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Executive Summary 
 

This document is a result of acute research and discussion on stock share, key 
publics, and the external environment along with the roles each play in constructing 
goals and objectives for the organization’s success. The strategic plan contains an 
analysis of where Ulta Beauty currently positions itself within the beauty industry, where 
it envisions itself in the future, and an established set of goals combined with proper 
metrics to measure its advancements. The planning group that created the following 
strategic plan consists of Jayme Byrd and Paola Querales. The plan provided has been 
created with the intent to prioritize a process that nurtures a customer-focused 
organization and satisfies all stakeholders involved. Using creativity, consultation, and 
proper allocation of resources, the plan moves from strategy thinking to action.  

 
Ulta Beauty, Inc. is currently the largest beauty retailer in the United States. With 

more than 1,000 physical stores, a thriving e-commerce, and one of the most successful 
loyalty programs in the country, the purpose of this plan is to to maintain Ulta’s 
reputation as such. The objectives to obtain this goal include: 

- Raising awareness about Ulta as a company 
- Increasing the number of Platinum Ultamate Rewards Members 
- Maintaining relationships with vendors and creating new, exclusive ones 

 
This plan will further increase trust between Ulta’s loyal consumers while penetrating 

the demographic of which the retailer has yet to attract. The goal will be achieved by 
embracing publics outside the targeted plan by utilizing beauty influencers, creating 
promotional videos, and holding special events. Constant measurement and evaluation 
throughout the implementation of the plan will prevent the objectives from delineation. 
The time frame strives to remain within a two-year window, beginning October 2017 and 
ending December 2019. Ulta is committed to maintaining long-term success and 
eliminating communication barriers between itself, its current audience, and its potential 
publics. Therefore, this concise, affordable, and timely plan will prove satisfactory in 
increasing visibility and growth while also maintaining Ulta’s reputation as the largest 
beauty retailer in the country.  
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Introduction 
Ulta Beauty, Inc. (NASDAQ: ULTA) is the largest beauty retailer in the United 

States, specializing in “all things beauty, all in one place” for both men and women. Ulta 
Salon, Cosmetics & Fragrance, Inc. was founded by two men, Terry Hanson and 
Richard George, on January 9, 1990 in Bolingbrook, Illinois. The company formally 
changed its name to Ulta Beauty, Inc. in January of 2017. After more than 25 years of 
success, Ulta has five 300,000-square-foot production centers located in Illinois, 
Arizona, Pennsylvania, Indiana, and Texas for efficient distribution to e-commerce and 
in-store customers. Ulta’s revenue for the 2017 fiscal year was $4.85 billion – that’s 
more than double what it was in 2013. In addition, there are more than 1,000 stores 
located in 48 states and the District of Columbia with the majority of them located on the 
east coast. Each location is fully equipped with a hair salon, more than 20,000 products 
from over 500 brands, and passionate employees known as Beauty Advisors. Some 
locations even have a Benefit Brow Bar, which is where licensed professionals shape 
customers’ eyebrows and offering facial waxing services. 

It wasn’t until the past decade that Ulta really began to reposition itself as a 
beauty retailer. Before Mary Dillon became the Chief Executive Officer of Ulta in July 
2013, the company was better known as being a “discount retailer” than for its wide 
variety of beauty products and services. Dillon’s mission was to create an image that 
presented “all things beauty, all in one place”. Her approach to revamp the company 
has increased its store count three times over. She also made a goal when she became 
the new CEO to open at least 100 stores per year; she has done so every year since. 

Ulta has a clear mission for its company: to constantly delight its guests with all 
things beauty all in one place and offer rewarding career opportunities to like-minded 
beauty enthusiasts who deliver quality customer service to its loyal customers. Ulta’s 
vision is to be the “most loved” beauty location by its customers and the “most admired” 
by its multitude of vendors. In addition, Ulta’s values are aligned to drive a “guest-
centric, values-based, high performance culture”. These values include taking pride in 
its work, understanding that there is always room for improvement, collaborating to drive 
the organization’s success, exceeding guest expectations, and demonstrating ethical 
behavior. 
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Situational Analysis 
 

Strengths 
Ulta Beauty is the currently the largest beauty retailer in the United States. The 

organization also has one of the strongest and most successful loyalty rewards 
programs in the country, in which more than 90% of its sales is derived from. It’s strong 
following and loyal consumers is what makes the company so successful. In addition, 
Ulta’s CEO, Mary Dillon, has done an excellent job revamping the company into to have 
an image that will make consumers think of shopping at Ulta as a “fun” experience. 

