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Clinique’ s position in the skincare market
has notably declined as consumers are be-
coming more aware of harmful ingredients
in their products. The brand has come un-
der fire for finding concerning levels of Ben-
zene, a known carcinogen, and other harsh
ingredients in its products (Sophia, 2024). As
the clean beauty movement gains traction,
companies that resist change are quickly
losing ground. Brands prioritising transpar-
ency and sustainability are thriving, witness-
ing higher conversion rates and improved
customer loyalty (Cosmetics Business, 2024).

In stark contrast, Clinique’ s market valu-
ation has fallen from $6.1 billion to $4.8 bil-
lion (Statista, 2024), largely due to its ad-
herence to outdated formulas and failure
to meet modern consumer expectations.
The post-pandemic era has heightened
awareness of health risks, fuelled by expert
opinions, consumer feedback, and major
social media scandals (Drenik, 2024). To re-

Clinique effectively address-
es the needs of consumers
seeking scientifically support-
ed beauty solutions through
a streamlined and straight-
forward three-step skincare
regimen (Nast, 2024). Its pri-
mary demographic consists
of women aged 22-34 world-
wide, providing products
aimed at preserving youthful-
ness and enhancing natural
beauty. With a carefully craft-
ed segmentation, targeting,
and positioning (STP) strategy,
Cliniqgue successfully caters
to a diverse global market.
Concurrently, there is a nota-
ble increase in the demand
for ‘Clean Beauty,” par-
ticularly among Generation
Z and Millennials, who are in-
clined toward wellness-orient-
ed products (McKinsey, 2024).
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Increase Clinique’ s
social media en-

gagementin the
Asian market by 50%
in 12 months through
an interactive cam-
paign on ingredient
transparency and
sustainability. Track
engagement met-
rics like likes, shares,
and comments to
fine-tune content
strategies.
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gain its competitive edge, Clinique must in-
novate by introducing an organic product
line and revamping its marketing strategy.

(Statista, 2023)

Global Revenue for natural and organic skincare (in billion U.S. dolars)

While Clinique has established brand rec-
ognition in this demographic, it faces
challenges in conversion due to a lack of

‘organic’ product offerings, which are
becoming an increasingly influential factor
in purchasing decisions. Additionally, grow-
ing consumer scepticism regarding green-
washing poses a significant concern, as
65% of adults express difficulty in discerning
the authenticity of a brand’ s eco-friend-
ly claims (Cosmetics Business, 2024). As the
demand for genuine authenticity esca-
lates, so too does the scrutiny over poten-
tially misleading sustainability messaging.
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INTERNAL & STRATEGY

EXTERNAL ANALYSIS

Cliniqgue’ s entry into the fiercely com- Being a brand developed by dermao- (Clinque, 2025)

petitive Asian organic skincare mar- tologists, Clinique possesses a unique
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sumer preference for clean beauty has
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Tok (Business of Fashion, 2023). Conse-
quently, Clinique confronts intense rivalry
from such brands that have already se-
cured significant consumer attention.
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A robust value proposition enhances brand differentiation, fosters trust
and promotes consumer engagement (Payne, 2017). This involves under-
scoring a dual legacy of clinical expertise and natural efficacy for Clin-
ique, appealing to scientifically minded and eco-conscious consumers.

STRATEGY

The app will promise a 360-degree brand experience, allowing users to purchase prod-
ucts and educate themselves on the ‘Clean Confidence’ initiative, fostering sustained
engagement and brand community development (WGSN, 2024). Clinique will integrate
a ‘Skin Wellness Journey’ game into the app. Users will begin by completing a skin-
type assessment quiz to identify their skincare needs. Based on their quiz results, they
will follow a personalised path, learning about organic ingredients, COSMOS stand-
ards, and how Clinique’ s products can address their skin concerns. As users progress,
they earn points, badges, and rewards, such as skincare tips and exclusive discounts.
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YOUR STRENGTH

Which of the following factors influence your decision when purchasing
organic skincare? (Select all that apply)

100

The app will also encourage social sharing, allowing users to invite peers or compare pro-
gress. Survey findings support this tactic found in Appendix B, where 84% of respondents
stated that product efficacy was a top priority in skincare purchases, highlighting the impor-
tance of education around ingredient function and results. Collectively, the app possesses
the potential to deepen customer loyalty, elevate satisfaction, and supply Clinique with in-
valuable insights into consumer behaviours and preferences, improving its market position.
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The “Clean Confidence” campaign is set to revolutionise the launch of
Clinique’ s new organic product line by harnessing the power of Al-driv-
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TARGETING & SEGMENTATION
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Clinigue’ s targeting and segmentation strategy should focus
on consumers aged 18-24, particularly women, who prioritise
value-driven, ethically conscious, and digitally proficient attrib-
utes. This demographic has emerged as a significant group in
the primary research, see Appendix B. These consumers are in-
fluenced not only by the efficacy of skin care products and the

gaging (WGSN, 2024). Furthermore, a staggering 91% of South-
east Asian consumers and 97% of Chinese shoppers actively
evaluate brand ethics before making a purchase (WGSN, 2024).

