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Abstract	

In	recent	years,	the	marketing	of	fashion,	luxury	goods,	and	beauty	brands	has	placed	
great	emphasis	on	social	media.	The	expansion	of	young	consumer	groups	has	brought	
about	 changes	 in	 digital	marketing.	As	 one	 of	 the	 foundation	 brands	 of	 the	modern	
beauty	 industry,	 Helena	 Rubinstein	 has	 also	 invested	 in	 digital	 marketing.	 Helena	
Rubinstein	has	realized	one‐to‐one	service	 through	digital	marketing,	which	not	only	
allows	customers	more	freethinking	space,	avoids	impulsive	shopping,	and	makes	more	
decisions	before	making	comparisons.	It	also	allows	online	services	to	be	available	24	
hours	a	day,	and	faster.	Not	only	after‐sales	service,	but	also	in	the	process	of	customer	
consultation	and	purchase,	the	company	can	provide	timely	services	to	help	customers	
complete	the	purchase.	
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1. Introduction	

Helena	Rubinstein	(Helena	Rubinstein),	started	in	1902,	is	the	top	luxury	beauty	brand	under	
L’Oréal	 Group.	 (Fashion	 Brands	 2021,	 n.d.).	 Helena	 Rubinstein	 strictly	 abides	 by	 the	 brand	
connotation	 of	 "rigorous,	 scientific,	 artistic,	 philosophical,	 and	 feminine",	 while	 constantly	
innovating,	 pioneering	many	 avant‐garde	 and	 bold	 styles,	 and	 becoming	 the	winner	 of	 the	
beauty	 brand.	 (Fashion	 Brands	 2021,	 n.d.).	 Helena	 Rubinstein	 is	 a	 skin	 care	 brand	
recommended	 by	 many	 people.	 Even	 though	 Helena	 Rubinstein's	 skincare	 products	 are	
relatively	 expensive,	 they	 are	 sought	 after	 by	many	women	 because	 of	 their	 good	 skincare	
effects.	

 

Figure	1.	Prodigy	Powercell	Foundation	Graphic	Charter	Advertising	Campaign	
	

Helena	Rubinstein	has	been	driven	by	the	natural	combination	of	science	and	art	(see	Fig.1),	
striving	to	maximize	the	beauty	of	women	and	the	promise	of	delaying	skin	aging.	With	the	
ultimate	combination	of	a	strong	brand	tradition	and	advanced	scientific	expertise,	with	the	
most	cutting‐edge	and	highly	concentrated	products,	it	provides	women	with	youthful	power	
with	remarkable	effects.	(L'Oréal,	n.d.).	
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2. The	Current	State	of	Innovation	

Digital	marketing	quickly	pushed	Helena	Rubinstein	into	the	public	eye,	making	it	easier	for	
more	people	to	buy,	contact,	and	even	understand	this	product.	Digital	marketing	has	increased	
the	 sales	 volume	 of	 Helena	 Rubinstein's	 brand,	 and	 also	 realized	 the	 concept	 of	 Helena	
Rubinstein's	 former	 founder	 "	 science	 in	 the	 service	of	beauty,	women's	 liberation,	 and	 the	
audacity	to	rewrite	the	rules."	(Helena	Rubinstein	Rubinstein,	n.d.)	
Helena	 Rubinstein	 is	 a	 highly	 profitable	 organization,	 supported	 by	 L'Oréal	 Group’s	world‐
renowned	cosmetics	manufacturers.	Therefore,	in	the	development	of	brand	strategy,	Helena	
can	easily	keep	up	with	the	development	of	the	times	and	even	walk	in	the	forefront.	

3. The	Internal	Factor	Evaluation		

The	 internal	 factor	 evaluation	 (IFE)	 matrix	 is	 a	 strategic	 tool	 used	 to	 assess	 the	 internal	
environment	of	a	company	and	reveal	its	strengths	and	weaknesses	(Jurevicius,	2014).	There	
are	many	internal	factors	that	affect	the	future	development	of	Helena	Rubinstein.		