Ulta has very strong marketing strategies. The company promotes exclusive 
offers both in-store and online, giving its customers the opportunity to get offers from 
their favorite brands in multiple ways. Ulta’s email marketing delivers coupons for in-
store purchases and online exclusives, such as four-hour sales that offer “beauty steals” 
for a very limited time. 

In addition to Ulta’s strong marketing, stellar CEO, and successful rewards 
program, the company has also secured relationships with more than 500 vendors. This 
allows Ulta to carry more than 20,000 products at all different price points. Products are 
available for both men and women and include beauty products from mascara, 
concealer, and highlighter to haircare, skincare, fragrance, hair tools, nail polish, and 
more. Ulta has been successful in making itself slogan of “all things beauty, all in one 
place” a reality. Also, as of this year, Ulta has surpassed 1,000 store locations across 
the country. 
 

Weaknesses 
 While Ulta may have more than 1,000 stores, the majority of them are located on 
the East Coast and in the Midwest. Ulta doesn’t as strong of a following on West Coast 
as it does in the other areas of the country. In addition to favoring parts of the U.S. more 
than others, Ulta is limited to selling all of its products nationally. The company’s e-
commerce doesn’t provide international shipping options at all, nor is it language-
friendly other than for English-speakers. Ulta doesn’t have a strong following with 
Latinos, in particular, so having a website that doesn’t translate languages well is a 
setback for them. 
 

Opportunities 
Ulta’s opportunities include its ability to flourish its already-thriving sales base 

through exclusive online offers and unique in-store services. Its e-commerce continues 
to increase, but there’s always room for improvement. Also, Ulta has the opportunity to 
become a global organization. Right now, there are more than 1,000 stores, all of which 
are located in the United States. Ulta was founded less than 30 years ago and 
continues to thrive in a competitive market. Becoming a multinational corporation 
certainly is a reasonable possibility. 

 

Competition 

While other cosmetic and beauty supply stores pose a threat to Ulta, there isn’t 
any other mass retailer that offers the services and variety of products that Ulta does. 
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Along with its exceptional loyalty program for “the chain really can’t be beat. However, 
almost every retailer has one huge billion-dollar competitor that is impossible to ignore: 
Amazon. 

Amazon is a global giant that is putting all kinds of retailers out of business. This 
is due to its inexpensive and efficient shipping methods, access to almost any product 
imaginable, and a user-friendly online shopping experience. Currently, Amazon only 
holds about 20% of prestige cosmetics that Ulta has, but it also has the majority of mass 
cosmetic brands that Ulta has. However, Ultamate Rewards members are more likely to 
buy products from Ulta so they can rake in rewards points. Ulta also offers free shipping 
for purchases over $50. However, their shipping process takes three to five business 
days. Amazon has the advantage of shipping quickly and for free, no matter how small 
the purchase, for all prime members on all prime purchases. This appeals to customers 
who need a product quickly without the inconvenience of running to the store to pick it 
up. With Amazon’s free two-day shipping for Amazon Prime members, it’s been able to 
eliminate its competition by putting them out of business.  

Amazon aside, if customers aren’t shopping at Ulta, they most likely are 
shopping at Target or Sephora (See Appendix B). People shop at Ulta because it has 
products that Target sells, mass cosmetics, and products that Sephora sells, prestige 
cosmetics. Ulta is the overlap that has both in one convenient location. Sephora also 
has a brand that Ulta cannot acquire: Fenty Beauty. 

