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Study Overview 
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Objective 
The objective of this study is to assess Sephora’s brand awareness and image and 
usage of the company’s loyalty program.   

•  Study period: November 7th, 2013 – November 13th, 2013 
•  Study collector: email and web link 
•  Used question types: multiple choice, matrix of choices and rating scale 
•  Sample size: Fourteen 
•  Study area: New York, The U.S. 

Participant Profile 

Female 
79% 

Male 
21% 

(n=14)	  

21-29 
72% 

30-39 
14% 

40-49 
0% 50-59 

14% 

Age range 
(n=14)	  

Gender 
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Questionnaire 
There are 10 questions, asked about Sephora’s brand awareness, brand image, and its 
loyalty program. 

Brand awareness 

1. Which of the following beauty retailers have you heard of? (Select all that 
apply) 

2. Which of the following beauty retailers have you purchased online and 
offline in the past? (Select all that apply) 

Brand image 

3. How likely do you agree that each of the following brands offer a wide range 
of cosmetic brands on a scale of 5. (1 being Strongly Disagree and 5 being 
Strongly Agree) 

4. How likely do you agree that each of the following brands offer a wide range 
of products on a scale of 5. (1 being Strongly Disagree and 5 being Strongly 
Agree) 

Loyalty program 

5. How familiar are you with Sephora's reward program, Beauty Insider? 
6. Are you enrolled in Sephora's reward program? 

7. Which of the following benefits have you received from Sephora's reward 
program? (Choose all that apply) (n=12) 

8. How satisfied are you with Sephora's reward program on a scale of 5? (1 
being highly dissatisfied, and 5 being highly satisfied) (n=13) 

Demographic 
information 

9. What is your gender? 
10. Which category below includes your age? 
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Brand Awareness 

100% 100% 

35.71% 

85.71% 

7.14% 

57.14% 64.29% 

7.14% 

35.71% 

7.14% 

Macy's Sephora Ulta Nordstrom Other 

Brand Awareness Have Purchased (n=14) 

Bloomingdales, Space 
NK, Beautybar, 
Barneys, Saks 

Macy's Sephora Ulta Nordstrom Other  

•  Macy’s and Sephora score the highest brand awareness with 100%, followed 
by Nordstrom with 85.71%. In contrast, Ulta receives the lowest awareness 
with 36.71% 

•  Among the beauty retailers, 64.29% of respondents have purchased at 
Sephora, followed by Macy with 57.14%. 
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7.14% 14.29% 
25.00% 

12.50% 
21.43% 

42.86% 25.00% 

25.00% 

71.43% 

42.86% 50.00% 
62.50% 

Sephora Macy's  Ulta Nordstrom 

More likely 
(Score 4+5) 

Neutral 

Less likely 
(Score of 
1+2) 

Brand Image 
•  Sephora is considered that carries the widest range of brand with mean of 4.21 

on a scale of 5 and 71.43% of more likely rate. 
•  In terms of a wide range of products, Macy’s and Ulta are considered carrying 

wide range of products although sample size of Ulta is smaller. 
•  Sephora’s image is that the brand has a wide range of brands but not products. 

Brand Carries a Wide 
Range of Brands 

Brand Carries a Wide 
Range of Products 

(on a scale of 5, n=14) (on a scale of 5, n=14) 
4.21 3.36 3.25 3.75 Mean 

15.38% 15.38% 20.00% 
0.00% 

30.77% 23.08% 20.00% 
44.44% 

53.85% 61.54% 60.00% 55.56% 

Sephora Macy's  Ulta Nordstrom 

Mean 3.85 3.69 3.60 3.67 

n=14 n=14 n=4 n=8 n=13 n=13 n=5 n=9 
Based on a scale of 5 where 1 is the least likely and 5 is the most likely Based on a scale of 5 where 1 is the least likely and 5 is the most likely 
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Loyalty Program 
•  Most of the respondents know about Sephora’s loyalty program, Beauty 

Insider at 78.57%. 
•  The half of the respondents who are currently enrolled in the loyalty program 

is the the basic level, Beauty Insider. 40% of respondents are VIB (Very 
Important Beauty Insider), which is one level higher than Beauty Insider. 

I am an 
expert! 
35.71% 

I know a 
little bit 
42.86% 

I have 
heard 

about it, 
but I don't 

know 
well. 

7.14% 

I don't 
know 

14.29% 

Familiarity with Sephora 
Loyalty Program (n=14) 

Yes, I am 
Beauty 
Insider 
50% 

Yes, I am 
VIB 
40% 

Yes, I am 
VIB 

ROUGE 
10% 

Beauty Insider Loyalty Level 
(n=10, based: currently enrolled in Beauty Insider) 

78.57% 

*Level of the Program:  
Beauty Insider < VIB < VIB Rouge 
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70% 

40% 40% 

10% 10% 10% 
0% 

Loyalty Benefit 
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Loyalty Program Usage 
•  The loyalty benefit that the respondents, who are currently enrolled in Beauty 

Insider, uses rewards boutique the most, which customers can redeem their 
reward points for samples. Birthday gift and seasonal promotions are the 
second most used benefit at 40% each. 

•  60% of respondents who are currently enrolled in Beauty Insider are satisfied 
with the program. 

Top 2 box: 
60% 

Rewards 
Boutique 

(redeem 
your reward 

points for 
samples) 

Birthday 
gift 

Seasonal 
promotions 

Free 
beauty 
classes 

First dibs 
on new 

products 

Free 
shipping 

on all 
orders 

Unlimited 
access to 

the 
beauty 
studio 

Satisfaction 

Highly satisfied, 30% 

Somewhat satisfied, 30% 

Neutral, 30% 

Somewhat dissatisfied, 10% 
Highly dissatisfied, 0.00% 

Based on a scale of 5 where 1 is highly 
dissatisfied and 5 is highly satisfied 

(n=10, based on currently enrolled in Beauty Insider) (n=10, based on currently enrolled in Beauty Insider) 
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Conclusion of Study 
•  Sephora is a well known brand for beauty retailer. Also, Sephora is the beauty retailer 

that consumers purchased the most although the rate is slightly higher than Macy’s 
score. 

•  Sephora is considered to carry a wide range of brands. However, the company might 
need to expand product types since consumers think that Macy’s carries the widest 
range of products. 

•  Sephora’s loyalty program, Beauty Insider, is well known, and the majority of 
respondents obtain the basic level.  

•  Consumers, currently enrolled in the loyalty program, are satisfied with the program, 
and most of them redeem their points for samples. 

•  The level of the loyalty program depends on the amount of money that 
consumers spend with Sephora 

•  The breakage is considered high because other loyalty benefits are not actively 
used.	  

•  The brand could provide consumers with detailed loyalty benefits to encourage 
consumers to level up because about 43% of consumers know about the loyalty 
program but not at the expert level.  

•  Sephora should review its Beauty Insider consumers and select profitable 
consumers who is likely to become VIB in order to provide them with customized 
marketing activities and offers. 


