 

media outlets are also likely to impact their perceptions. If a video of someone speaking highly 

of a product goes viral and reaches millions of users, then there are now many people who have a 

sense of familiarity with the product, may perceive it as being high in quality, and may be more 

likely to purchase it for themselves. 

 Along with social media platforms, a company’s official website represents another place 

on the internet that may contribute to the opinions that consumers build about a brand. When 

searching on L’Oréal’s official website, there are five main tabs/headers that are able to be 

clicked on. These five categories of information include: Group, Commitments, Brands, Beauty 

Science & Technology, and Careers. 

 

Fig. 1. Homepage of L’Oréal’s Website 

The figure below shows part of the homepage of L’Oreal’s official website (L’Oreal 2021). I 

have outlined the five clickable tabs in red. 
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The tabs titled “Group” and “Commitments” both include clickable subsections that allow guests 

on the website to obtain information that backs L’Oréal’s claim of offering products that are high 

in quality.  

 

Fig. 2. “Group” Tab on L’Oréal’s Website 

The figure below shows the clickable tabs that appear upon clicking on the “Group” tab on the 

homepage of L’Oréal’s website (L’Oréal 2021). I have outlined the content related to quality in 

red. 
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Fig. 3. “Commitments” Tab on L’Oréal’s Website 

The figure below shows the subsections that appear upon clicking on the “Commitments” tab on 

the homepage of L’Oréal’s website (L’Oréal 2021). Similar to the figure above, I have outlined 

the content related to quality in red. 

 

 

 

 It is significant that “Group” and “Commitments”, where information about product quality is a 

major component of both of these categories, are included with the same level of emphasis as the 

other three categories. By making these sections a major part of their homepage, and tabs that 

guests are likely to click on, it shows how L’Oréal values showcasing information about the 

quality of their brand and making sure it reaches the public’s eye. Ultimately, this influences 

consumers’ perceptions of the brand, and they may be more likely to perceive L’Oréal as a high-

quality brand as a result. 
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 Upon actually clicking on one sub-header related to quality, consumers are able to find 

much more supportive information about L’Oréal’s quality. Their website states, “Quality, for 

us, means providing the best- ingredients, formulation, and performance- in each and every one 

of our products. From careful sourcing to impeccable packaging, every step in the production 

process is geared towards excellence” (L’Oréal 2020). They proceed to include a video of one of 

their quality managers giving a tour of one of their plants and explaining the processes involved 

in testing the quality of their products. Following this video, there is a quote from Eric Wolff, 

L’Oréal’s Quality and EHS Director, about the importance of quality’s role in consumer 

satisfaction, and there is a list of the controls and checks at every stage of the production process. 

This section of the website concludes by listing statistics, such as “~100 quality controls for each 

of [their] products” and “600 efficacy testing tools and methods for product performance” 

(L’Oréal 2020). By making all of this information not only accessible, but also apparent, L’Oréal 

shows how important of a value quality truly is to them as a company. 

 

Chanel’s Establishment as a High-Quality Brand 

 Similar to L’Oréal, Chanel is another brand in the cosmetic industry that has asserted 

itself as one that is successful with products that are perceived as high in quality. Both of these 

brands are well known and have a generally positive image in consumers’ eyes, as L’Oréal is 

ranked number fifty-three on Interbrand’s “Best Global Brands 2021” list with a brand value of 

$12,501 million and Chanel is ranked number twenty-two with a brand value of $22,109 million 

(Interbrand 2021). Although these brands are both successful and have similarities, there are also 

various factors that make them different from one another and influence the way they are 

perceived in a consumer’s eye. 
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 As L’Oréal’s long-standing history as an established brand has influenced the way they 

are perceived, Chanel has also spent many years developing their brand. Although they have 

been producing and selling cosmetics since the launch of their first makeup collection in 1924 

(Chanel 2021), they had actually been building their brand for many years prior. In 1910, 

Gabrielle Chanel opened a hat boutique named “Chanel Modes” (Chanel 2021). After this, she 

proceeded to open more boutiques over the years, showcasing her fashion collections, which 

eventually led to Chanel’s launch of fragrances, makeup, and skincare products. Establishing 

Chanel as a brand rooted in the fashion industry and then progressively stepping into the 

cosmetic industry after they had already developed a loyal following of consumers allowed the 

company to expand upon and capitalize on the prosperity they were already experiencing. By 

successfully asserting themselves as a luxurious brand in the fashion industry, Chanel had 

already established an image of being a high-quality brand, leading consumers to adopt this same 

perception in regard to their makeup products as well. 