Fenty Beauty by Rihanna is taking the internet by storm and has beauty fanatics 
all over the world dying to get their hands on it, if they haven’t already. This new 
cosmetic brand is being sold exclusively at Sephora. This poses a huge threat to Ulta 
due to the well-promoted, highly anticipated launch of the music icon’s makeup line. 
Fenty Beauty’s popularity is due to its vast variety of foundation, which comes in 40 
different shades. Most prestige brands only offer an average of 20 shades, excluding 
MAC, which, in fact, offers more than Fenty. However, since Fenty is new, made by 
Rihanna, and offers more shades of foundation than most, it’s appealing to Millennials 
and the “ethnically diverse”, which is exactly who Ulta seeks to target. Because 
Rihanna’s brand launched so recently, the chances of Ulta adding it to their list of 
suppliers is slim to none. 

Another threat is the increase of small beauty companies, such as Glossier. 
These companies reach what is referred to as “cult status” because they only sell their 
brand on their website. Their products are exclusive to their company and cannot be 
bought anywhere else. More and more of these companies are popping up, and they 
seem to strike a chord particularly with Millennials. Since Millennials have so much 
buying power and companies, like Makeup Geek, exclusively appeal directly to them, 
this could cramp Ulta’s sales. However, MAC was an exclusive brand, but as of 
Summer 2017, Ulta is now a proud distributer of their products. Ulta’s rewards program 
may be strong enough to keep its current customers even with the temptation of 
smaller, exclusive beauty suppliers. (See Appendix A for SWOT Analysis Chart) 
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Key Publics 
 
Ulta Beauty has three key publics that comprise the primary and secondary publics at 
the heart of the strategic plan.  
 
I. Loyal Competitive Customers 
II. Potential Customers 
III. Brand Vendors.  
 

These three stakeholder groups make up two categories in the typology of 
publics: customer and producer. Their motivating self-interests, involvement, behavior, 
and levels of knowledge vary on a wide demographic spectrum, making the constant 
evaluation of Ulta’s strategic plan imperative to the program’s success.  

Online surveys and analysis are the best forms of primary research designated to 
learning more about Ulta Beauty’s publics and how they engage with the organization 
(see Appendix B). Analyzing quantitative data of used coupons, target emails, and how 
it drives sales as well as customer traffic in stores is imperative to developing and 
implementing new communication strategies. The Ultamate Rewards loyal customer 
base makes up 90% of its sales alone. Conducting online surveys allows Ulta to gauge 
the demographics of increasing online customers as well as how to improve their 
satisfaction with the organization. Dillon’s goal for Ulta is to expand its market share by 
growing their e-commerce sector. Online feedback is a valuable step in that direction.  
 

Primary: Loyal Competitive Customers 
Loyal competitive customers are Ulta’s most valuable primary public in the 

strategic plan. The loyalty program, Ultamate Rewards, is credited for causing its 
market share to increase 27%. This bracket of publics is referred to as the “key driver of 
sales” by Nasdaq and presents a high potential in retention rates. 

Part of Ulta’s mission statement accents the intent to constantly “delight” their 
customers. Ultamate Rewards loyalty customers impact the organization’s mission. 
Therefore, feedback from their experiences with beauty advisors and in-store services 
are vital to maintaining Ulta’s primary reputation management goal as the premiere 
beauty industry leader.  

Demographics and Psychographics 

Ulta’s regular shopper demographic is primarily females with no kids. The 
majority are under the age of 24 and Caucasian. A psychograph analysis of Ulta’s loyal 
customers offers a deep evaluation of not only their values, but their lifestyle as well. 
Dillon said in a CNBC interview, “we are really focused on the beauty enthusiast ... but 
also as you know, everybody has got a great phone in their pocket.” They value being 
photo-ready at all moments, meaning they are willing to spend money on beauty, hair, 
and skincare products for the perfect selfie – a key indicator of their compatibility with 
the rewards program.  

