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1. SITUATIONAL ANALYSIS
1.1. COMPETITIVE ANALYSIS: PERCEPTUAL MAP



1.2 SURVEY RESULTS

 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

 72.23% 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 a 
premium natural skincare product in comparison to a drugstore brand

18 Questions, 36 Respondents



2. CLIENT BRIEF

SUGGESTIONSORIGINAL
Aim

Introduce 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

Target Millennials

New approach of Emotional 

appeal



2.1 TARGET AUDIENCE

 Millennials:

 Age: 18-34 years

 Interested in natural organic and doctor-branded beauty products

 Follow clear label or transparency trend

 Lower incomes, so price as key driver for purchase

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

 Interested in immediate results and trying new product lines

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

Belch and Belch, 2014

FBIC, 2016



2.2 CUSTOMER PROFILE

 Gender: Female

 Age: 24

 Profession: Entry level position in her PR-career

 Salary: annually £36.000

 Lifestyle:

Social butterfly, enjoys going out on weekends, active on social 
media, likes luxury skincare, high novelty-seeking behaviour, selfie-

ready, prefers natural products, follows bloggers and influencers



3. L'ELIXIR

3.1 NAME AND LOGO

Names:

1. Eden

2. Immaculé

3. L'Elixir: "Potion (Elixir)" in English translated into French

• Blue Ombre: Beneficial to 

mind/body, tranquillity, and 
calmness

• Light blue: Peace and 

serenity

Color-wheel-pro, 2015

J.L. Morton, 2017



3.2 SLOGAN AND MESSAGE

Slogan:

“All natural, yet so magical.”

Message:

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



3.3 PRODUCT RANGE

Product lines for: dry, normal and oily skin

• Cleanser

• Scrub

• Face Masks

• Moisturising Creams

Values:

• Packaging: Glass because of Recycling Issues

• Natural ingredients from sustainably derived elements from all 
over the world



4. MEDIA STRATEGY

4.1 OBJECTIVES

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%



4.2 CHANNELS

MAGAZINES

INFLUENCERS

SEARCH ENGINE OPTIMIZATION

SOCIAL MEDIA ADVERTISEMENTS



4.2 CHANNELS: MAGAZINES

Vogue.co.uk: Cosmopolitan.co.uk: VanityFair.com:

(VOGUE, 2016), (Cosmopolitan, 2016), (Vanity Fair, 2016)



4.2 CHANNELS: SOCIAL MEDIA ADVERTISEMENTS

Facebook’s multi-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:

Hwang, 2015



4.2 CHANNELS: SOCIAL MEDIA ADVERTISEMENTS

43% of 16-24-year-old women watch Youtube

beauty and personal care videos

Pixability, nd



4.2 CHANNELS: INFLUENCERS
63% of beauty and personal care online YouTube viewers feel beauty

tutorials and advice online is helpful

Main influencer: Samantha Maria (thebeautycrush)

• 26 years old fashion and beauty blogger
• Based in London
• 1.8m YouTube subscribers, 587k followers on Instagram, 

24k followers on Facebook

Deniz: (DenizGoksen)
• 18 years old fashion and beauty blogger
• Based in London

• 32k YouTube subscribers, 216k followers on Instagram

Mintel, 2017



4.2 CHANNELS: INFLUENCERS

Estée Lalonde: (Essiebutton)

• 27 years old lifestyle and beauty blogger
• Based in London
• 1.18m YouTube subscribers, 711k followers on Instagram, 

65k followers on Facebook 

Alice: (Alicext)
• 19 years old beauty blogger
• Based in London

• 42k YouTube subscribers, 175k followers on Instagram

62.86% of respondents agreed that they would 

purchase a product based on a recommendation 
from a Youtube Beauty Blogger



4.2 CHANNELS: BRAND AMBASSADOR



4.3 ADVERTISING AND SEO TIMELINE



4.3 MEDIA TIMELINE



4.4 BUDGET
Online Media Plan:

Offline Media Plan:

(VOGUE, 2016), (Cosmopolitan, 2016), (Vanity Fair, 2016)



4.4 BUDGET

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

Peak:

Off-Peak:



5. RECOMMENDATIONS

 Establish a loyalty rewards program and e-mail newletter system

 Target Generation X with anti-aging products

 Create a men's line in the future

 Open a flagship store in London



6. REFERENCES
 Aidin, B. (2015). Changing face of uk skincare. Av ailable at: https://www.raconteur.net/lifestyle/changing-face-of-uk-skincare (accessed 15 February 2017)

In-text citation: (Aidin, 2015)

 ARNETT, K. Is Kiehl’s Really Natural or Are they Greenwashing? [Online] Av ailable from: https://greenbeautyteam.com/features/is-kiehls-really-natural-or-are-they-greenwashing/ [Accessed: 17th February 2017]

