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Background 

L’Oreal Israel, a fully owned subsidiary of L’Oreal Paris, which operates in 18 countries, 

launched in Australia, selling its Natural Sea Beauty product line across Target stores 

nationally.  

Natural Sea Beauty harnesses the natural moisturising through the Dead Sea minerals to 

create facial skin care products for healthier and naturally beautiful looking skin. 

The Dead Sea is the most mineral rich water source all over the world, well known for the 

unique healing and therapeutic properties of its minerals.  

Objectives 

 To promote Natural Sea Beauty by L’Oreal Israel within Target stores Australia-wide  

 To increase awareness of the L’Oreal Israel brand 

 To drive traffic to the Natural Sea Beauty by L’Oreal Israel product within the 

cosmetic section of Target 

 To utilise the dead-space potential in order to maximise and benefit from the 

advertising opportunities that exist in-store and at point of sale 

 To create some theatre in the entrance of Target stores using impactful floor decals 

that draw significant interest to the Natural Sea Beauty by L’Oreal Israel product line 

 To devise an effective medium that can easily be installed in store 

Campaign Activity 

Highly impactful floor decals were installed in selected Target stores for a 4 week period in May. Placed in strategic in-store locations (such as the main 

store entrance and within the cosmetic section itself); the campaign was designed to direct traffic to the Natural Sea Beauty by L’Oreal Israel product 

within the cosmetic section of Target.   

Key communication 

The key communications for this campaign were as follows: 

1. That L’Oreal Israel had launched in Australia 

2. That the Natural Sea Beauty product line was available within all Target stores Australia-wide 

3. That the Natural Sea Beauty product line is extensive and includes a range of beauty products 

4. That Natural Sea Beauty by L’Oreal Israel is made up of Dead Sea minerals such as calcium, potassium and magnesium, well known for their 

contribution to healthier and beautiful looking skin 

Results 

As a result of the 4 week campaign, the results proved to be 

overwhelmingly positive: 

1. 66.67% of all YTD sales occurred in May  

2. 625% increase in sales from April to May 

3. Monthly sales figures (per 100 units sold)  show the 

impact of the campaign (see right)  

4. The floor decals certainly captured consumer interest 

with its highly impactful 3D-like design 

5. The floor decals allowed L’Oreal Israel to advertise its 

Natural Sea Beauty products in prime in-store locations 

and thus maximise the “dead-space” potential that exists 

within Target stores  

6. Target stores not represented in this campaign 

experienced no uplift in sales in May (from previous 

months) 