Behavior, Knowledge and Involvement 

The behavior of loyal Ulta customers is continuous and competitive. Therefore, 
communication with this public involves an interactive social media strategy to influence 
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shopping behavior. Communication strategy will depend on age-group division and how 
the media can be optimized to suit their needs and self-interests. Their motivating self-
interest centers around luxurious spending of discretionary income for items they desire. 
They are driven to the store by any trends, new products, or exclusive offers made 
available to them. Surveys indicate that Ulta’s basket size is small for this public, but 
more frequent than potential customers who visit the stores on an as-needed basis. 
Their current relationship with Ulta is a customer-level stakeholder relationship. They 
are aware of Ulta’s mission to be a beauty retailer with brands of all price ranges and 
beauty services in-store. They take advantage of the organization’s dynamic layout, and 
in return, Ulta rewards them with loyalty points on purchases and exclusive offers and 
promotions. Maintaining or improving the relationship between Ulta’s loyalty members 
and the organization itself while protecting their perception of the organization is vital. 
 

Primary: Potential Customers 
Potential customers are less reliable in terms of stability and loyalty, but are 

nonetheless important to Ulta’s strategic plan because of their potential impact. 
Therefore, the main form of contact between the Ulta brand and potential customers is 
word-of-mouth, brand visibility, and influencers who recommend products or services by 
the brand. 

Demographics and Psychographics 

The personality characteristics of potential customers sits on a wide spectrum 
ranging from manifesting beauty enthusiasts to older less-knowledgeable customers. 
Regardless of demographic characteristics, they all have one thing in common: their 
unawareness of the brand.  Their focus may be diverted to other matters and their 
attitude towards makeup is apathetic, indicating that they’re more worried about other 
areas of their life and luxurious body care is seen as secondary. Ulta has an opportunity 
to increase its pool of potential customers by expanding globally into regions where 
emerging beauty enthusiasts are pledging their loyalty to competitors. However, their 
strategy for increasing awareness to potential customers should be customized based 
on mediums the frequent which will maximize exposure.  

Behavior, Knowledge, and Involvement 

Their behavior is usually seen as an uneager to try new products or adopt 
innovation, and as a result they are less likely to frequent the physical stores. Instilling a 
sense of urgency to join the Rewards program, or encouraging a repetitive shopping 
pattern will encourage behavior, and motivate engagement. Influencers in the potential 
customer category are first and foremost, the employees that represent the Ulta brand. 
This consists of skincare specialists, makeup artists, and beauty advisers on the front-
lines assisting unknowledgeable customers throughout the store and enhancing their 
personalized shopping experience- an important aspect that Ulta is known for.  
 

Secondary: Brand Vendors & Suppliers 
In relationship to ULTA Beauty, brand vendors comprise the producer part of the 

strategic plan. Ulta carries over 20,000 products from 500 well-established brands 
ranging from hair care products to men’s products (Company Overview). Ulta Beauty 
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relies on good relationships with the suppliers in order to cultivate an environment with 
products that appeal to everyone and support the nature of Ulta Beauty’s stores. 

Demographics and Psychographics 

Each vendor has a different profile and no two brands are the same. The values, 
attitudes and beliefs they practice reflect their missions as brands. Due to the nature of 
their differences, Ulta’s breadth of cosmetic products and their usage covers nearly the 
entire field of beauty and gives them an advantage against competitors. 
Behavior, Knowledge, and Involvement 

Vendors are motivated by bids for a new audience, a desire to generate traffic 
towards their brand, and an attempt to draw fresh consumer interest (Born 2017). For 
example, MAC Cosmetics recently announced a partnership with Ulta after seeing a 
decline in department store traffic. MAC Cosmetics is known for being highly selective 
about which channels they use to distribute their products, meaning the alliance is a 
gamechanger for Ulta’s reputation as a beauty retailer. A brand is defined by the 
relationship it has with consumers and therefore consumers own the brand (Chron 
2017). Engagement levels between Ulta and suppliers is largely dependent on 
communication. Therefore, progress reports will be used throughout the strategic plan 
to enforce regular communication. Special events will thank them for their work with the 
organization and commitment to continued quality. 
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Goals, Objectives, Strategies, & Tactics 
 

PRIMARY GOAL: TO MAINTAIN ULTA’S STATUS AS THE LARGEST BEAUTY 
RETAILER IN THE COUNTRY. 

