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18 Questions, 36 Respondents

100% of respondents are interested in using skincare products containing
natural ingredients

88.89% of respondents would you purchase products from a skincare line
that was one of the few skincare lines to combine luxury and natural
ingredients from around the world

/2.23% of respondents are willing to spend £40 or less for a premium skincare
product

69.44% of respondents would be willing to spend more money on @
premium natural skincare product in comparison to a drugstore brand



ORIGINAL
Aim
Infroduce a new natural skincare brand on the
UK market

Objective
Create visibility and a strong customer loyalty
among a certain segment of customers

Positioning
Natural skincare meets luxury
Premium brand not excessively overpriced

Values
Luxury
Quality
Natural
Ethical

SUGGESTIONS

Target Millennials

New approach of Emotional
appeal



Millennials:
Age: 18-34 vears

Interestedin natural organic and doctor-branded beauty products

Follow clearlabel or transparency tfrend
Lowerincomes, so price as key driver for purchase

More likely to research products and make decisions with help
of technology and social media

Interestedinimmediate results and trying new product lines

Visit physical and online stores to get best deals (e.g. through coupon
codesetc.)



Gender: Female

Age: 24

Profession: Entry level positionin her PR-career
Salary: annually £36.000

Lifestyle:

Social butterfly, enjoys going out on weekends, active on social
mediaq, likes luxury skincare, high novelty-seeking behaviour, selfie-
ready, prefers natural products, follows bloggers and influencers



3. L'ELIXIR
3.1 NAME AND LOGO
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Peace and

serenity

Color-wheel-pro, 2015
J.L. Morton, 2017



3.2 SLOGAN AND MESSAGE

“All natural, yet so magical.”

"One of the few skincare lines that combines luxury and
natural ingredients from around the world."



Product lines for: dry, normal and oily skin

 Cleanser

e Scrub

« Face Masks

* Moisturising Creams

« Packaging: Glass because of Recycling Issues

« Naturalingredients from sustainably derived elements from all
over the world

EU ‘('
Ecolabel

www ecolabel eu




By the end of week 8:
Gain 50,000 Facebook followers
Gain 500,000 Instagram followers
1 million unique users online

Increase brand awareness by 70%
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e dramatically improve skin elasticity and firmness, to give you back your youthful complexion. ($95)

3. La Mer the Revitalizing Hydrating Serum: Swipe a drop of this refreshing serum on your face and
neck, morning and night, to reap the benefits of its deep hydration and powerful antioxidants, Watch as, it -

day by day, your skin becomes visibly softer and brighter—a blend of green, brown, and red algae
10 New Spring Fragrances For 2017

seeping deep within the surface level of skin. ($195)
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4. Kate Somerville Wrinkle Warrior: The name itself has us sold! Say good-bye to crow’s-feet, fine

BESTBEAUTY PRODUCTS

lines, and deep wrinkles with the daily use of this plumping and hydrating serum. The lightweight

formula will leave your face feeling firm and flawless with the help of hyaluronic acid and amino acid.

With age comes wiseness—wrinkles are now optional! ($95)

Clé de Peau Concentrated Brightening Serum: Time to buy yourself a serum that can do it all.

w

This solution will leave you with silky-soft skin that is smoother in touch and brighter in appearance.
The Vitamin C Ethyl and Artemsia Extract will help dark spots disappear, while L-Serine and the Super- . ] ewe [ [ e ]'\v

Bio Hyaluronic Acid will moisturize and leave your skin smooth and supple. ($195 ’i &
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Facebook’s mulfi-platform reach in July 2016
among Millennials was a staggering 90.2% and
keeps its audience engaged for much longer

Optimal time to post and share on Facebook:

Clicks 8pm — 10pm




43% of 16-24-year-old women watch Youtube
beauty and personal care videos

Amount of beauty-related content views on YouTube from 2009 to
2016 (in million views per month)
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63% of beauty and personal care online YouTube viewers feel beauty
tutorials and advice online is helpful

Main influencer: (thebeautycrush)
« 26 years old fashion and beauty blogger
Based in London
1.8m YouTube subscribers, 587k followers on Instagram,
24k followers on Facebook

(DenizGoksen)
18 years old fashion and beauty blogger
Based in London
32k YouTube subscribers, 216k followers on Instagram




62.86% of respondents agreed that they would
purchase a product based on a recommendation
from a Youtube Beauty Blogger