4. The	External	Factor	Evaluation		

The	External	Factor	Evaluation	(EFE)	matrix	is	a	strategic	tool	used	to	examine	the	company’s	
external	environment	and	identify	available	opportunities	and	threats.	(Jurevicius,	2014).	With	
the	 rapid	 development	 of	 economy,	 technology	 and	 many	 other	 aspects,	 especially	 the	
acceleration	of	the	globalization	and	integration	of	the	world	economy,	the	establishment	of	
global	information	networks	and	the	diversification	of	consumer	demand,	the	environment	in	
which	enterprises	are	 located	has	become	more	open	and	 turbulent.	This	 change	has	had	a	
profound	impact	on	almost	all	enterprises.	Because	of	this,	environmental	analysis	has	become	
an	increasingly	important	corporate	function.	

5. SWOT	Analysis	

5.1. Strengths	
Since	2016,	Helena	Rubinstein	has	 started	 to	build	 social	media	 tried	 to	 apply	Key	Opinion	
Leader	 (KOL)	 in	 the	 early	 stage	 to	 gradually	 expanding	 its	 reputation	 and	 attracting	 new	
consumer	groups.	Helena	Rubinstein	has	worked	a	lot	on	the	Asian	platform.	They	concentrate	
a	lot	of	KOLs	on	RED,	which	introduces	and	share	their	products.	RED	is	a	shopping	sharing	
platform;	 all	 content	 is	 provided	 by	 users.	 Let	 users	 share	 and	 exchange	 real	 shopping	
experiences	and	discover	the	latest	and	most	popular	products.	For	example,	beauty	and	skin	
care	bloggers	introduce	Helena	Rubinstein	products	when	they	teach	or	share	their	makeup	
and	skin	care	skills.	Helena	Rubinstein	reached	out	to	the	audience	through	the	popularity	of	
KOLs	and	conveyed	key	brand	messages	to	their	large	number	of	social	media	fans	to	help	drive	
conversions.	 Convey	 the	 avant‐garde	 spirit	 of	 the	 brand	 and	 carry	 out	 effective	marketing	
information	dissemination.	(Rozario,	2019)		
The	research	was	reported	in	the	national	news	that	Helena	Rubinstein	also	awarded	prizes	to	
winning	fans	who	shared	their	videos	"in	the	same	video"	with	brand	ambassador	Hua	Chenyu,	
which	brought	more	than	90	million	views	to	the	beauty	brand.	(Lin,	2019)	

5.2. Weaknesses	
However,	compared	with	China's	online	platform	publicity,	the	response	of	foreign	platforms	
is	somewhat	weak.	The	response	of	Helena	Rubinstein's	foreign	platforms	is	not	so	enthusiastic,	
and	there	are	not	too	many	KOL	or	influencers	as	sales	orientations.		
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Although	Helena	Rubinstein	has	basic	propaganda	on	Instagram,	Facebook,	Youtube	and	other	
social	media,	they	all	rely	on	passive	propaganda.	Hence,	this	has	led	to	the	fact	that	Helena	
Rubinstein	has	insufficient	market	expansion	capabilities	in	the	United	States.	

5.3. Opportunities	
With	 the	 advent	 of	 the	 COVID‐19	 epidemic,	 many	 offline	 stores	 have	 faced	 challenges.	
Simultaneously,	the	development	of	the	Internet	has	ushered	in	new	opportunities.	The	"home	
economy"	such	as	online	shopping	and	online	entertainment	has	risen	rapidly.	This	also	allows	
Helena	Rubinstein	to	seize	the	opportunity	in	digital	sales.	

 

 

Figure	2.	Retail	E‐commerce	sales	worldwide	from	2014	to	2024	(Source:	Chevalier,	2021)	
	

Chevalier	(2021)	gave	a	detailed	figure	that	global	retail	E‐commerce	sales	have	been	brewing	
a	growing	trend	from	2014	to	2021,	and	it	is	predicted	that	there	will	be	continuous	growth	in	
the	next	three	years.	This	fully	reflects	the	huge	commercial	potential	of	digital	marketing.	

5.4. Threats	
Although	Helena	Rubinstein	took	the	lead	in	digital	marketing,	Shiseido,	Estee	Lauder	and	La	
Mer,	which	are	mainly	engaged	 in	beauty	brands,	and	La	Mer,	who	are	Helena	Rubinstein's	
strongest	rivals,	have	also	begun	to	get	involved	in	digital	marketing.	

