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Marketing plan

Asof September2020 the strategy we chose Is
ServiceDevelopment because we want to
expandour service andffer to our clientsa beauty
treatment bookingplatform in Paris



YOUR IDEAL SKIN

Company profile V;i HY

L A ORATOIRES

A Fact and figures A Vision- "Putting efficacy and safety at the forefront

N well-known French cosmetics brand of all our formulations, and dedicating our research

N products based on the therapeutic properties of Thermal ~ @nd innovation to improve woméhskin visible

Water healthy markers, at every stage of their 'life

N Beauty lines: AntAging, Skin care, Values- help women to take daily, effective care of
CleansingHygiene, Makeup, Homme, Sun Protection, their skin, no matter their age or skin type, while
Dercos Hair Care protecting the environment and promoting

N Operating profit55.5billion euros, an increase ol3% (2019  Sustainability

N founded in1931by Dr Haller

A Sources oinfo:

A A major signals N https://www.caretobeauty.com/en/vichy/

N In202Q they launchedvichy Connect a series of livestream y ns-/mww loreal.com/en/activecosmetics
talks hosted by our mukilisciplinary medical experts which ™ §iisionvichy/

focus on the latest dermatological topics such as skin
Exposome factors, to help women understand how to

transform the future of their skin
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https://www.caretobeauty.com/en/vichy/
https://www.loreal.com/en/active-cosmetics-division/vichy/

AWe chose Paris mainly because
most of Vichy's products are located
and sold in Paris
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1 Analysis of the current situatiom past year
* 1.1 Influential business trends talate

The trend that has most influenced our
business so far is thechnologicalone

because in the past few years, Vichy invested
lot in technology (irR018 SkinConsult Alan
Alpowered skin diagnosis platform)

Strategic planning

1.2 Market analysis tedate

y  Perfumes, Cosmetics, and other Toilet
"~ Preparationsis a final level code of the

éManufacturing Division 8§IC Cod2844) and
Beauty Shops in PariSIC Cod&23))
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Ourlevelof competitivenesss higherthan La
RochePosayby 7% mainlydueto BrandExperience
(seeAnnexno.l) [IEl
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1.4 Current market segmentation talate

N Coreaudience segments @5-45yearold women
(career moms, women suffering from stressed and fatigued skin)

N Income medium/high income

N Need People, who want to take care of their skin, to feel mooenfortable
In their skin and better in general
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