. (Essiebutton)
27 years old lifestyle and beauty blogger
 Basedin London
1.18m YouTube subscribers, 711k followers on Instagram,
65k followers on Facebook

. (Alicext)

19 years old beauty blogger

Based in London

42k YouTube subscribers, 175k followers on Instagram




Samantha Maria

1,826,369 Subscribers
1.8m Youtube subscribers, 587k
followers on Instagram, 24k
followers on Facebook

£500,000.00

Denizgoksen 500,000+ followers, Avg. 10,000 £7.,000.00
likes

Essiebutton 500,000+ followers, Avg. 10,000 £7,000.00
likes

Alicext 500,000+ followers, Avg. 10,000 £7,000.00

likes




Google SEO (pulsing)

Facebook (pulsing)

WEEK 1

WEEK 2

WEEK 3

WEEK 4

WEEK 5

WEEK 6

WEEK 7

WEEK 8

Youtube (pulsing)




Cosmopolitan.co.uk (continuity)

WEEK 1 WEEK 2 WEEK 3 WEEK 4 WEEK 5 WEEK 6 WEEK 7 WEEK 8
VanityFair.com (flighting)
WEEK 1 WEEK 2 WEEK 3 WEEK 4 WEEK 5 WEEK 6 WEEK 7 WEEK 8

VOGUE.co.uk (pulsing)




Online Media Plan:

VOGUE.co.uk Roadblock (leaderboard, double £159,420.00
skyscraper, MPU) and E-Mail
Newsletter
Cosmopolitan.co.uk Homepage takeover for 8 weeks £73,920.00
VanityFair.com Homepage takeover for 4 weeks £80,000
Offline Media Plan:
VOGUE UK Y2 page print ad in April issue £14,530.00




We will be focusing on Peak Times for Search Engine Optimisation on Google and Youtube Ads

Peak:
Google SEO 20,000,000 impressions £200,000.00
Facebook Ad 20,000,000 impressions £200,000.00
Youtube Ad 10,000,000 impressions £100,000.00
Off-Peak:
Google SEO 10,000,000 impressions £50,000.00
Youtube Ad 10,000,000 impressions £50,000.00

Facebook Ad 10,000,000 impressions £50,000.00




Establish a loyalty rewards program and e-mail newletter system
Target Generation X with anti-aging products
Create a men's linein the future

Open a flagship store in London
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7. APPENDICES

Compounded Annual Growth Rate for Revenue of the Leading
Cosmetic Companies 2012-2015
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Appendix 1: Competitive Analysis

Competitors’ Kiehl's Clinique Origins Estee Lauder
Pricing
Moisturiser £25-45 | £18-£42 £24-37, £25-140, Exception: £255
exceptions: £60
Face Mask £30 £23-£32 £24-37, £22-104
exceptions: £5
Scrub £25-45 | £15-26 £15-26 £26
Exception: £37
Anti-aging cream | £50-60 | £40-£58 £48-52 £40-58
Eve cream £20-30 | £22-£54 £25-35 £30-55, Exception: £240
Serum £40-50 | £38-£52, £45-64 £47-88, Exception: £106

Exception: £95-£112




Appendix 1: Competitive Analysis

Marketed antiraging creams to millennials through embracing quarter life crisis

Nearly all-digital campaign, focused on Influencers on Facebook: “Original Skin Renewal
Serum” (Price; 40%)

Campaign: Millennials take many selfies and use social media, so they launched an app that
embellish their selfies with illustrations,

Brand’'s merchandising through Sephora with influencers
Pre-rolled ads on YOUTUBE and influencers' product reviews

(Origins, 2017), (Digiday, 2015)

Launched a new line for milennials: using a social-media heavy campaign, campaigners
went to Univ ersities to promote the new line

Influencers are also part of the marketing campaign: such as Kendall Jenner, Irene Kim

(WWD, 2016)



Appendix 1: Competitive Analysis

- Target market: young adults (30-45), both men and women, middle to upper class living in big cities
- Men skincare products ranges, strong masculinity design in the packaging, males now make up nearly 50% of Kiehl's current customers
- Unigue stores concept: offer a unique experience with customized services to create trust with customers and build long-term relationships

- Products based on natural ingredients (no chemical) to create effective and create treatments that have strong botanical influence.
Kiehl's has a strong pharmaceutical experience

Don't use celebrity endorsement, TV ads, newspapers, fashion magazines. Focus on social media, word-of-mouth and in-store advertising
- Digital marketing: electronic newsletters, promotions to email subscribers, exclusive offers via SMS marketing

Online activities: geo-targeting service, mobile video adv ertising, mobile store, QR codes...

