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e.l.f. Cosmetics is a brand that prides themselves 
on creating high-quality beauty products at af-
fordable prices. Since 2004, e.l.f. Cosmetics has 
made high quality beauty products accessible to 
everyone, without compromising their values as a 
company. They pride themselves in being a cruel-
ty-free beauty brand, as well as all of their prod-
ucts being 100% vegan.

“We make the best of beauty accessible to every eye, 
lip, face and skin concern.”

To create a different kind of beauty company by 
building brands that disrupt norms, shape culture & 
connect communities through positivity, inclusivity 
and accessibility.
This document will look overall at e.l.f.’s marketing, 
and digital marketing stratagies, competitor in-
sights, and analysis, as well as overall suggestion to 
improve the brand as whole. 



Personal Connection
e.l.f. cosmetics is an important brand to me as a user of 
makeup on a daily basis. They provide high-quality products 
for such an affordable price, and as a college student who 
can’t always afford to spend $20 on a mascara, e.l.f. pro-
vides the quality I am looking for at a price I can afford. At 
least half of the makeup products I use on a daily basis are 
e.l.f. brand, and it’s not only because of their quality, but be-
cause of the brands marketing strategies that have led to 
its recent increase in popularity.
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Offline
e.l.f. realizes that it is important to have a marketing 
plan and not a digital marketing plan, and they prove 
this by utilizing different offline marketing tools such as:
• TV Advertisements 
• Billboard Advertisements

By utilizing a offline marketing plan in addition to their 
digital marketing plan, it creates an omnichannel, in 
which consumers can see a cohesive brand image 
across all platforms, both digital and offline.

Source: iSpot.tv Source: @e.l.f.cosmetics
Instagram
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Email
With email marketing being so important for B2C communication, it 
is imperative that every company does it well. In order to look at e.l.f.’s 
email marketing strategies, I subscribed to their email distribution list, 
and looked into their email marketing habits. Currently, they send on 
average 1 email per day, which is known to be abusing your contacts. 
Contact is king in marketing, and by sending 7 emails a week, e.l.f.’s 
email unsubscribe rate is likely incredibly high. To practice A/B test-
ing it would be smart to begin sending 3-4 emails a week and seeing 
how consumers react until they meet the Goldilocks principle.

Source: mailcharts

Based on SimilarWeb’s analysis of their website visits through email, 
it is clear that consumers have become numb to e.l.f. ‘s emails, lead-
ing to email being the lowest means of accessing their website, and 
completely reducing the ROI rate that email is known for.

Source: SimilarWeb
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With high ROI being a large benefit of email marketing, e.l.f.  should 
work on ensuring that their emails are being seen. They currently send 
emails daily around noon, and as a B2C focused company, it would 
be beneficial to test seeing how consumers would react to emails sent 
later in the evening, rather than during the work day.  They do follow 
the CAN-SPAM regulations, allowing users to opt-out of emails every 
email sent.

Source: mailcharts

 e.l.f. follows CAN-SPAM regulations in all of their emails by ensur-
ing that every user is aware and has the opportunity to opt-out 
of receiving emails from the company. This is very important as 
it is a law that companies must follow, but because of this factor 
it is important that e.l.f. begins sending less emails in order to en-
sure they don’t lose contact with their email subscribers.
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Content & Branding
In general, they lack CTA in their email subject lines, and these subjects 
could be more concise. They take a brand focused approach in the sub-
ject lines of most emails, however on average they have a “shop now” 
button within every email. I have never received any personalized sub-
ject lines from them. The example below on the left represents their av-
erage email, and subject line, with a less common CTA  focused email 
and subject line on the right in which they are practicing reciprocity in 
which you give them your feedback, and they give you a gift in return.

