PROBLEM

Empowerment in beauty advertising Is often
delivered through celebrity figures, which can
unintentionally make confidence feel performative
rather than relatable. For many women, this creates

distance between the message and their real lives.

INSIGHT

Women are tired of being sold empowerment as a
slogan. Women don’t experience empowerment
as a big speech. They experience it in small

everyday moments.
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An integrated campaign that shifts performative women
empowerment into authentic advertising built on real
thoughts women have every day.
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WOMEN
DON’'T SAY:

“Il HAVE
EVERYTHING
UNDER
CONTROL.”
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“Women don't say ,
we say . And | am still
worth it.”

Type something...
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lorealparis

Women don't say ‘!

have it all together,” we

say “I'm figuring it out.”
And | am still worth it."
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SOCIAL MEDIA

SERENGAGEMENT
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Women don't say 'l woke up like
\this, we say 'l chose this for myself
.1 - today: And | am still worth it.’

@lorealparis
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