Informal and personalized Facebook communication for a direct and localized contact with customers
- In-store activities: digital signage, attractive window display, distribute a lot generous samples to prov e the effectiveness of the products >
the brand uses customers as marketing tools)
- Involvement in charity, communities and support of different causes: cause-related form of marketing
Eg: "Kiehl's Grow" is an engaging campaign that has environmental based roots > the brand joined with the "Global Environment Center" to
bring them awareness and support the organization
- Engage consumers in activities sponsored by the brand: "Recycle and be rewarded" where customers are rewarded to bringing back
empty bottles to be recycled

(Wordpress, 2013)



Appendix 1: Competitive Analysis

Target market:

- Men and Women over 30 years old concerned with the signs of aging
- Men and Women between 18-25 concerned with acne, imperfections...
Middle to upper class living in urban/suburban areas

Segmentation according to individualneeds, skin types, ages

Mission Statement: being the most frusted prestige beauty brand in the world with
authority in Dermatological Skincare

Products are all dermatologists created, allergy tested, 100% fragrance free and
salesperson are required to wear uniforms to look like dermatologists
Original concept of "Simple 3-step routine”

Extremely active on social media to attract Millennials

(Davis, J.M, 2013)



Q1 - Do you like this logo?

Q2 - If you said no, to the previous question, please suggest as to how it could be
improved:

Darker hombre of blue

It's a little blurry maybe a darker more bold color choice or add an outline stroke or glow

Make clear and crisp

Its very light and hard to read

Not clear, colour could be brighter

Make it bold




Q3 - Are you interested in using skincare products that contain natural ingredients?




Q4 - How would you rate the following slogan? L'Elixir: All natural, yet so magical
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Q5 - Would you purchase products from a skincare line that was one of the few skincare
lines to combine luxury and natural ingredients from around the world?




Q6 - Would you be willing to spend more money on a premium natural skincare product
in comparison to a drugstore brand?




Q7 - How much would you be willing to spend on a premium natural skincare product?




Q8 - How much do you currently spend on your favourite skin care product?

Field ‘ Minimum Maximum Mean Std Deviation

Amount in £ ‘ 7.00 129.00 | 42.28 2729




Q9 - Which media platforms do you think would be the most appropriate for this brand?
Please check all that apply.

Social media

Social media
Magazines
Television
Radio

Total




Q10 - Please rank the following social media platforms based on what you use the most:




Q11 - Please rank the following magazines based on your preference:




Q12 - Would you purchase a product based on a recommendation from a Youtube Beauty
Blogger?

Definitely yes

Might or might not

Answer

Definitely yes
Probably yes
Might or might not
Probably not
Definitely not
Total




Q13 - What is your age?

Answer

Under 18 years old
18-24

25-34

35-44

45-54

55 or older

Total




Q14 - Please specify your ethnicity?

Hispanic or
Latino
Black or African
American
Other
| | | | |
0 2 4 6 8 10 1

|
2

Answer
White
Hispanic or Latino

Black or African American

Native American or
American Indian

Asian / Pacific Islander
Other




Q15 - What is the highest degree or level of education you have completed?

Some secondary
school, no diploma

Secondary school
graduate, diploma
or the equivalent

Some college
credit, no degree

Trade/technical/voc
ational training

Professional degree




Q16 - What is your martial status?

Single, never
married

Divorced

Answer

Single, never married

Married or domestic
partnership

Widowed
Divorced
Separated
Total




Q17 - Are you currently...?

Unemployed

Retired

Unable to work




Q18 - What is your gender?




