
SESSION OBJECTIVE

To build the world’s most useful source of guidance for the industry by 
having CMOs share their experiences of accurately portraying women and 
girls in advertising, media, and content. 

KEY TAKEAWAYS

1. Utilizing GEM® for Ad testing. L'Oréal made the best 

use of its ad spend by pre-testing ads in-house rather 

than testing post-spend. GEM® measures 4 key traits 

based upon agreement with 4 statements:

• How female characters are presented

• Whether those characters are shown respectfully.

• Whether those characters are presented 

inappropriately, and

• Whether they are viewed as positive role models.

2. More Accurate Models. People of color hold a growing 

share of buying power; 83% of which is directed and 

influenced by women in the US. According to SeeHer

research partner IRI, brands accurately depicting 

women in advertising experienced 5x greater sales lift. 

Ads with accurate portrayals experienced nearly 7% lift.

3. Planning. Measurements quantifying the results of 

societal shifts in advertising will continue driving 

marketing performance. Brands committing to gender 

diversity within development and activation, are 

statistically likely to outperform their competitors as 

forces both for growth and good.

THE RELATIONSHIP BETWEEN ACURATE PORTRAYALS OF WOMEN 
AND ROI AT L'ORÉAL

• L’Oréal has long been committed to promoting gender equity, and over 
the years, they have learned  how creating ads and telling stories that 
inspire ambitions in a relatable way builds an authentic relationship 
between brands and consumers.

• From a business perspective authentic content outperforms traditional 
beauty creative in brand sentiment studies and over indexes in aided ad 
recall and purchase intent studies. 

• In partnership with SeeHer, L’Oréal has continuously strived to 
represent women accurately in their multiplicity of roles, ambitions, and 
aspirations to better represent and connect with her. 

• L’Oréal’s commitment to gender equality extends beyond accurate
portrayal in ads and media to using its influence and resources to elevate 
women. When women rise in society, we all rise.

• Media plays a crucial role in inspiring and shaping young people’s 
ambitions, which is why marketers and companies are responsible to 
continue moving the industry forward. 
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DISCUSSION FOCUS

• SeeHer’s Gender Equality Metric (GEM®) a tool CMOs can use  

• L'Oréal presents first-hand insights and lessons learned from GEM® 
deployment 

• IRI uses data to validate gender equality’s impact on ROI

CMO WORKING TEAM: Society and Sustainability

GROWTH MANDATES: • Achieve equal gender representation in the media and creative supply chain. 
• Eliminate bias and racism by accurately portraying all humanity in advertising, content, and media.

WHY IT MATTERS: All business leaders today should be committed to moving the world forward to make it a more 
equitable place. Empowering people of all genders to reach their full potential is core to eliminating 
bias and driving business. In a private Growth Council Working Session, Marc Toulemonde, Chief 
Digital and Marketing Officer at L’Oréal, shared how the world’s largest beauty brand has 
continuously evolved its strategic approach to activating gender equality to drive growth.
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SEEHER MISSION: ACHIEVE ACCURATE PORTRAYAL OF WOMEN AND GIRLS

SeeHer’s impact: Ads with the highest sales lift have the highest GEM® scores.
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L’Oréal has long been 
committed to 
promoting gender 
equity. In addition to 
their work with 
SeeHer, L’Oréal has 
programs that act on 
their mission of 
building a fair and 
equitable society.

• L’Oréal recognizes 10 extraordinary women from North America who have 
truly turned their purpose into action through charitable giving.

• L’Oréal’s Women of Worth Initiative elevates and the work of women 
community leaders - directly in line with brand position of being worth it.

• L’Oréal-UNESCO For Women in Science program was created with the aim 
to improve the position of women in science by recognizing outstanding 
women researchers who have contributed to scientific progress.

• Employee-led Think Tanks have led to partnerships with organizations that 
align with L’Oréal’s beliefs and mission to promote equity – like NY Coalition 
of 100 Black Women, Ali Forney (LGBTQ Youth), National Partnership for 
Women and Families, and Promundo USA (Men).

• The L’Oréal for the Future program has created a 50-million-
euro charitable endowment fund to support local charities in their efforts to 
help women out of poverty, achieve social and professional integration, 
provide emergency assistance to refugee and disabled women prevent 
domestic/sexual violence against women and support survivors, and 
overcome obstacles to women and girls’ access to education.

BEYOND ADS – BUILDING A FAIR AND EQUITABLE SOCIETY

ADDITIONAL RESOURCES:

• Diversity Metrics: How Johnson & Johnson rallied agencies and global 
media partners in support of their DEI Initiatives LINK

• Diversity Case Study: Women and Girls: SeeHer LINK

UP NEXT:

December 13  |  9:00 AM ET 
Global CMO Growth Summit 
(Virtual)
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