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Creative Brief Form 

Why Are We Advertising? 

A new product launch, but also brand reminder. It is also to introduce the new celebrity 

endorsement; Cheryl Cole. 

Who are we talking to? 

Females in socio-economic groups C2, D and E. Aged from teens to late 20’s – 16-29, who have the 

time to take care of their hair and want it to look sophisticated.  

What must the advertising say? 

That L’Oreal is a trusted brand; one that brings you a new product to improve the condition of your 

hair and is the answer to the consumer’s hair’s problems. 

The Proposition: 

L’OREAL ELVIVE ‘FULL RESTORE’ SUGGESTS THE SOLUTIONS TO ALL YOUR HAIR’S NEEDS 

FOR SOPHISTICATED YOUNG FEMALES. 

Why should the consumer believe us? 

Because L’Oreal is an established and trusted brand, with the support of various celebrities over the 

years. Also the survey carried out by L’Oreal on 2983 women in the UK. 

What tone of voice? 

The tone is forceful because it is suggesting that this is the best and only solution to the consumer’s 

hair’s problems, but at the same time it is not over-powering, it is still a light tone. 

Which media? 

This is print media, but the advertisement also has outdoor and broadcast variations. 

What special considerations are there? 

Just that it has to link to the broadcast advert as well as being an advert in its own right.  
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Explanation 

L’Oreal is advertising to launch a new product, for a brand reminder and to also introduce 

Cheryl Cole as their new celebrity endorsement. At the time this advert was first released there were 

a ‘burst’ of adverts through print, broadcast and outdoor mediums. The advert reminds the 

consumers and target audience of L’Oreal and their tagline that has been used for several years. The 

advert also launches the new ‘Elvive Full Restore’, suggesting that the audience’s hair has ‘five 

problems’ and the product is the ‘one solution’.  It is also very clear what the new product looks like, 

with it placed prominently on the right-hand side of the page. Also, there is the word ‘NEW’ at the 

top of the page, by the product name which clearly states the product is new. This advert also 

introduces Cheryl Cole as their new celebrity endorsement, this is the first advert she has appeared 

in and her name is printed at the bottom left-hand corner of the advert underneath her photograph. 

These reasons are why L’Oreal is advertising. 

 The target audience is females aged between 16 and 29 who are in socio-economic groups 

C2, D and E. The advert is aimed at females because they predominantly take care of their hair the 

most and take pride in their hair, so would want the product to solve their hair-care problems and 

L’Oreal Elvive is established as a female brand. The target age-range of 16-29 is because these are 

the females who are most likely to be interested in taking care of their hair, the females who have 

the most time to do so and more importantly have the money to spend on the product. They are 

also the females who are more likely to aspire to Cheryl Cole. Groups C2, D and E are the groups that 

mostly accommodate 16-29 year olds and those who aspire to Cheryl Cole. These groups have the 

time to watch television and listen to music, so they know who Cheryl Cole is and they are most 

likely to buy ‘Look’ magazine and see the advertisement, as they think appear their hair and their 

overall appearance, so would buy ‘Look’ magazine as it is a fashion magazine. Groups C2, D and E 

also have disposable income to buy the magazine and the product as they are either working or in 

education, so they have wages or ‘pocket money’.  Which is why the advert is targeted at females, 

aged 16-29 in socio-economic groups C2, D and E. 

 The advert suggests the L’Oreal Elvive Full Restore is the solutions to the audience’s hair 

problems, because the target audience want their hair to be perfect. They want their hair to be like 

Cheryl Cole’s and they are looking for something to get them ‘perfect hair’. So that is what the 

advert is aiming to give them.  

 The proposition is to give the target audience the solutions to their hair problems and to 

help them look sophisticated like Cheryl Cole. This is because Cheryl Cole is perceived as 
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sophisticated and the target audience aspire to her, so to associate the product with her suggests 

the product will make the target audience look sophisticated like her. Also the proposition wants to 

suggest that the product is the solution to the target audience’s hair problems because they care 

about how their hair looks, which is shown in the slogan ‘5 problems, 1 solution’.  Which is why the 

proposition suggests the product is the solution to hair problems.  

 The consumer should believe them, because L’Oreal is an established brand, which is shown 

by the fact that the brand name, whilst featured on the advert repeatedly, it is not in a particularly 

large font-size. This is because the target audience presumably already know the style of L’Oreal 

adverts and their tagline, showing the brand is established. Also L’Oreal has carried out a survey on 

2983 women in the UK, which they state at the bottom, using this product, so the target audience 

should not only trust L’Oreal, but those 2983 other women who are presumably ‘just like them’. 

Another reason for trust, is that it is shown quite predominantly that the product has already sold 

‘over 1 million’ units, again suggesting that all the other women who have bought this new product 

already are another reason to trust L’Oreal’s new launch. These reasons are why L’Oreal should be 

trusted. 

 The tone of voice is forceful, because as with all product launches, the brand wants the 

target audience to buy the product and believe in it. Which is shown in the repetition of the ‘5 

problems’ – the phrase and listing the problems- and how the product is the ‘1 solution’ and can ‘full 

restore 5 your hair’. Suggesting the tone is forceful. But the use of Cheryl Cole, who is smiling shows 

the tone is also light, as the target audience do not want to be forced into buying the product, but 

instead convinced. So the tone is forceful but still light.  

 The media is print, because it was found in a magazine. The reason it was in the magazine 

‘Look’ is because it is a fashion magazine. The target audience who buy the magazine are interested 

in how they look, so are also likely to be interested in taking care of their hair.  
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Comparison 

The L’Oreal advert is similar to Pantene’s nature fusion advert [see figure 1]. Both adverts 

are product launches and both products are trying to solve the target audience’s hair problems by 

suggesting the use of their products. However L’Oreal uses celebrity endorsement, with aspirational 

celebrities whereas Pantene use a model in their advert. L’Oreal suggests that their product will 

make the audience more sophisticated, and Pantene also suggest their product will improve hair’s 

condition. But Pantene also suggest their product is revolutionary and has new innovation. Both 

advertisements are targeting females, but L’Oreal is aiming at 16-29 year olds, whereas Pantene are 

aiming for a slightly older audience 20-35. Both are targeting socio-economic groups C2 and D, but 

Pantene are also targeting group C1, whereas L’Oreal are aiming at group E as well as C2 and D. 

L’Oreal and Pantene are similar in many ways, but also slightly different in their adverts as they are 

targeting slightly different audiences.  

 The L’Oreal advert is quite different to Wella’s SP (Salon Professional) advert [see figure 2], 

despite them both being product launches. Wella do not use celebrity endorsement unlike L’Oreal or 

suggest heavily that the product solves hair’s problems. But what Wella’s advert does do is suggest 

that Wella is professional and scientific hair care that is used in salons by professional hairdressers. 

This tells the target audience that the product is trust-worthy because professional hairdressers use 

it in their salons. It also strengthens this message by quoting a salon professional who works in a 

Wella salon. The Wella advert also says that the product is crafted specifically for the audience, this 

is different to L’Oreal as they suggest that the product is the same for everyone including Cheryl 

Cole. The L’Oreal advert targets socio-economic groups C2, D and E, whereas Wella targets B, C1 and 

C2 due to the high quality and salon professional of the product. Both clearly target females, but of 

different age ranges; L’Oreal aims for 16-29 year old while Wella targets 25-35 year olds.  So, L’Oreal 

and Wella are quite different adverts.  
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Appendices 

Figure 1 – Pantene nature fusion advert 
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Figure 2 – Wella’s salon professional advert 
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