 With Chanel’s roots in the fashion industry, their clothing items were worn, and continue 

to be worn, by many famous figures. When Gabrielle Chanel opened her hat boutique, “her hats 

were worn by well-known French actresses of the era and helped build her reputation” (Chanel 

2021). In 1931, she moved to Hollywood where she dressed actresses, designed costumes for 

films, and held an extremely well-received fashion show to showcase her pieces. Actress 

Marilyn Monroe even made a public declaration of her favor towards Chanel’s No. 5 perfume. 

When asked by an interviewer for Life Magazine what she wears to bed, Monroe responded, “So 

I said I only wear Chanel No. 5” and there is a series of photos of her using the product (Chanel 

2021). Marilyn Monroe was an incredibly influential figure, as “she became one of those rare 

instances in the movies of someone who made such an impact in minor roles that the studio all 
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but had to make her a star” (Harvey 35). With having such a famous figure publicizing the brand, 

consumers may be led to believe that any products associated with Chanel must be high in 

quality, as Chanel’s No. 5 perfume is the only fragrance that someone as successful as Marilyn 

Monroe deemed acceptable to wear to bed. 

 One of the most striking differences between L’Oréal and Chanel is their price point. 

Whereas L’Oréal offers affordable, drugstore makeup options, Chanel has a higher price point 

and does not offer less expensive options. This allows them to assert themselves as a solely 

luxurious brand. When browsing on Chanel’s official website, it can be seen that their lowest 

priced lip product at this moment is their “Les Beiges Healthy Glow Lip Balm,” which is priced 

at $30 (Chanel 2021). To determine the contrast with L’Oréal’s lower priced offerings, I browsed 

products under the umbrella of one of their most popular brands in their Consumer Products 

division, L’Oréal Paris. Their lowest priced lip products at this moment are L’Oréal Paris’s 

“Colour Riche” lipsticks and lip liners, which cost $8.95 (L’Oréal Paris 2021). These price 

differences are also reflected through many other makeup products that are offered by both 

brands, such as mascaras and foundations. This difference is significant because as Chanel’s 

lowest priced lip product is more than three times as expensive as L’Oréal Paris’s and they do 

not offer less expensive options to cater to a different market segment, consumers may be led to 

believe that Chanel’s products must be high in quality to justify the additional dollars on the 

price tag. 

 As discussed previously, the internet is a major source of information in our current times 

and holds influence in developing consumers’ perceptions of brands. When browsing on 

Chanel’s official website, it is important to note the differences that exist when comparing the 

digital content and design of Chanel’s to L’Oréal’s. On L’Oréal’s homepage, both the 
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information and also the visual emphasis on the quality of their products is apparent, accessible, 

and detailed. Chanel has clickable tabs on their homepage as well, but theirs are more geared 

towards showcasing their products rather than providing direct information about the practices 

that make them a high-quality brand. When clicking on the “About Chanel” tab, there also does 

not appear to be emphasis on their quality practices. 

 

Fig. 4. Tabs on Chanel’s Website’s Homepage 

The figure below shows the tabs that are displayed on the homepage of Chanel’s official website 

(Chanel 2021). 

 

 

Fig. 5. “About Chanel” Tab on Chanel’s Website 

The figure below shows the clickable tabs that appear when clicking on the “About Chanel” tab 

on the homepage of Chanel’s official website (Chanel 2021). 
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However, what is highlighted throughout their website is their history and unique attributes. By 

clicking on the sub-section titled “The Stories” underneath the “About Chanel” homepage tab, 

visitors of the website are able to access stories about the life of Gabrielle Chanel, key aspects of 

the brand, and how it has developed over time. These stories also highlight the significant 

features that set Chanel apart, making them unique compared to other brands. These stories are 

showcased through short videos, or “films” as the website refers to them. There are thirty-two of 

these films on the website, as shown below, and each one is referred to as a chapter, with there 

being thirty-two chapters total. Verbiage/selection of words is another factor that holds 

significance in influencing consumers’ perceptions of a brand as well. By choosing to refer to the 

videos as “films” and calling each of the films a “chapter,” Chanel reflects a greater image of 

formality and classiness. 
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Fig. 6. Chapters of Film on Chanel’s Website 

The figure below shows the clickable titles of the thirty-two chapters of film showcased on 

Chanel’s website (Chanel 2021). 