Under the leadership of Mary Dillon, CEO of ULTA Beauty, Inc., the organization 
has witnessed a 150% stock climb (Vinton, August 2017). The goal of this strategic plan 
is to continue promotion of steady growth in market share, customer size, and social 
media presence.  

 

OBJECTIVE 1 (INFORMATIONAL) – TO INCREASE AWARENESS OF ULTA ITSELF 
BY 4% BY 2019. 

From 2016 to 2017, Ulta’s awareness increased from 84% to 86%. By doubling 
last year’s percentage increase, more customers will be in stores or online to see what 
Ulta has to offer. The website does an excellent job of promoting Ulta’s Rewards 
program. As for in-store, employees are “passionate about converting new members” to 
become Ultamate Rewards members. (Tierney, 2017). The more people aware of Ulta 
relates directly to the awareness of its rewards program. 

Public: Potential customers (Particularly shoppers under the age of 20 and 
Latino/African American Millennials) 
Strategy: Attract the attention of the millennial audience, specifically Latinos and 
African Americans, who have a high consumer loyalty potential. Increase the 
awareness of Ulta Beauty’s “All Things Beauty, All in One Place” appeal to 
unaware shoppers entering the independent income stage.  
Tactics: 
• A holiday commercial series highlighting Ulta’s charisma and likability as a 

premier destination for beauty supplies. The series will feature a variety of 
ethnic beauty guru influencers and run across both television and online 
networks. YouTube ads and Univision, which is the largest reachable Spanish 
television network, (List of Spanish, 2017) will be the two main channels of 
media used. 

• Paid-for media posts on Instagram and Facebook. Targeted ads that appear 
on networking feeds based on search engine optimization and results in 
exchange for monetary payment. Utilize multi-photo feature on Instagram and 
interactive ads on Facebook.  

• Expand local relevance by implementing a grocery store gift card program at 
neighborhood Publix, Walgreens, and CVS stores. ULTA Beauty’s name will 
be included on the racks of gift cards along with other specialty brands.  

 

OBJECTIVE 2 (MOTIVATIONAL): TO DECREASE THE AMOUNT OF MONEY 
NEEDED TO BE SPENT TO BECOME AN ULTAMATE REWARDS PLATINUM 
MEMBER BY 25% DURING THE MONTH OF OCTOBER IN SUPPORT OF BREAST 
CANCER AWARENESS MONTH. 

October is the beginning of the fourth quarter and consumers are more likely to 
be closer to the $450 amount it takes to become an Ultamate Rewards Platinum 
member than they would be in any other quarter. The platinum tier gives back to its 
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customers by providing them with more exclusive offers, and opportunities to engage in 
beauty events held by ULTA. The Platinum tier can be incentivized using the Pinktober 
campaign as a catalyst. 

Public: Potential Customers, Ultamate Rewards Program members 
Strategy: Inform customers of a new campaign that will allow Rewards members 
reach Platinum level in a timelier manner.  Benefits include exclusive offers, free 
gifts, and increases in points per dollar. Include brand vendors in famous 
services to assert brand exclusivity and create loyal relationships between the 
featured brand and customers. 
Tactics:  
• Special event collaboration with Redken Haircare and Ulta Beauty hair stylists 

during the month of October in support of Breast Cancer Awareness month. 
Customers can walk-in or schedule an appointment to get pink hair color 
treatment (dye, highlights, tint) during the month of October until 2019 at an 
exclusively reduced price. Portion of price will be donated to the Breast 
Cancer Research Foundation. An event listing will be created for online 
publications and magazines, such as the Ulta Beauty Catalog, Teen Vogue, 
and Seventeen. 

• Catered e-mail and newsletter promotions that offer valuable spending perks 
to Platinum members online and in-store during their birthday month. Another 
separate email to disseminate current point value, point difference between 
two tiers, and thank them for their continued relationship with ULTA. Brings 
non-current platinum members one step closer to a more convenient 
shopping experience and establishes the foundations of a loyal rewards base.  