 

Figure	3.	La	Mer	Hydrating	Serum		
	
LA	MER	is	the	top	brand	under	the	Estee	Lauder	Group.	(Estée	Lauder	Companies,	n.d.).	From	
the	product,	packaging,	and	texture,	LA	MER	has	taken	a	route	of	simplicity	and	efficiency	(see	
figure	 3).	 The	 planning	 of	 various	 product	 series	 is	 very	 intuitive,	 and	 the	 design	 is	 more	
advanced,	 which	 is	 more	 in	 line	 with	 the	 simple	 and	 elegant	 tone	 of	 high‐end	 products.	
(Packaging	Of	The	World,	2017).	On	the	other	hand,	the	image	Helena	Rubinstein’s	product	by	
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Hondos	Center	 (2020)	 shows	 the	packaging	of	Helena	Rubinstein	 is	 relatively	ordinary	and	
monotonous.	
	

 

Figure	4.	Helena	Rubinstein’s	product	
	
At	present,	the	daily	digital	marketing	models	of	individual	companies,	including	L'Oréal,	are	
roughly	the	same,	and	competition	in	the	field	of	digital	marketing	is	becoming	more	and	more	
fierce.	How	to	achieve	differentiation	and	special	features	in	the	fierce	digital	marketing	field	is	
a	difficult	problem	that	Helena	Rubinstein	needs	to	solve.	

6. Innovative	Strategic	Plan	

The	 uncertainty	 and	 challenges	 of	 economic	 development	 have	 further	 stimulated	 greater	
vitality	in	the	commercial	society.	Especially	in	the	digital	marketing	sector,	brand	owners	have	
shown	 a	 stronger	 motivation	 for	 innovation,	 exhausted	 various	 methods	 and	 flexibly	
responded,	so	that	the	communication	between	brands	and	users	is	uninterrupted.	
When	using	KOL	marketing,	the	brand	should	not	only	focus	on	the	top	influencers,	but	through	
the	system	of	celebrities	and	amateurs,	create	an	atmosphere	in	which	the	whole	people	drive	
the	marketing	of	goods,	 cause	consumers	 to	 follow	suit,	and	set	off	a	popular	 trend	 for	 this	
product.	Besides,	enhance	the	volume	and	popularity	of	the	brand.	
Through	vertical	celebrities	to	open	up	different	circles,	with	the	effect	of	circle	penetration,	
consumers	will	have	a	desire	to	experience	or	own	the	products	of	Helena	Rubinstein.	When	
the	ordinary	person	starts	to	recommend	the	brand	repeatedly,	 it	will	allow	users	to	form	a	
more	real	perception	and	finally	achieve	effective	conversion.	

7. Conclusion	

Combining	the	above	analysis,	we	use	the	strategic	analysis	tool	SWOT	model	to	analyze	Helena	
Rubinstein's	 digital	 marketing	 strategy	 package.	 Including	 strengths,	 weaknesses,	
opportunities	 and	 threats,	 it	 integrates	 and	 summarizes	 all	 aspects	of	 internal	 and	external	
conditions,	 and	 analyzes	 the	 strengths,	 weaknesses,	 opportunities	 and	 threats	 of	 Helena	
Rubinstein's	 digital	 marketing	 strategy.	 The	 balance	 of	 these	 factors	 determines	 what	 the	
company	 should	 do	 and	 when.	 Therefore,	 clearly	 determining	 the	 company’s	 resource	
advantages	and	deficiencies	and	understanding	the	opportunities	and	challenges	the	company	
faces	are	of	vital	importance	to	formulating	the	company’s	future	development	strategy.	
Through	 the	 results	 of	 digital	 marketing	 analysis,	 Helena	 Rubinstein's	 social	 sharing	 and	
marketing	interaction	effects	are	far	better	than	offline	marketing	models.	But	online	marketing	
alone	is	difficult	to	build	trust	and	build	a	brand.	Helena	should	focus	on	the	development	of	a	
marketing	model	with	interaction	as	the	core,	and	comprehensively	use	both	online	and	offline	
to	 guide	 each	 other.	 Offline	 publicity	 can	 guide	 customer	 groups	 to	 pay	 attention	 to	 online	
marketing	 channels,	 such	 as	 the	 company’s	 website,	 while	 online	 publicity	 can	 also	 guide	
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customers	to	purchase	products	offline,	allowing	consumers	to	independently	choose	their	own	
consumption	methods.	Therefore,	the	perfect	combination	of	traditional	marketing	and	digital	
marketing	 is	 the	best	marketing	method,	 and	 it	 is	 also	 the	most	 important	point	 for	 offline	
marketing	companies	to	carry	out	online	marketing.	
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