 Collins, A. (2016). Millennials disrupt beauty industry’sant iwrinkle agenda. Av ailable at: http://wwd.com/beauty-industry-news/skin-care/millennial-beauty-antiwrinkle-baby-boomer-10419202/ (accessed 15 February 2017)

In-text citation: (Collins, 2016)

 Color-wheel-pro (2015). Color Meaning Av ailable at: http://www.color-wheel-pro.com/color-meaning.html (Accessed 15 Febryary 2017)
In-text citation: (Color-wheel-pro, 2015)

 Cosmopolitan (2016) Media kit [Online]. Av ailable at http://hearstcouk.wp.cdnds.net/tmp/wpro1455721699558662/2016/02/15123209/CosmoMediaPack_2016.pdf (Accessed 15 February 2017)

 D’Adamo, A. (2016). Millennials shift skin care spend. Av ailable at: http://www.womensmarketing.com/blog/millennials-shift-skin-care-spend (accessed 15 February 2017)
In-text citation: (D’Adamo, 2016)

 DAVIS, J.M. (2013) Clinique Market ing St rategy. [Online] Av ailable from: https://issuu.com/joellemichaeladav is/docs/clinique_mktsg [Accessed: 16th February 2017]
In-text citation: (Dav is, J.M, 2013)

 Digiday. 2015. #QuarterLifeCrisis? The Estée Lauder Cos. have you covered. [ONLINE] Av ailable at: http://digiday.com/marketing/quarter-life-crisis-estee-lauders-got-cov ered/. [Accessed 3 March 2017].

 Estee Lauder . 2017. Skincare. [ONLINE] Av ailable at: http://www.esteelauder.co.uk. [Accessed 3 March 2017]
In text citation: Estee Lauder, 2017

 Euromonitor (2016) ‘Beauty and personal care in the united kingdom’, Euromonitor beauty and personal care [online]. Av ailable at http://www.euromonitor.com/beauty-and-personal-care-in-the-united-kingdom/report (Accessed 15 

February 2017)
In-text citation: (Euromonitor, 2016)

 FBIC (2016) ‘The millennial series: millennials and beauty’, Fung Global Retail and Technology [online]. Av ailable at 

https://www.fbicgroup.com/sites/default/files/Millennials%20and%20Beauty%20by%20Fung%20Global%20Retail%20Tech%20July%2018%202016.pdf (Accessed 15 February 2017)
In-text citation: (FBIC, 2016)

 George E. Belch, Michael A. Belch, 2014. Advert ising and Promot ion An Integrated Marketing Communicat ions Perspective, Global Edit ion. 10th Edition. McGraw-Hill Education

In text citation: Belch and Belch, 2014

 Giorgio, F. (2016). Facebook retains social media crown for uk millennials. Av ailable at: https://www.comscore.com/Insights/Data-Mine/Facebook-retains-Social-Media-crown-for-UK-Millennials (accessed 15 February 2017)
In-text citation: (Giorgio, 2016)

 GOLDSTEIN, J. (2013) The Right  Moisturizer for Smooth Skin in Your 30s, 40s, 50s. [Online] Av ailable from: http://www.health.com/health/article/0,,20411925,00.html [Accessed: 10th February 2017]

 GURJAO, S. (n.d.) The Changing Role of Women in the Construction Workforce. Art icle. [Online] the CIOB. Av ailable from: https://www.ciob.org/sites/default/files/CIOB%20research%20-
%20The%20Changing%20Role%20of%20Women%20in%20the%20Construction%20Workforce.pdf [Accessed: 12th February 2017]

 Hwang, G. (2015). Best  t imes to publish content for social media engagement . Av ailable at: http://www.addthis.com/blog/2015/10/06/best-times-to-publish-content-for-social-media-engagement/#.WMAFxBKLSb9 (Accessed: 
15 February 2017)
In-text citation: (Hwang, 2015)

 J.L. Morton (2017). Color Matters. Av ailable at: https://www.colormatters.com/the-meanings-of-colors/blue (Accessed 15 February 2017)

In-text citation: (J.L. Morton, 2017)

 Kinonen, S. (2016). Millennial women want more green beauty products. Av ailable at: http://www.allure.com/story/millennial-women-green-beauty (Accessed 15 February 2017)