 

 

I chose to watch the film titled “No. 5, 100 Years of Celebrity.” This film focuses on 

Chanel’s No. 5 perfume, its history, and defends the claim that the No. 5 perfume is the perfume 

above all other perfumes. The film speaks from the perfume’s perspective and describes itself as 

“revolutionary,” “the avant-garde,” “the first abstract perfume,” “the manifesto,” “a mystery,” 

“the most successful fragrance in modern perfumery,” and “the essence of the Chanel style” 

(Chanel 2021). Towards the end of the film, a clip is shown flipping through images of 

celebrities and famous figures who have used the product and the film ends with the statement, 

“A century of celebrity” (Chanel 2021). 

Through these films and their website as a whole, Chanel appears to take on a different 

marketing strategy than L’Oréal in establishing and promoting their brand. There is much focus 
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in highlighting their founder, Gabrielle Chanel, and representing her as an esteemed figure, while 

representing the brand as one that is iconic and valuable, with products that convey a sense of 

prestige and superiority. They attempt to sell the feeling of a luxurious lifestyle through their 

high-end products- one that represents a fantasy of sorts. While L’Oréal also utilizes the 

influence of celebrities in promoting their products, L’Oréal and Chanel’s websites pursue 

different approaches in the ways they choose to promote their brands. Rather than selling a 

lifestyle and a particular identity that is attached to owning their products, L’Oréal focuses on 

emphasizing their innovation, research and development practices, and the environmental/safety-

related components of their products. Although each brand takes on a different approach in how 

they decide to convey a strong sense of quality and attempts to appeal to differing segments of 

consumers, they are both successful because they truly understand the audiences they are 

targeting. Perceptions of quality differ depending on the consumer, and everyone has a different 

sense of what they value from a brand. By understanding the values of their target markets, both 

L’Oréal and Chanel have been able to assert themselves as incredibly successful brands and 

generally convey a sense of quality in consumers’ minds.  

 

Negative Brand Perceptions 

 In contrast, consumers can also form very negative perceptions of a brand’s quality at 

times. In fact, “negative brand relationships are [actually] more common than positive 

relationships, with an average split across categories of 55%/45% for negative and positive 

relationships, respectively” (Fournier et al. 253). It is crucial that brands direct careful attention 

into ensuring that their products will be received well by consumers, as well as maintaining a 

consistent and unified brand image, because controversy and negative public attention can be 
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extremely detrimental. Negative interactions outweigh good ones in a relationship with a brand, 

and “it takes five positive interactions to cancel the deleterious effects that one negative 

interaction can cause. By analogy, negative brand relationships may weigh heavier in consumers’ 

lived experiences and yield detrimental consequences that go beyond individual brands to affect 

perceptions of marketing more broadly” (Fournier et al. 254). The journal article “Relating Badly 

to Brands” that was published in the Journal of Consumer Psychology elaborates on the 

attachment-aversion relationship model, which places attachment and aversion on opposite sides 

of a spectrum when looking at consumers’ relationships with brands.   

 These negative brand associations have become even more prominent over time and a 

larger concern of companies as a result of living in a society that has become extremely digital. 

Through the internet and social media platforms, information spreads like wildfire and it can take 

much less time for negative brand perceptions to become widespread than they did in the past. 

Therefore, even more so than ever, it is essential that brands are carefully crafting and 

communicating positive messages, while remaining aware and cognizant of the factors that 

contribute to negative perceptions. 

 Even when a brand has put substantial effort into crafting a positive brand image, 

unpredictable threats may still arise as a result of various external factors. When these instances 

arise, a brand must be prepared to take action to combat the threat in order to defend the 

perception of quality that they have worked to achieve. Threats to a brand’s efforts are nearly 

inevitable and are issues that even some of the world’s most successful cosmetic brands, 

including L’Oréal and Chanel, have faced. Therefore, it is important that brands know how to 

effectively navigate these situations when they arise. 
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 One threat that Chanel has experienced is a different brand seemingly mimicking aspects 

of Chanel’s unique logo, which is a major part of Chanel's brand image. Trademarks are 

important because of the ways they protect a brand’s unique attributes, such as their name, logo, 

and symbols. However, the lines can be a bit blurred if multiple companies’ logos look similar 

and share some of the same features but are not identical. In December 2017, “Chanel filed a 

‘notice of opposition’” (Perper 2021) in an attempt to halt the implementation of a new logo by 

Huawei Technologies, “arguing that it ‘bore similarities to its own earlier French marks 

registered for perfumes, cosmetics, costume jewelry, leather goods and clothes’” (Perper 2021).  