Overall, e.l.f. is very strong when it comes to providing cohesive 
branding across all platforms. They use language that is recognizable 
to those in the e.l.f. community, creating a way to solidify brand 
recognition to consumers.
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Website Design

Why Re-
views Mat-
ter

e.l.f. utilizes branding and their rewards system in order to 
create a website for consumers that feels authentically them. 
e.l.f.’s website features their typical black and white base, al-
lowing the photos and products to be the pop of color that 
website needs. e.l.f. attempts to maintain an affordable 
brand image within their website by highlighting the deals 
they offer their rewards members, and by making it easy to 
sign up. Their website however does have many issues, includ-
ing a significant amount of lag when attempting to move 
pages, and images simply not appearing on the page, due to 
the fact that they have failed to load in. The reason for this 
can be very easily explained on the next page of this docu-
ment.
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SEO and Performance

e.l.f’s website really lacks in performance, and this is clear 
when navigating their website. Things load very slowly, and 
overall as a user it is frustrating to navigate due to how long 
it takes for everything to load. They do not have super low 
SEO, but it could definitely be improved upon when fixing the 
website’s performance score.

e.l.f.’s Google Lighthouse Analysis

Competitor Ulta’s Google Lighthouse Analysis

Ulta more than doubles e.l.f. ’s website in performance, 
and also wins in terms of SEO, thus emphasizing that 
e.l.f. needs to make changes to their website.



Competitor Ulta’s Google Lighthouse Analysis
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App Design
The design of the app is very cohesive 
with their website, but offers unique 
features. One thing they offer on the 
app is a receipt scanner, in which con-
sumers can scan their receipt with any 
e.l.f. products on it in order to earn re-
wards points. Additionally they offer a 
virtual try-on function which is a great 
example of using augmented reality in 
their app.  

The virtual try-on feature of the app 
allows users to test out a color or 
shade of any product before deciding 
what to purchase. This feature also 
adds a level of personalization, as it 
creates an environment that feels as 
though it is being catered to the user, 
and the user gets the opportunity to 
see themself in the app.

While the app has many great fea-
tures, and overall positive reviews, it 
also has performance problems. It lags 
and takes a long time to load like the 
website, and that leads to consumer 
frustration, and tells consumers that 
they cannot trust the app to fulfill their 
needs
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Reviews
Why Reviews Matter
Product reviews give consumers social proof through 
UGC (User-generated content) so that they can make 
informed decisions as consumers. Aside from informing 
consumers, they also inform the brand so that they can 
make important changes to their app, website, or prod-
ucts. 

Reviews are also a way to develop earned media, which is 
the “E” in POEM.  Due to reviews’ ability to give consum-
ers a voice, reviews are a very common WOM (Word-of-
mouth) channel in which consumers are able to get other 
consumers’ opinion in an easy and accessible way.

On e.l.f. ’s website, it is clear that as a brand they know 
that positive and negative reviews are helpful, by high-
lighting both for the consumer. 

Source: elfcosmetics.com
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Review Overview
Sentiment
E.l.f. can learn and improve a lot through reviews, and while 
they have a very high review average, there is still much 
to be taken from negative reviews. By taking problems such 
as app glitches, and fixing them based on reviews, they are 
helping foster an environment that is customer-focused. 
Customer service is also very important when so many con-
sumers are having technology issues with their website and 
app, and one thing e.l.f. does a great job of is responding 
to consumers’ reviews, and offering support for them.

A product review on e.l.f.’s website that has 6,498 reviews 
had 6,303 reviews that were 3-5 stars, and only 195 re-
views with 1-2 stars. The average rating was 4.7, which 
seems to be pretty consistent with most of their products, 
showing that consumers are being listened to, and receiv-
ing the things they want from e.l.f. as a company.

After conducting social listening on Brand24, it shows 
across all channels that the positive reviews outweigh the 
negative ones, even beyond traditional reviews. 

Source: Brand24 16



Review Improvement
e.l.f. has room for improvement on their website and app, 
as there are a few key attributes to reviews that consum-
ers look for, that their website is missing. One thing they 
are lacking is a review authenticator option, in which con-
sumers can click to only look through the reviews on their 
website that have been made by verified buyers. This 
increases the risk of “astroturfing”, and leads to lack of 
trust and transparency for consumers. Additionally, many 
other websites offer the option to publish photos along 
with their review, and e.l.f. is missing that feature on their 
website. 