The data also reveals that product effec-
tiveness, brand reputation and clear in-
gredient communication are the top three
purchase drivers. Certifications such as
COSMOS and regular ingredient-checking
habits were also highlighted, with many
stating they “always” or often review for-
mulations before buying. Notably, consum-
ers expressed a strong desire for brands to
clearly explainwhatmakesingredients “or-
ganic,” flagging a need for transparency
to avoid perceptions of greenwashing.

A Cronbach’ s Alpha analysis of key Lik-
ert-scale questions, trust in organic tran-
sition, purchase likelihood, and impor-
tance of certification, returned a score of
0.55, indicating moderate internal con-
sistency. This suggests that the questions
capture different aspects of consumer
behaviour rather than a unified belief
(Collins, 2007). Therefore, while the survey
data provides valuable insights, it should
be interpreted with caution. Future re-
search might benefit from more target-
ed segmentation or refined questions.

Customer Journey Model (McKinsey, 2009)

AWARENESS

Xiaohongshu, Instagram
Influencers

FINDABILITY

Searchable content,
SEO, Jargon-Free
Language

REPUTATION

Third-Party Certification,
Ethical Storytelling, Edu-
cational Resources

CONVERSION

Mobile App, Exclusive
Offers, Pop-Up Stores

When asked about the longevity of the
clean beauty trend, most agreed it is a
“long-term movement,” driven by in-
creased education and concern for health
and sustainability. However, some respond-
ents indicated that they are concerned It
is just a  “marketing strategy.” These in-
sights suggest that Clinique’ s success in
the Asian market will depend on how well
it embraces transparency, proves prod-
uct efficacy, and aligns with the values of
a younger, more conscious generation.
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Value hacking and af-
fordable indulgences sig-
nificantly influence con-
sumer  behaviour,  with
80% of shoppers seeking
inexpensive yet enjoyable
treats (WGSN, 2024). Clin-
ique can capitalise on this
trend through tiered loyalty
rewards and exclusive dis-
counts via a mobile app,
enhancing both exclusiv-
ity and perceived value.
This approach aligns with
the digital shopping habits
of the target demograph-
ic, who frequently engage
with mobile apps and dis-
cover products on plat-
forms such as Xiaohongshu
and Instagram (Vogue Busi-
ness, 2024). By leveraging
these insights, Clinique can
cultivate deeper emo-
tional connections and
long-term brand loyalty,
prioritising relationship eg-
uity over mere transactions.

To effectively connect with
this audience, Clinique
should employ an intersec-
tional targeting approach
that delves into the emo-
tional triggers influencing
purchasing behaviour, in-
cluding eco-anxiety, skin
sensitivity, and the pursuit
of self-care. Additional-
ly, it is crucial to acknowl-
edge the intricate nuanc-
es of regional and cultural
identities that shape con-

transparency of ingredients but also by their emotional, social, ADVOCACY SCLZJmL'e)l;I prefScrjench.es (2%5”
and environmental values. Research indicates that 84% of Asian Abb Gamificati social (R0 HEOE ).
consumers expect brands to align with their beliefs before en- Sr?opie amification, socia

en programmatic advertising. This innovative, data-centric strategy em-
ploys real-time bidding (RTB) to ensure that Clinique delivers personal-
ised content to distinct audience segments across Asia, tailored to their
unique interests and behaviours. This level of precision not only enhanc-
es efficiency but also elevates regional relevance (Meirezaldi, 2023).

With super-apps influence in Asia, Clinique will strategically place ads within
platforms where consumers engage with beauty content, ensuring contex-
tual relevance and seamless transitions from ad exposure to app interaction.
From this, there will be a surge of traffic to Clinique’ s new app and a sig-
nificant boost in brand visibility and consumer engagement in key markets.
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“72% of APAC shop-
pers will spend more
with companies offering

seamless omnichan-
nel experiences.”
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