 

Fig. 7. Logos of Huawei Technologies and Chanel 

The figure below depicts the logos of Huawei Technologies and Chanel, from left to right 

(Perper 2021). 

 

 

Ultimately, the court ruled that the logo presented by Huawei Technologies had enough 

differences to distinguish between the two brands and took the stance that Huawei had not 

infringed on Chanel’s creative property (Perper 2021). Although the court did not rule in 

Chanel’s favor, it is still significant that Chanel felt the need to take action in this particular 

situation. It is very common to see brands mimic certain aspects of other, popular brands, which 

has the potential of threatening the reputation the established brand has worked to build.  
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For Chanel, a brand whose value comes from its sense of uniqueness and luxury, other 

brands copying their key brand indicators would be extremely detrimental. For example, it may 

cause consumers to associate Chanel with other brands that Chanel has no connection with and 

does not have any control over. Even though Chanel does not have control over the 

actions/decisions of other companies, an association between multiple brands means that any 

negative brand associations may also result in a negative view of Chanel. As mentioned, one of 

the most significant aspects of Chanel as a brand is their high price point because this helps 

position them as a luxury brand in the cosmetic industry. If a new brand decided to enter the 

cosmetic industry with a logo and symbols resembling Chanel’s and offer cheap, poorly made, 

very inexpensive products, consumers’ perceptions of Chanel may be affected. Subconsciously, 

they may begin to associate the brand name of Chanel with these poorly made, cheap products 

because of the visual similarities in regard to the logo and branding. This threatens to unravel the 

image of prestige that Chanel’s marketing strategies are centered on creating. Even though 

Huawei Technologies is not a competitor to Chanel in the cosmetic industry, taking action in a 

situation like this still helps a brand be proactive in defending their image and combatting any 

potential threats. 

 

Conclusion 

 Understanding the factors that contribute to a consumer having a favorable perception of 

a brand, along with the factors that lead to the opposite, is essential in establishing a brand with a 

reputation of quality in the cosmetic industry. With an increase “from $432B in 2020 to $511B 

in 2021- and with an annual compounded growth rate of 4.75% worldwide- [the beauty industry 

is] predicted to exceed $716B by 2025. And $784.6B by 2027” (Roberts 2021). In an industry 
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this large, there is an endless number of brands who have already established themselves within 

the market and it can be expected that this number will increase with the expansion of the 

industry into the future. 

 As the industry will only continue to grow, so will opportunities for brands to build and 

manage their image. As we have seen in the past few years, TikTok represents a fairly new social 

media outlet that has made a major impact on brand exposure recently. Moving forward, it can 

be expected that new social media outlets, influencers, advertising sources, and innovations 

within the cosmetic industry, will continually emerge. Eventually, the utilization of platforms 

such as TikTok and Instagram may become outdated and less effective and could force 

companies to adopt updated strategic marketing plans in order to stay afloat. Therefore, it is 

essential that companies truly understand how to appeal to their target markets, have a solid 

vision of the exact brand image they want to reflect, and carefully strategize how they can keep 

up with/take advantage of the opportunities and resources presented. 

 As demonstrated through the examples of L’Oréal and Chanel, a brand with a reputation 

of being high-quality is one that understands what it takes to appeal to their target market. A 

greater measure of cumulative excellence comes as a result of carefully crafting their image, 

which ensures that the image being portrayed is consistent and unified, that the company delivers 

products that meet the needs and desires of their consumers, and lastly that the corporation 

handles conflicts in an appropriate manner. Devoting efforts to marketing research and keeping 

up with trends is essential in doing this, as the circumstances of our world are ever-changing, and 

the wants and needs of consumers are dynamic as well. Therefore, it can be said that “factories 

rust away, packages become obsolete, [and] products lose their relevance. But great brands live 

forever” (Cobb-Walgren et al. 25).  
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