Appendix 3: Peak Budgeting

Google SEO Week 1 | Week 2 ‘ Week 3 | Week 4 ‘ Week 5 Week 6 Week 7 Week 8
/AM-9 AM| £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00
12PM - 2 PM| £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00
6 PM-10 PM| £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00
Total | £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00

Facebook Ad Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
7AM -9 AM| £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00 £5,000.00
12PM - 2 PM| £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00 £6,000.00
6 PM-10 PM| £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00 £14,000.00
Total | £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00 £25,000.00

Youtube Ad Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
/7AM -9 AM| £3,000.00 £3,000.00 £3,000.00 £3,000.00 £3,000.00 £3,000.00 £3,000.00 £3,000.00
12PM - 2 PM| £3,000.00 £3,000.00 £3,000.00 £3,000.00 £5,000.00 £5,000.00 £3,000.00 £3,000.00
6PM-10PM| £4,000.00 £4,000.00 £4,000.00 £4,000.00 £12,000.00 £12,000.00 £4,000.00 £4,000.00
Total | £10,000.00 £10,000.00 £10,000.00 £10,000.00 £20,000.00 £20,000.00 £10,000.00 £10,000.00

£200,000.00

£200,000.00

£100,000.00



Appendix 4: Off-Peak Budgeting

Google SEO Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
12 AM -7 AM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00
9AM- 12 PM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00

2PM-6PM| £2,000.00 £2,000.00 £2,000.00 £2,000.00 £1,000.00 £3,000.00 £2,000.00 £2,000.00
10PM-12 AM| £2,250.00 £2,250.00 £2,250.00 £2,250.00 £1,250.00 £3,250.00 £2,250.00 £2,250.00
Total| £6,250.00 £6,250.00 £6,250.00 £6,250.00 £4,250.00 £8,250.00 £6,250.00 £6,250.00

Facebook Ad Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
12AM -7 AM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00
9AM- 12 PM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00

2PM-6PM| £2,000.00 £2,000.00 £2,000.00 £2,000.00 £1,000.00 £3,000.00 £2,000.00 £2,000.00
10PM -12 AM| £2,250.00 £2,250.00 £2,250.00 £2,250.00 £1,250.00 £3,250.00 £2,250.00 £2,250.00
Total| £6,250.00 £6,250.00 £6,250.00 £6,250.00 £4,250.00 £8,250.00 £6,250.00 £6,250.00

Youtube Ad Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
12 AM -7 AM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00
9AM- 12 PM| £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00 £1,000.00

2PM-6PM| £2,000.00 £2,000.00 £2,000.00 £2,000.00 £1,000.00 £3,000.00 £2,000.00 £2,000.00

10 PM - 12 AM| £2,250.00 £2,250.00 £2,250.00 £2,250.00 £1,250.00 £3,250.00 £2,250.00 £2,250.00

Total| £6,250.00 £6,250.00 £6,250.00 £6,250.00 £4,250.00 £8,250.00 £6,250.00 £6,250.00

£50,000.00

£50,000.00

£50,000.00



Appendix 5: Media Budget

£9,240.00 £73,920.00

HPTO Cosmpolitan| Week1 Week 2 Week3 | Week4 | Week5 | Weekb | Week7 | Week38
Total £9,240.00 £9,240.00 £9,240.00 £9,240.00 £9,240.00 £9,240.00 £9,240.00
HPTO Vanity Fair Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8
Total £0.00 £20,000.00 £0.00 £0.00 £20,000.00 £20,000.00 £20,000.00 £0.00
VOGUE.co.uk Ad Week 1 Week 2 Week 3 Week 4 Week 5 Week 6 Week 7 Week 8

Total

£19,500.00 £19,500.00 £19,500.00 £15,500.00 £18,000.00 £21,000.00 £19,500.00 £19,500.00
£3,420.00

£80,000.00

£19,500.00 £19,500.00 £19,500.00 £19,500.00 £18,000.00 £24,420.00 £19,500.00 £19,500.00 £159,420.00



Overall Budget

Online:

TOTAL BUDGET SPENT

£1,498,870.00

VOGUE

£159,420.00

Cosmo

£73,920.00

LEFTOVER

£1,130.00

Vanity Fair

£80,000.00

Total

£313,340.00

Influencers:

Samantha Maria (Brand Ambassador)

£500,000.00

Deniz Goksen (500,000+ Followers and 10,000+ Likes)

£7,000.00

Estée Lalonde (500,000+ Followers and 10,000+ Likes)

£7,000.00

Alice (500,000+ Followers and 10,000+ Likes)

£7,000.00

Total

£521,000.00

Online Peak:

Youtube Ad

£100,000.00

Facebook Ad

£200,000.00

Google SEO

£200,000.00

Total

£500,000.00

Online Off-Peak:

Youtube Ad

£50,000.00

Facebook Ad

£50,000.00

Google SEO

£50,000.00

Total

£150,000.00

Offline:

VOGUE (1/2 page April print ad)

£14,530.00

Total

£14,530.00




