By implementing the proposed initiatives in sunscreen market in Asia L'Oréal Group will

Executive summary
introduce digital technologies in physical stores and increase sales by 7,66% during 2021-2025

@ Developed project aimed at digitalization of L'Oréal while maintaining the flow of

@ ..will generate a profit of
customers both in the physical and digital space ...
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Market & The active dynamics of the sunscreen market in the Asia-Pacific region and the stable demand
target audience provide an opportunity to identify the target consumer and its core values

@ Since skincare market has a 5% CAGR and @ ... and L'Oréal successfully compete in skincare, @ ... suncare market is a great opportunity

is the 2"d segment in the beauty industry... which accounts for 40% of its performance... due to tourism recovery and a 7% CAGR
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Initiatives & Based on key consumer values and trends in the suncare market in APAC, an initiative to
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