• “Pink for a Day” campaign in coordination with Pinktober. For each Pinktober 
item bought or monetary donation to the Breast Cancer Research Foundation 
(up to $100), customers will be entered for a chance to attend the ULTA 
Showcase (see Objective 3). 

 

OBJECTIVE 3 (MOTIVATIONAL): TO GAIN ONE NEW PRESTIGE BRAND MEMBER 
BY THE END OF EVERY YEAR UP UNTIL DECEMBER 2019 

Supplier level of knowledge and engagement is imperative to their success as a 
brand and for their inclusion into Ulta’s group of vendors. They need to be aware of 
Ulta’s placement in the beauty industry and brand strategy. Each vendor is known for 
their unique psychograph so attracting new brands that will positively contribute to the 
Ulta mission of “all things in one place” remains the objective with vendors. 

Publics: Brand Vendors, Suppliers,  
Strategy: Motivate brand vendors to continue partnering with ULTA and acquire 
new ones by positioning the organization as one that constantly communicates 
their partners and the impacts they have on the organization. Also, by presenting 
the benefits that suppliers yield when they work with ULTA.  
Tactics: 
• ULTA Showcase Exhibit- an annual event held at the beginning of each year 

starting January of 2018 for suppliers to showcase upcoming products, hold 
live Q&A’s with beauty influential and renowned makeup artists, demonstrate 
beauty/skincare trends and announce important collaborations. 
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• ULTA Gala- A biennial gala set to take place February of 2019 meant to 
honor outstanding members within the organization. Including, vendor 
representatives, brand ambassadors, organization executives, sponsors, and 
donors. Each attendee can bring one guest. Dinner and special entertainment 
will be provided. 

• Copies of Quarterly Reports in relation to the brands profits and impact as 
well as curating carefully tailored e-mails will be sent out. ULTA should 
remain transparent with its stakeholders, especially its suppliers, so brands 
will be on the frontline of communication when disseminating information 
sensitive to market drops, ethical controversy, and other reputation impacting 
events. 
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Messages 
 

Primary Message 1: The Ultamate Rewards Program integrates mobile technology 
and budget-saving promotions for a convenient shopping experience. 
Audience Segment: All potential customers, Smart-phone, and online shoppers. 
Secondary Messages: 

• Ulta’s mobile app, “Ulta Beauty”, allows beauty fans to filter all beauty items in 
one site, making their shopping experience faster, and more enjoyable. 

• Rewards members can track redeemable loyalty points, bonus offers, and 
promotional alerts on brands and products. 

• The introduction of Apple Watch into the Ulta Beauty App allows iPhone users to 
store Rewards points and pay for items online at the touch of a button. 

This primary message informs potential customers of the loyalty program and its 
expansion into e-commerce. The secondary messages use Ulta’s credibility and expert 
reputation as a backbone to show them the advantages of signing up for the Ultamate 
program and how it can be combined with the beauty app to create a new shopping 
experience tailored to them. The inoculation theory predicts this success by explaining 
that unchallenged attitudes can be swayed with persuasive information. By convincing 
potential customers of the apps success and how it can benefit their shopping 
experience, we challenge the notion that they don't need the app or the rewards 
membership. 
 

Primary Message 2: The Ultamate Rewards Programs will put Ulta at the forefront of 
personalized shopping in the beauty industry. 
Audience Segment: Producers, vendors. 
Secondary Messages: 

• Special promotions for Ultamate members like Birthday Rewards, shine a 
spotlight on brands and trending products to the consumer, ensuring vendor 
brand exposure and loyalty. 

• Ulta has positioned itself as the one-stop retailer for all beauty needs and has a 
long-standing history of successful relationships with brand vendors. 

• Ulta plans to double store count, meaning more exposure for brands from all 
ends of the beauty spectrum. Additionally, Ultamate members contribute to 
nearly 80% of product sales revenue. 

• Through Ultamate Rewards emails, brands can reach a bigger consumer 
audience than they would without their partnership with Ulta. 

