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Introduction

e.l.f. Cosmetics is a brand that prides themselves
on creating high-quality beauty products at af-
fordable prices. Since 2004, e.|.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.

Mission

“We make the best of beauty accessible to every eye,
lip, face and skin concern.”
Vision
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.lf. pro-
vides the quality | am looking for at a price | can afford. At

least half of the makeup products | 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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Marketing
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Offline

e.lf. 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.

.
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Health & Beauty / Cosmetics & Makeup | e.lf. Cosmetics
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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, | 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.

Report Highlights

AVERAGE EMAILS / WEEK VS PREVIOUS PERIOD

6.00

90-DAY TREND LINE

m

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.

Channels overview
Feb 2024 - Apr 2024 Worldwide All traffic

® Desktop

Mobile

Total visits

2.57%

0.07%

Direct Email Referrals Social ~ Organic sea.. Paid search Display ads

Source: SimilarWeb



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.

1 CAMO 3 E.L.F.

JUST DROPPED 3¢ The NEW Camo dew-o Cosmetic Criminals: who the e.lLf. did it?

2 HOLIDAYS 4 DEW-0

Perfect gift? These holidays sets are *it* & JUST DROPPED 3¢ The NEW Camo dew-o

AVG SUBJECT LINE LENGTH

38 characters
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.

FEF receipt scanning 84. shop with afterpaye®

Earn rewards anywhere Play now. Pay later.
L™ J  you shop e.lf.

DOWNLOAD
THE E.L.F. APP

beauly Squad # Download on the GETITON
@& App Store » Google Play

© f X O & d

Unsubscribe My Account Contact Us FAQs Privacy Policy O 8
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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. | 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.

NEW! The H20 Proof Inkwell
Eyeliner hype is real 99 [inbox

. e.Lf. Cosmetics Feb 27 Unsubscribe  e*

FAN points: 140 rewards: $0
status | Free shipping on orders $35+

the e.l.f.z can’t
believe their eyes.

With so many five-star reviews,
NEW H20 Proof Inkwell Eyeliner
is already an eye-con.

We want your feedback! & (inbox|

e.l.f. Cosmetics Feb 28 Unsubscribe e«
tome v
a,e,h;JnE

Want a $25
.
gift?
At e.l.f. we are always striving to meet the needs

of our e.l.f.ing amazing community! We would
like to invite you to take this brief survey.

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.

dew it like an

e.l.f.ing pro.

heauty squad

EXCLUSIVE

it's the e.l.f.ing
weekend reward drop:
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Presence
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Website Design

E.LF. COSMETICS E.LF. SKIN

NEW  BEST SELLERS DISCOVER  e.l.f. CARES

POP NOW

JUICY ESSENTIALS

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 Google Lighthouse Analysis

-~
12 83 92 85
Performance Accessibility Best Practices SEO

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
SEQO, but it could definitely be improved upon when fixing the
website’s performance score.

Competitor Ulta’s Google Lighthouse Analysis

28\ 79 /74 @

Performance Accessibility Best Practices SEO

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.
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App Design

w T D
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e.l.f. Cosmetics e.l.f. Skin

Hey Lauren!

FAN | 150 Points | VIEW MY REWARDS

TIX

NEW! Stay... NEW! Bron... Power Grip... Glow Up Li

SRSLY Satin Lipstick \
Cherry, $3.00 \

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
15



Reviews
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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.

Average Customer Ratings (6487) Rating Snapshot

Overall * % k& K . 5 Stars 5063 2 Stars
WRITE A REVIEW
Quality of Product . 4 Stars 992 1 Star

Value of Product . 3 Stars 239

MOST HELPFUL FAVORABLE REVIEW MOST HELPFUL CRITICAL REVIEW

% % % % % 1 year ago * 77 7¢ ¥ 77 1 year ago
Bec09 Makeupfreak12

HOLY GRAIL! Acne

This product did not disappoint! WOW, | absolutely love it. It goes on super Stunning on, but broke me out after wearing for one day. Tried several other
cream and feels hydrating on the skin. This is my new makeup bag staple. ... times and woke up with new breakouts every morning. Unfortunately, | can't...

SHOW FULL REVIEW SHOW FULL REVIEW

209 of 237 people found this helpful 232 of 260 people found this helpful

Source: elfcosmetics.com

On e.lf.’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. 15



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.

Mentions & Reach Sentiment Days Weeks

07 Apr - 13 Apr 14 Apr - 17 Apr

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.

