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Case Assignment 7
L'Orela's integrated marketing strategy circles around coordinating mix marketing activities. This is possible via using the most excellent channels as well as ensuring a constant brand message over several years. One of the strengths for the strategy of coordinating mix marketing activities is that it is able to meet the local needs as well as developing needs that are preferred by customers (Pride & Ferrell, 2016). In other words, customers from Europe, Africa, America and Australia can easily purchase products of their choices. Another strength is that it is able to aid in the manufacture of products that account for diverse populations, skin types and genders. However, this strategy has the weakness of demanding high expenses as well as difficulties in determining an effective target. As such, stiff competition in the market has made it difficult for L'Oreal to identify ready market in some places. 
Brand ambassadors are fundamental for L'Oreal since they will aid in advertising the products. Brand ambassadors are expected to communicate and spread positive brand conversations that can convince consumers to purchase the products. On the same note, brand ambassadors will also aid the company to be recognized globally. Brand ambassadors are effective since they will guarantee more productivity and growth to the company (Pride & Ferrell, 2016). One risk associated with choosing a brand ambassador is the fear of disappointment. Since brand ambassadors know a lot about the company, this can be dangerous in case they part with the company. Brand ambassadors may end up tarnishing the company’s name. It is important to have a story to tell when developing content marketing stories share a real experience. In this case, it is imperative to communicate to the consumers regarding the way they will benefit with the products through the story. As such, this will motivate the consumers to purchase the products.
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