This primary message is intended to generate vendor confidence in Ulta’s rewards 
program and the power it holds to build loyalty towards the various brands sold in-store 
and increase exposure. Logic, as well as statistics and reasoning, is mainly used to 
convince the brand vendors of the mutual benefits in store for them and Ulta when they 
continue their partnership. The Ultamate Rewards program is growing and contributing 
to sales meaning brands should also be interested in its success at amassing new 
members. 
 

Primary Message 3: The program will contribute to charities and foundations so 
customers can feel good about giving back while shopping. 
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Audience Segment:  Loyalty customers, program members. 
Secondary Message: 

• Ulta Beauty has raised millions of dollars through donation efforts and special 
events each October to benefit the Breast Cancer Research Foundation. 
Customer’s spending during October will help Ulta continue funding 14 breast 
cancer research projects. 

• By entering giveaways and other promotional sweepstakes, customers will be 
able to make an impactful effort towards a special cause without having to 
contribute money directly. 

This key message intends to encourage Ultamate member spending during October to 
benefit BCRF. In terms of self-interest, members want to earn loyalty points and not feel 
guilty about spending money on beauty products to maintain or elevate their status in 
the rewards program tier. This key message will give them the incentive to do so 
because they know where their money is going: to funding for projects that will help 
breast cancer victims. 
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Budget 
 
Inclusive event venue for Gala with 400-person occupancy…………………… $15,000 
Liquor, beer, wine for Gala…………………………………………………………. $10,000 
Sponsored social media posts using influencers (50 people with $300/avg)… $15,000 
Grocery store program……………………………………………………………… $8,000 
“Pink for a Day”……………………………………………………………………… $500 
Preparation for Holiday commercial series………………………………………. $4,000 
Cost per slot of airing Holiday commercial (10 times at $50,000)……………... $500,000 
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Time Table 
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OBJ 1: 
TO INCREASE 

AWARENESS OF 

ULTA ITSELF BY 4% 

BY 2019 

 

• Tactic 1.1: 
Holiday 
Commercial 

 

• Tactic 1.2: 
Sponsored 
Beauty 
Influencer 
Posts 

 

• Tactic 1.3: 
Grocery 
Store 
Program 

180-150 days out: 
- Initial meeting to establish objectives & overview budget 
- Create commercial format 

150-120 days out: 
- Audition necessary actors 
- Acquire film & production crew 
- Work on designing film set 

120-90 days out: 
- Film commercial 

90-60 days out: 
- Send out multiple versions of rough commercial 
- Finalize commercial 

Month of: 
- Implement & monitor impact 

L
o
y
a

l 
C

o
m

p
e

ti
ti
v
e

 C
u
s
to

m
e

rs
 OBJ 2:TO 

DECREASE THE 

AMOUNT OF MONEY 

NEEDED TO BE 

SPENT TO BECOME 

AN ULTAMATE 

REWARDS 

PLATINUM MEMBER 

BY 25% DURING THE 

MONTH OF 

OCTOBER IN 

SUPPORT OF 

BREAST CANCER 

AWARENESS 

MONTH. 

 

• Tactic 1.1: 
Hair Event 

 

• Tactic 1.2: 
Birthday e-
newsletters 
and emails. 

 

• Tactic 1.3: 
“Pink for A 
Day” 

campaign. 
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OBJ 3: TO GAIN 

ONE NEW PRESTIGE 

BRAND MEMBER BY 

THE END OF EVERY 

YEAR UP UNTIL 

DECEMBER 2019 

 

• Tactic 1.1: 
Showcase 
Exhibit 

 

• Tactic 1.2: 
ULTA Gala 

 

• Tactic 1.3: 
Reports and 
Newsletters 

180-150 days out: 
- Create & send out invite to honorees 
- Hold initial planning meetings 
- Select & reserve venue 

150-120 days out: 
- Make final plans for opening events 
- Secure catering & entertainment 
- Create press announcement 

120-90 days out: 
- Establish set layout at venue 
- Announce & launch “Pink for a Day” 

90-60 days out: 
- Notify necessary participants of dress rehearsal for gala dinner 
- Conclude “Pink for a Day” 
- Order Awards 
- Pick announcers for gala dinner 