In text citation: (Kinonen, 2016)

https://www.raconteur.net/lifestyle/changing-face-of-uk-skincare
https://greenbeautyteam.com/features/is-kiehls-really-natural-or-are-they-greenwashing/
http://wwd.com/beauty-industry-news/skin-care/millennial-beauty-antiwrinkle-baby-boomer-10419202/
http://www.color-wheel-pro.com/color-meaning.html
http://hearstcouk.wp.cdnds.net/tmp/wpro1455721699558662/2016/02/15123209/CosmoMediaPack_2016.pdf
http://www.womensmarketing.com/blog/millennials-shift-skin-care-spend
https://issuu.com/joellemichaeladavis/docs/clinique_mktsg
http://digiday.com/marketing/quarter-life-crisis-estee-lauders-got-covered/
http://www.esteelauder.co.uk/
http://www.euromonitor.com/beauty-and-personal-care-in-the-united-kingdom/report
https://www.fbicgroup.com/sites/default/files/Millennials and Beauty by Fung Global Retail Tech July 18 2016.pdf
https://www.comscore.com/Insights/Data-Mine/Facebook-retains-Social-Media-crown-for-UK-Millennials
http://www.health.com/health/article/0,,20411925,00.html
https://www.ciob.org/sites/default/files/CIOB research - The Changing Role of Women in the Construction Workforce.pdf
http://www.addthis.com/blog/2015/10/06/best-times-to-publish-content-for-social-media-engagement/
https://www.colormatters.com/the-meanings-of-colors/blue
http://www.allure.com/story/millennial-women-green-beauty


 KOKOI, I. (2011) Female Buying Behav iour Related to Facial Skin Care Products. Art icle. [Online] Haaga-Helia, Univ ersity of Applied Sciences. Av ailable from: https://www.theseus.fi/bitstream/handle/10024/26464/Thesis.pdf [Accessed: 

12th February 2017]

 KUC, C. (2013) Brand Project :Kiehl’s. [Online] Av ailable from: https://cci13.wordpress.com/2013/12/16/brand-project-kiehls/ [Accessed: 11th February 2017]
In-text citation: (Wordpress, 2013)

 Libby, C. (2015). The healthy lifestyle effect : Will it  impact  the skincare market in the uk. Av ailable at: http://www.mintel.com/blog/beauty-market-news/the-healthy-lifestyle-effect-will-it-impact-the-skincare-market-in-the-uk (accessed 15 
Februay 2017)
In-text citation: (Libby, 2015)

 Long, C. (2016). Digital luxury: the next generation. Av ailable at: https://www.ft.com/content/c492adca-946d-11e6-a80e-bcd69f323a8b (Accessed: 15 February 2017)
In-text citation: (Conner, 2015)

 MarketRealist. 2015. Business Overview of Estée Lauder. [ONLINE] Av ailable at: http://marketrealist.com/2015/08/business-ov erv iew-estee-lauder/. [Accessed 3 March 2017]

In text citation: Market Realist, 2015

 Matusow, J. (2015). Tapping into millennials . Av ailable at: http://www.beautypackaging.com/contents/v iew_online-exclusives/2015-10-08/tapping-into-millennials/ (accessed 15 February 2017)
In-text citation: (Matusow, 2015)

 Mintel (2016). ‘Executiv e summary’, Mintel beauty online - UK [online]. Av ailable at http://academic.mintel.com (Accessed 15 February 2017)
In-text citation: (Mintel, 2017)

 Origins. 2017. Face. [ONLINE] Av ailable at: http://www.origins.co.uk. [Accessed 3 March 2017]

In text citation: Origins, 2017

 Pixability. n.d. Amount of beauty-related content views on YouTube from 2009 to 2016 (in million views per month). Statista. Accessed 15 February, 2017. Av ailable from https://www-statista-com.rlib.pace.edu/statistics/294655/youtube-
monthly-beauty-content-views/.

 RAVIKUMAR, T. (2012). A STUDY ON IMPACT OF VISUAL MEDIA AVERTISEMENTS ON WOMEN CONSUMERS BUYING BEHAVIOUR IN CHENNAI CITY. Art icle. [Online] International Journal of Multidisciplinary Research. Vol.2 Issue 
2, February 2012. Av ailable from: https://www.researchgate.net/publication/268352518_A_STUDY_ON_IMPACT_OF_VISUAL_MEDIA_ADVERTISEMENTS_ON_WOMEN_CONSUMERS_BUYING_BEHAVIOUR_IN_CHENNAI_CITY [Accessed: 
11th February 2017

 SkinInc (2015). Survey: 54% of Women Want Skin Care to Be 'All Natural'’ Av ailable at: http://www.skininc.com/skinscience/ingredients/Surv ey-54-Percent-of-Women-Want-All-Natural-Products-321263321.html (Accessed 15 February 2017) 
In-text citation: (SkinInc, 2015)

 TapBuy (2016). Millennials vs gen x: How can you adapt to their shopping habits? Av ailable at: https://www.tapbuy.io/en/blog/millennials-v s-gen-x-can-adapt-shopping-habits/ (Accessed 15 February 2017)