One tool that e.l.f. utilizes on their website in order to make 
marketing more efficient, increase trust and credibility to 
consumers, and makes it easier to engage with consumer 
reviews across multiple platforms. The tool is called a review 
syndicator, and there are many options out there for brands 
to pick from, but specifically e.l.f. utilizes one called 
Bazaarvoice. Consumers can see if a brand uses a syndica-
tor by looking at the websites source code, and finding a 
plug-in used specifically for syndicators

Source: Ba-
zaarvoice

Source: elfcosmetics.com 17



Competitor Reviews

Positive Reviews: 
Similar to the e.l.f. app, the feature of the Ulta app that 
consumers love most are the deals they can get on the 
app. They also just seem to enjoy the experience of this 
app over competition like Sephora.

Negative Reviews: 
It also seems that updates are a consistent issue be-
tween the Ulta app, and the e.l.f. app. Consumers voiced 
how they were unable to save favorite products any-
more, and were just frustrated with app problems post 
update. 

When looking at Ulta’s app reviews 
in comparison to reviews for e.l.f. 
there are definitely similarities in 
the consensus. Ulta is a much larg-
er corporation than e.l.f. so consid-
ering they both have around 4.7 
stars for their apps, the problems 
people are running into with both 
of their products are more univer-
sal within the beauty industry.
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Review Generation
How Does e.l.f. Get Reviews?
As a brand, e.l.f. does not ask for reviews in emails, or af-
ter buying a product, instead they thrive in the growth of a 
review environment that has been created on social media 
today. They use a mixture of: 

 » Influencer Marketing
 » User Generated Content
 » Advocacy Platforms 

This way of review generation is important for their brand, 
as it develops a large amount of earned media, and 
brand trust. It also gives consumers the opportunity to 
give advice to other consumers through WOM.

Source: TikTok

Source: influenster
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Social Media Analysis

36 Rules of SM

e.l.f. Cosmetics is active across many social media channels including Ins-
tagram (10.2M), Facebook (2.5M), X/Twitter (798.8K), TikTok (1.4M), Youtube 
(122K), and Pinterest (170k). They have a consistent social media handle @
elfcosmetics across every platform, making it simple for consumers. One 
of the social listening tools I used to look at their social media audience in 
comparison to other beauty brands such as Ulta to see how e.l.f. stands out 
is Rival IQ. Based on the chart below it’s clear how much of an impact Tik-
Tok can have on a company, because the major reason e.l.f. ranks above 
Ulta in terms of audience is because of Ulta’s lack of a TikTok account. e.l.f 
proves themselves having a strong social media presence by outcompet-
ing a large beauty brand like Ulta.

#17#17 Update your page, or Update your page, or 
delete it.delete it.

Despite Youtube being one of e.l.f. ’s least 
popular social media channels, they still 
make the effort to update it monthly in 
order to keep it relevant. They are diligent 
at updating every social media channel 
they are on in order to ensure that they are 
following this rule, and not leaving out any 
group of followers by making them feel as 
though they are neglected by the compa-
ny.

Source: Youtube @elfcosmetics

Source: Rival IQ
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e.l.f. is very intentional within their social media presence to 
create a community within their content. They use terminol-
ogy such as “fam” on their Instagram and Facebook, allow-
ing users to feel they have something to be a part of within 
the company. Additionally they utilize weekly posts in which 
people who create makeup looks using e.l.f. Cosmetics have 
the opportunity to be featured. They create captions using 
the key words “our community”, reminding users that they 
are a part of something greater than themselves.

#28#28 Forget individuals, you’re creating Forget individuals, you’re creating 
content that encourages groups to content that encourages groups to 

form.form.