60-30 days out: 
- Announce “Pink for a Day” winner 
- Conduct dress rehearsal 
- Follow up meeting for final concerns 

Month of: 
- Arrive early at location to assess design 
- Receive press & journalists on red carpet 
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Evaluation 
 
Objective 1 – To increase awareness of Ulta itself by 4% by 2019. 
Evaluation method: 

• Monitor media coverage and calculate media impressions 

• Calculate following on social media through analytical software 

 

Objective 2 – To decrease the amount of money needed to be spent to become an 

Ultamate Rewards Platinum Member by 25% during the month of October in support of 

breast cancer awareness month. 

Evaluation method: 

• Measure results of new rewards members for the month of October 

• Compare number of new members for October to previous months 

• Calculate revenue of previous month and compare 

• Calculate revenue of month after and compare 

 

Objective 3 – To gain one new prestige brand member by the end of every year up 

until December 2019 

Evaluation method: 

• Post-Gala survey 

• Monitor inquiries for new vendors 

• Monitor requests for information about being an Ulta vendor 

• Monitor media coverage for exclusive relationships within beauty industry 

• Compare new vendors to competition (Sephora) 
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Conclusion & Summary 
 

 Ulta Beauty, Inc. will maintain it’s status as the largest beauty retailer in the 
United States by following this strategic plan. Using motivational and behavioral 
objectives to reach its goal of managing and maintaining its strong reputation, the 
organization’s external factors will not be able to bring them down from the top of the 
beauty industry. 
 Over the next two years, the organization will work diligently to raise awareness 
of who they are, what they stand for, and how they’ve become the one-stop shop for all 
things beauty, all in one place. By focusing on Millennials and Latinos, Ulta can add 
these groups of audiences to their loyal fan base. Not only will this increase revenue 
because of the increase in sales among more diverse markets, it also makes Ulta a 
more relevant company, maintaining its reputation. 

The company will also lower the amount of money that needs to be spent to 
become an Ultamate Rewards member. This means that more consumers will be able 
to experience the Platinum Perks of being one of Ulta’s most valued customers. This 
opportunity being available during October will also assist in raising awareness for a 
cause too many women battle at some point in their lives: breast cancer. 

Ulta will also increase its value on vendor relationships by holding a Gala to show 
its appreciation for beauty enthusiasts, cosmetic influencers, and prestigious brands. 
This is likely to produce some type of media coverage, which will also aid in increasing 
awareness of the top beauty retailer in the country.   
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Appendix A 
 

A SWOT Analysis conducted for Ulta Beauty, Inc: 
 

Strengths 

• Excellent rewards program with 
strong, loyal customer base 

• Ability to offer both exclusive in-
store and online sale opportunities 

• Strong vendor relationships with 
more than 500 brands 

• Products available at all different 
price points with wide variety to 
choose from – carrying both mass 
products and prestige brands 

• More than 20,000 products 
available for both men and women 

• Convenient shopping with more 
than 1,000 store locations all over 
the country 

• Produces Ulta-made beauty 
products 

Weaknesses 

• Limited to selling nationally versus 
globally 

• Doesn’t have nearly as strong of 
loyalty among men in comparison 
to women 

• E-commerce doesn’t provide 
international shipping options 

• Not a strong presence on the West 
Coast 

• Website is not easily translated to 
languages besides English 

 

Opportunities 

• Ability to progress into global 
corporation 

• Gaining more vendors as the 
organization grows and maintains 
its reputation 

• Obtaining exclusivity among 
specific brands 

Threats 

• Consumer preference to buy 
products directly from vendors 
than from third party retailer 

• Organization competitor – 
Sephora, Fenty, Glossier 

• Industry competitor – Amazon 

• An economic decline 

• Changes in beauty preferences as 
styles and trends change 

• Founding, creation, and popularity 
of new cosmetic brands that sell 
exclusively online 

 

  



 
20 

 

Appendix B 
 

Primary research – An online survey was available for 24 hours. 33 women took the 

survey, which concluded in the following results: 
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