The Bazaarvoice
advantage

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

<script src="https://display.ugc.bazaarvoice.com/static/elfcosmetics/main site/e

vascript'></script> == $0

Source: elfcosmetics.com 17



Competitor Reviews

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.

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.
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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.

Elf Cosmetics Makeup Mist & Set

407/5 de W kK1

Source: influenster
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Social Media Analysis

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 | 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 1Q. 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.

elf's Cross-Channel Audience Export v

AUDIENCE Ll View all
elf ranks 1st of 2 companies for

elf
I‘ elf saw the most audience growth on

on msagram, I ] 1
on Instagram. ’
Ulta Beauty

Facebook Instagram Twitter YouTube TikTok

Source: Rival IQ

36 Rules of SM

Upclete your page, orF
#ﬂ? celete f.

10:02 Pl Despite Youtube being one of e.l.f. ’s least
< elf. Cosmetics SEEEEN popular social media channels, they still
Sl M Oke the effort to update it monthly in
Y ropuer oven order to keep it relevant. They are diligent

e Judge Beauty: Behind :

DRIl Ot updating every social media channel

Big Game Day Com...

R — Ide they are on in order to ensure that they are
P e.lf. Cosmetics Judge : i : 1
RM et following this rule, and not leaving out any
y 0:16

Behind the Scenes

M group of followers by making them feel as

I p— Judge Beauty: e.l.f.

e Il though they are neglected by the compa-

Day Commercial 20...

0:34 1 75K views - 3 weeks ago ny : 2 1

Source: Youtube @elfcosmetics




TS Forget incivicduals, you're crecriing
CNEOURAE)ES Groups o
O

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.

@ e.lLf. Cosmetics &
3d-Q

What's dewy, radiant. luminous, glowy &
e.Lf.in" hot!? () Our Halo Glow fam:

5 ways to glow all out:

() Boost your glow with Halo Glow Liquid
Filter: a multi-use glow booster that gives skin
aradiant effect IRL ($14)

(& sculpt your complexion with Halo Glow
Contour Wand: a blendable liquid formula for a
natural looking contour ($9)

(&) Add a luminous flush of color with Halo
Glow Blush Wand: a buildable liquid blush that
effortlessly blends into skin ($9)

Get a lit-from-within glow with Halo Glow
Highlight Wand: easy-to-use, liquid highlighter
wand ($9)

(&) set your look for a dreamy, airbrushed
finish with Halo Glow Setting Powder ($8) &
Halo Glow Powder Puff ($4)

Shop the whole Halo Glow fam NOW: https:// g
elfyeah.com/HaloGlowCollection or on
elfcosmetics.com & the e.l.f. app! ¥ Q 4 W

Liked by v.mestra14 and others
S steps to glow all out. elfcosmetlcs It's gettin’ hot in here @ Swipe

guve've been e.l.f.ing loving

Source: Instagram and Facebook 2 2
@elfcosmetics




%52 ) Pinterest works.

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 TO0M+ monthly views.

A e App Design Mood B...

Jelly Pop Dew Primer

Source: Pinterest: e.l.f. Cosmetics

A unique sticky gel texture primer infused with skin-loving
ingredients that helps keep makeup in place and features a
refreshing watermelon scent %

e.Lf. Cosmetics @
@ 170.2k followers Follow

Comments A

@ Slulu(tay's version) AHHH | ALREADY KNOW ITS A
DUPE FOR GLOW RECIPE .0 %
1d Reply Q@ -

s S_Where can | buy e.lf products in France plss ??
3w Reply L1

@ Rebecca (tortured poet) Off elf's website
” maybe?
3w  Reply V1

@ g Cute | luv elf products
w Reply < -

4 Comments wua Q

Q S Add a comment

e.l.f. Cosmetics
(]

Verified Merchant - @ elfcosmetics

elfcosmetics.com - Welcome to the beauty-verse: where every EYE @ LIP © FACE & and
SKIN CONCERN 0 can release your inner creative! & 100% vegan + clean...more 2 3

170.2k followers - 133 following

10m+ monthly views



elt’s
going global!

Is e.l.f. Truly
Global?

CANADA PHILIPPINES
DENMARK POLAND
EU RUSSIA
FINLAND SAUDI ARABIA
GERMANY SINGAPORE
HONG KONG SPAIN
INDIA SWEDEN
JAPAN TAIWAN
KOREA UAE
NORWAY UK

Source: Instagram @elfcosmetics

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.
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Start

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 ROL.

CTA and Personalization in Subject Lines
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. 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.

Source: ChatGPT
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Continue

Use of User-Generated Content

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.

Source: ChatGPT

Embracing and Responding To All Reviews

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.
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