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Industry Review 

  History of Hair Dyeing 
•  Practiced for 6,000 years 
•  Made from chemicals  
•  Linked to health risks 
•  75% of American women dye 
•  Four types of dye 
•  At home = inexpensive 



Company Review  

           GARNIER 
•  Started dyeing in 1960 
•  Has used a "natural" position 
•  Nutrisse-MVP  



Company Background 
•  French company founded in 1904 by Alfred Amour 

Garnier 
•  Technology and innovation in hair coloring industry 
•  Worldwide brand (64 countries) 
•  Number 2 brand under the L'Oréal company 
•  Its driving force is its young dynamic spirit, optimism 





Garnier products 



Objectives 
Position Olia as a premium hair dye 

•  Ingredient based advertising 
•  Leveraging Garnier brand recognition and trust 
•  Premium price points  
•  Attractive packaging 
•  Quality control 

Educate the consumer 
•  How to use the Olia 
•  Better use equals better results 



Quality Situation 
A few positive reviews 

•  Harper’s Bazaar calling Olia one 2013’s 13 Beauty 
Trends 

•  TotalBeauty.com saying Olia is one of 8 products to 
buy in January 

•  Great blogger reactions on Olia website 
•  Many positive reactions and video blogs on YouTube 



Quality Problem 
Negative reviews 

•  Olia has 2.8 out of 5 rating on MakeUpAlly.com & 
48% of users claim that they won't buy it again.  

•  Bad buzz on  sites like Pissed.com, BzzAgent.com 
and even TotalBeauty.com. 

•  Reactions claim that Olia leaves hair dry, that the 
color bleeds for days, that the application process 
is confusing, the color isn’t close to color shown on 
the box, hair is left feeling wiry and so on.  

•  One blogger wrote that “I usually like Garnier hair 
color products, but not this one.” 



Buyer (Target) Analysis 

•  Buyers of Olia are... 
o  (A) women who can't afford to get their hair 

professionally colored (B) women who don't see the 
need to get hair professionally colored when they 
can do it themselves. 

•  Possibly affected by the recession and 
trying to save money so they take the DIY 
route. 



Buyer (Target) Analysis 
 

•  Women who are concerned about chemicals 
in hair dye, so main targeting started 
around the age of 24 when women start to 
think long-term about the health of their 
hair.  

•  Low to medium income. 



Buyer (Target) Analysis 
 

•  Buyers are aware of the downfalls 
associated with dying your hair at home 
(unknown chemicals, hair breaking/gum 
effect, constant maintenance, fading). 

•  They are looking for something new that 
will help with these downfalls. 



Product Review 

•  Then comes Olia! 
•  Olia offers at home hair care at the same 

price as competition but with a new angle.  
•  Uses natural flower oils instead of creams/

liquids full of chemicals.  
•  It's a new, safe alternative to what they are 

used to. 



Positioning Statement 

•  Goes Beyond hair color, it's a new 
experience 

•  POD: oil powered technology 
•  less harsh on hair 
•  Comes in 24 shades 
•  Website 



Competitors: 



Competitors: L'Oreal and 
Revlon 

L'Oreal 
Superior Preference 
Around $16 

Long-lasting & Fade-denying 

Excellence 
Around $9 
Triple Protection System 

Feria 
Around $10 

Fashion 

Revlon Colorsilk 
Around $5 

Foam, luminous 

Garnier Olia 
Around $10 
Oil-powered 
Long-lasting, vivid, pure 
full performance of color 



Segmentation 

 
 

   Women doing hair  
   colorance at home 

   Entire market 

Segment 1 
Women worried about 

health care,not satisfied 
with ammonia products. 

Segment 2 
Women willing to try new 

products. 



Targeting 

•  Key target: 
o  Women 24 to 40 years old 

•  Secondary target 
o  Women 40 to 60 years old 

•  Medium income 
•  Familiar with hair coloring 
•  Has dyed hair independently 

once before 
•  Concerned by environmental 

factors 



Positioning 
 
 

     CHEAP 

   EXPENSIVE 

NATURE       FASHION 



THANK YOU! 