In-text citation: (TapBuy, 2016)

 Terlep, S. (2016). Millennials change the complexion of the beauty business. Av ailable at: https://www.wsj.com/articles/millennials-change-the-complexion-of-the-beauty-business-1462317335 (accessed 15 February 2017)
In-text citation: (Terlep, 2016)

 TheSkincareBlog (2016). Trend forecast : The market  in 2016. Av ailable at: http://www.theskincareblog.com/2016/01/07/the-trend-forecast-the-cosmetic-market-in-2016/ (Accessed 15 February 2017)
In-text citation: (TheSkincareBlog, 2016)

 Vanity Fair (2016). Media kit . Conde Nast Publications: Vanity Fair.

 VOGUE (2016). Media kit. Condé Nast Publications

 White, M. (2016). The curious way millennials are changing the anti-aging game. Av ailable at: http://time.com/money/4317563/millennials-selfies-skin-cream-beauty/ (accessed 15 February 2017)
In-text citation: (White, 2016)

 WWD. 2016. Estée Lauder Launches Estée Edit  – WWD. [ONLINE] Av ailable at: ﷟Htp://wwd.com/beauty-industry-news/beauty-features/estee-lauder-launches-estee-edit-targets-millennials-10321846/. [Accessed 13 March 2017]
In text citation: WWD, 2016

6. REFERENCES

https://www.theseus.fi/bitstream/handle/10024/26464/Thesis.pdf
https://cci13.wordpress.com/2013/12/16/brand-project-kiehls/
http://www.mintel.com/blog/beauty-market-news/the-healthy-lifestyle-effect-will-it-impact-the-skincare-market-in-the-uk
https://www.ft.com/content/c492adca-946d-11e6-a80e-bcd69f323a8b
http://marketrealist.com/2015/08/business-overview-estee-lauder/
http://www.beautypackaging.com/contents/view_online-exclusives/2015-10-08/tapping-into-millennials/
http://academic.mintel.com/
http://www.origins.co.uk/
https://www-statista-com.rlib.pace.edu/statistics/294655/youtube-monthly-beauty-content-views/
https://www.researchgate.net/publication/268352518_A_STUDY_ON_IMPACT_OF_VISUAL_MEDIA_ADVERTISEMENTS_ON_WOMEN_CONSUMERS_BUYING_BEHAVIOUR_IN_CHENNAI_CITY
http://www.skininc.com/skinscience/ingredients/Survey-54-Percent-of-Women-Want-All-Natural-Products-321263321.html
https://www.tapbuy.io/en/blog/millennials-vs-gen-x-can-adapt-shopping-habits/
https://www.wsj.com/articles/millennials-change-the-complexion-of-the-beauty-business-1462317335
http://www.theskincareblog.com/2016/01/07/the-trend-forecast-the-cosmetic-market-in-2016/
http://time.com/money/4317563/millennials-selfies-skin-cream-beauty/


7. APPENDICES

Appendix 1: Competitive Analysis

(Market Realist, 2015)



Appendix 1: Competitive Analysis

Kiehl's 2017, Clinique 2017, Origins 2017, Estee Lauder 2017



Appendix 1: Competitive Analysis

Marketing Campaigns

Origins:

 Marketed anti-aging 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 rev iews

(Origins, 2017), (Digiday, 2015)

Estee Lauder: Edit

 Launched a new line for millennials: using a social-media heavy campaign, campaigners 

went to Universities 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

Marketing Campaign
Kiehl's:

- Target market: young adults (30-45), both men and women, middle to upper class liv ing in big cities

- Men skincare products ranges, strong masculinity design in the packaging, males now make up nearly 50% of Kiehl's current customers

- Unique stores concept: offer a unique experience with customized serv ices 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 v ia SMS marketing

Online activ ities: geo-targeting serv ice, mobile v ideo advertising, mobile store, QR codes...

Informal and personalized Facebook communication for a direct and localized contact with customers

- In-store activ ities: digital signage, attractive window display, distribute a lot generous samples to prove 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 env ironmental based roots > the brand joined with the "Global Env ironment Center" to

bring them awareness and support the organization

- Engage consumers in activ ities sponsored by the brand: "Recycle and be rewarded" where customers are rewarded to bringing back

empty bottles to be recycled

(Wordpress, 2013)



Clinique:

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 individual needs, skin types, ages

Mission Statement: being the most trusted 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)

Appendix 1: Competitive Analysis

Marketing Campaign
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Appendix 3: Peak Budgeting



Appendix 4: Off-Peak Budgeting



Appendix 5: Media Budget



Appendix 6: 

Overall Budget