Source: Instagram and Facebook
@elfcosmetics
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e.l.f. knows that Pinterest works, and they show this by consistently 
posting and updating their page. This is not only a great channel for 
them to publish all of the images used for their different campaigns, but 
it is also a space in which consumers can have conversations with one 
another, and pin different products they want to try. Not only do they 
post consistently on Pinterest, but they are proof that it works, as they 
have 170.2k followers and 10M+ monthly views.

#32#32 Pinterest works.Pinterest works.

Source: Pinterest: e.l.f. Cosmetics
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Is e.l.f. Truly 
Global?

While e.l.f. announced in 2021 that 
they were officially going “global” in 29 
countries, they are missing out on one 
of the biggest economies, out there by 
not selling in China. They do however 
consider cultural differences between 
for example the UK and the US, by 
having a separate Instagram page, 
and website in order to properly target 
those different audiences, in order to 
give consumers what they want to see.  
But ultimately to answer the question, 
yes e.l.f. has gone global, but it could 
be beneficial to re-evaluate where 
they have gone global, and why. 

Source: Instagram @elfcosmetics
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Improving Website and App Performance
Based on the Web.dev analysis of e.l.f.’s website and app reviews, the perfor-
mance of their website and app seriouslyneeds to be improved. If the perfor-
mance of both are improved by developers, it would reduce the amount of 
consumers who look to third-party websites to purchase their products, in-
creasing ROI.

Start

Increased Click-Through Rates (CTR):
Including clear and compelling CTAs prompts recipients to take action, 
such as visiting the e.l.f. website, exploring new products, or participating 
in promotions. For instance, a CTA like “Shop Now” or “Discover Your Perfect 
Shade” can entice subscribers to engage with the email content and ul-
timately make a purchase. By strategically placing CTAs throughout the 
email, e.l.f. can guide customers towards desired actions, leading to higher 
CTRs.

CTA and Personalization in Subject Lines

Source: ChatGPT

Stop
Sending So Many Emails
While frequent communication with customers is essential for maintaining brand 
visibility and engagement, bombarding subscribers with daily emails can have 
detrimental effects on e.l.f. Cosmetics’ email marketing strategy. Sending emails 
every single day risks overwhelming recipients, leading to email fatigue and 
potentially causing them to unsubscribe or mark emails as spam. Moreover, 
excessive email frequency can diminish the perceived value of each message, 
reducing open rates and click-through rates over time. Instead of fostering 
positive customer relationships, this approach may result in annoyance and dis-
engagement. Therefore, e.l.f. Cosmetics should consider scaling back their email 
frequency to strike a balance between staying top-of-mind and respecting their 
subscribers’ inbox preferences, focusing on quality over quantity. impactful 
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Use of User-Generated Content

Embracing and Responding To All Reviews

e.l.f. Cosmetics should continue utilizing User-generated Content (UGC) as it 
serves as a powerful tool for enhancing brand authenticity, and fostering com-
munity engagement. By incorporating content created by their own customers, 
e.l.f. not only showcases real-life experiences and diverse perspectives but also 
strengthens the sense of community around their brand. UGC provides social 
proof, reassuring potential customers about the quality and effectiveness of
e.l.f. ’s products through the experiences of fellow consumers. Moreover, featur-
ing UGC in their marketing efforts humanizes the brand, making it more relat-
able and approachable to their audience. Through strategic curation and inte-
gration of UGC across various channels, including email campaigns, social media, 
and product pages, e.l.f. effectively leverages the creativity and advocacy of its 
customers to amplify brand awareness and drive engagement. 

By embracing and responding to both positive and negative reviews, e.l.f. is wel-
coming in both good and bad, and giving their consumers the opportunity to 
make informed decisions, and feel supported in giving the brand feedback. 
The contents of one consumer’s negative review could be exactly what a con-
sumer is looking for, and can also inform the brand on what improvements need 
to be made. By showing consumers both a negative and positive review on their 
website, and responding to all types of reviews, they foster a transparent envi-
ronment consumers can trust. 

Source: ChatGPT


