
Case st udy

Sephora makes big step-up in 
dynamic consumer engagement with 
WeChat Mini Program 

Sephora is the world’s most loved beauty 

community, offering a unique retail 

experience for passionate clients and 

innovative beauty brands, encouraging them 

to be fearless in their creativity and self-

expression. 

Founded in France by Dominique 

Mandonnaud in 1969, Sephora’s 

revolutionary concept offers clients a hands-

on relationship with an ever-changing array 

of carefully curated brand partners, featuring 

trusted classics, indie darlings, emerging 

favourites and the critically acclaimed 

Sephora Collection. 

Sephora’s products and services give its 

clients confidence in everything they do, 

helping them turn on their beauty power 

with support from the most professional and 

imaginative team of beauty advisors in the 

beauty industry. 

Owned by LVMH Moët Hennessy Louis 

Vuitton, the world's leading luxury goods 

group, Sephora’s excellence, innovation, and 

entrepreneurial spirit have made it a beauty 

trailblazer in 34 countries and online, 

providing a diverse range of clients with the 

perfect environment in which to experiment 

and learn.

The market size of China’s beauty market currently 
exceeds 400 billion RMB. In such a competitive 
market, beauty companies must stay ahead of the 
latest trends, be flexible and open to change in order 
to win over customers and be successful. 

Sephora’s consumer base is mainly made up of Gen Z 
and millennials which equates to approximately 300-
400 million customers. Their constant use of social 
media has significantly changed expectations in the 
speed and manner of their sourcing of information, 
while their needs have also becoming much more 
individualistic and customized.

Sephora China has had to act fast – they worked on 
perfecting cross-channel platforms, forged better 
integration of brick-and-mortar stores with online 
channels and focused on delivering a seamless and 
personalized shopping experience. They also drove 
home the notion of brand authenticity, creating a 
community for consumers to opt in rather than just 
being sold to, ultimately building deeper relationships 
and long-term loyalty. Becoming an omni-retailer was 
their strategy to not only reach a wider-range of high-
end beauty consumers, but to also embrace the social 
culture of China and become the first beauty retailer 
to offer such comprehensive services in the world of 
beauty.

CHALLENGES

INTRODUCTION
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In order to stay relevant, Sephora has adapted 
and morphed into a leading digital innovator, 
creating a new retail system that connects its 
250 offline stores with its website, app, and 
WeChat Mini Program. As China’s most 
popular platform for chatting and sharing, 
opening an account on WeChat was a no 
brainer for Sephora to build its beauty 
community online – in fact, Sephora made the 
decision to create their WeChat Mini Program 
in less than 90 days. Working with Tencent, 
Sephora created a WeChat Mini Program that 
integrates online store, member center and 
service center - customers can find and share 
endless beauty tips, discover the latest beauty 
trends, find the nearest stores and also book 
in-store professional beauty services. Sephora 
also encourages its fans to use its Mini 
Program to update their in-store loyalty 
program to access deals, points, and special 
offers. This has unleashed the power of social 
networks by creating incentives for its fans to 
share its latest promotions and Mini Program-
exclusive products with friends. All 
interactions and experiences on the Mini 
Program are designed to inform, facilitate and 
provide a fun experience for consumers. 
Creating such a complete and engaging 
customer journey has fostered a genuine 
emotional bond, and a higher value of trust 
between Sephora and its customers. 

SOLUTIONS

In addition, through targeted behavioral 
advertising and WeChat fission, it has also 
succeeded in growing its customer base through 
word-of-mouth marketing and viral 
communications. An example of this is the use of 
the WeChat Mini Game, where users can interact 
with the game’s penguin mascot for information 
on products and stores, enjoy gifts upon signing 
in, receive location-based services, and  share 
beauty tips and tricks with other members of the 
community.  

WeChat Official Accounts Platform

https://mp.weixin.qq.com/?lang=en_US&token=

WeChat

https://www.facebook.com/wechatapp/

https://mp.weixin.qq.com/?lang=en_US&token=
https://www.facebook.com/wechatapp/


The success since Sephora joined WeChat is 
undeniable. Through its all-channel social 
retail experience, Sephora has been able to 
target the new and younger demographic, a 
result that is confirmed by the fact that the 
members recruited from its WeChat Mini 
Program are on average two years younger 
than those recruited solely from their app, 
website and stores. Thanks to the social 
community on Mini Program, Sephora also 
lowered its customer acquisition costs by 
30% compared to traditional marketing 
channels. 

Since Sephora joined the Doubling Growth 
Plan, a program by Tencent Smart Retail to 
assist merchants to achieve substantial 
business growth through the WeChat 
ecosystem by providing 1-on-1 consulting 
services, talent training programs and best 
practice studies, traffic to their WeChat 
Official account increased 207% between 
April to November in 2019, and over 25% of 
Sephora WeChat’s total users in 2019YTD 
stemmed from social fission.

Sephora’s multi-channel social-commerce 
strategy has elevated the company beyond 
just a beauty retailer, but instead a beauty 
community and platform, as well as an 
authority in the beauty industry. Coupling 
modern in-store technology with its launch 
on WeChat plus Mini Program services, 
Sephora has sparked unprecedented 
innovation and disruption within the beauty 
retail industry, driving a new level of 
customer-centricity and experience retailing. 
The constant push to stay at the forefront of 
digital innovation enables it to segment and 
target customers with a whole range of 
customized products. In future, Sephora will 
continue to diversify its digital approach and 
eco-system, creating deeper dialogue with 
customers to better understand their beauty 
needs and social aspirations as well as their 
shopping habits. 

CONCLUSION

“In China, it is hard for a company to 

succeed if you don’t embrace new 

trends, remain agile to change and 

refuse to explore partnerships and 

collaborations. Investing in modern 

technology is an integral part of our 

approach here in China and most of our 

Company’s digital innovation originates 

in this region.” 
– Benjamin Vuchot, President of Sephora Asia
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