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INSIGHTS |

BRAND PURPOSE:

ENABLE EVERYONE TO EXPERIENCE THE
POSITIVE POWER OF NATURE, EVERY DAY.

BENEFIT STATEMENT:

A PLANT-POWERED EXPERIENCE THAT NURTURES
YOUR HAIR AND YOUR SPIRIT.

POINT OF DIFFERENCE:

1. PURE PLANT ESSENCES, 100% NOURISHED HAIR

2.  2XNOURISHMENT IN T USE

3. THE FULL [MULTI SENSORIAL] EXPERIENCE OF
NATURE, INGREDIENTS ENDORSED BY KEW

Essens @ il L
HAURISH & 500

INTENSIVE WA

s

K EY WO R DS. - NARROW DOWN YOUR HAIR CARE TARGET MARKET AND
. FOCUS ON THEIR NEEDS

GOOGLE KEYWORD PLANNER
- WORK ON CONTENT MARKETING

gﬁlARM POO - WORK WITH INFLUENCERS TO REACH YOUR NICHE

CURLY HAIR AUDIENCES

SCALP

HAIR MASK - USE USER GENERATED CONTENT TO TURN YOUR CUSTOMERS
WAVY HAIR INTO YOUR BRAND ADVOCATES

DRY SHAMPOO

- ADVERTISE YOUR HAIR CARE PRODUCTS TO MAXIMIZE YOUR
NATURAL HAIRCARE

SALES.
CRUELTY FREE HAIRCARE

VEGAN HAIRCARE % OF UK BEAUTY BUYERS WHO THINK THE FOLLOWING
COCONUT OIL FOR HAIR GROUPS SHOULD BE BETTER REPRESENTED

HA' R GROWTH GWI - WHY THE BEAUTY INDUSTRY IS DUE A MAKEOVER

FR'ZZY HAIR GEN Z & MILLENNIAL GEN X & BABY BOOMERS
HAIR OIL (AGE 16-36) (AGE 37-64)

HAIR GROWTH OIL

NOURlSHED HA'R —— G 3% OVER 55s 41% G
SMOOTH HAIR — eoassssssssm—— /0% PEOPLE WITH DISABILITIES 32% e
CURLS

MOROCCAN O||_SHAMPOO — G 55% PLUS SIZE 36%
CURLY HAIR PRODUCTS — oassss—— 39% PEOPLE OF COLOUR 24% @ CE——
BEST SHAMPOO — G 3% MEN 25% [
OLIVE OIL FOR HAIR

DRY SCALP —  eoes—— 30% LGBTQIA+ 17% cnm—
RECYCLABLE BEAUTY COMMUNITY MEMBERS




COMPETITORS | SOCIAL COMPETITORS | GENDER INCLUSIVITY

HERBAL ESSENCES GARNIER GCARNIER & INFLUENCER
¢ herbalessencesuk Follow < garnieruk < emilycanham & Follow
ﬁ @ [> @ ﬁ @ ++ + @ < garnieruk & < garnieruk & Follow < herbalessencesuk &
: | o i ® > & FH ® > Y i S >
> 125k
¢ = P 20% - COULD DO MORE 0%

‘ RiFs U S . 36% CONSUMERS WOULD LIKE TO
2,332 VIEWS 3,487 VIEWS 125,000 VIEWS e gy T ORMODELS

79% OF PEOPLE SAY USER GENERATED
CONTENT (UGC) HIGHLY IMPACTS THEIR
PURCHASING DECISIONS - SIXADS

herbalessencesuk #
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SOCIAL MEDIA | USAGE

iy herbalessencesuk @

E@D &

S5 U hhs montly
I'mask,pack

Ftree planted
]

g ;
This month 4

%
| bottle —1 tree

77 likes

herbalessencesuk If you're scrolling past, take this
as your personal message to stop, take a breather
and indulge this evening « =

A Q B 6 e

PHOTOGRAPHING THE PRODUCT
NOT THE EFFECT OF THE PRODUCT

oav n

46 likes

herbalessencesuk Our Coconut Milk shampoo and
conditioner are the perfect companions to today’s
big night in - trust us &)... more

4 March

IRREGULAR POSTING

NO USE OF HASHTAGS
LAST POST 4TH MARCH

(22ND MARCH)

Herbal
Essences

@herbalessences @

27 547 425

Following Followers Likes

=

Herbal Essences North America official handle
Show us how you get #ScentBack @

Follow

1,000 VIEWS AVERAGE

LOGGING INTO TIKTOK
EVERYDAY HAS
INCREASED BY

54% AGE 16-64
(GWI CONSUMER TRENDS 2022)

< laurensaddington L1 .- < laurensaddington Q1

@laurensaddingtonx

779 345.3K 12.2M

Following Followers Likes

Follow v

Magic & confidence 4@ YOUTUBES EVERY
WEEK - Please subscribe “} @

& https://youtube.com/channel/UCxGLy5Pu...
[3 Q&A

()} Body Confidence % (3]l WHAT | EAT IN A DAY §

TIKTOK INFLUENCER

3.7 MILLIONS VIEWS

56% OF BEAUTY BUYERS WANT AUTHENTIC BRANDS
AND REASSURANCE THAT THE BRAND'S DECISION TO
BE SOCIALLY RESPONSIBLE COME FROM THE HEART

-A REASON FOR BRANDS TO USE A STRATEGICALLY CHOSEN GROUP OF
INFLUENCERS WHO WILL ACT AS BRAND AMBASSADORS



CONCEPT | INFLUENCER CAMPAIGN

CAMPAIGN GOALS:

GENDER INCLUSIVITY

RACE INCLUSIVITY

COVER A VARIETY OF AGE

VEGAN AND NATURAL EXPOSURE
AUTHENTICITY

BUILDING INFLUENCER RELATIONSHIPS

KPI GOALS:

INCREASED INTERACTION RATES
INCREASED AUDIENCE REACH
INCREASED CLICK THROUGH RATES
INCREASED SALES

Y

SOCIAL MEDIA:
INSTAGRAM / INSTAGRAM REELS

TIKTOK
YOUTUBE

HASHTAGS:

#HERBALESSENCES
#POWERINEVERYSHOWER
#NATURAL #BEFOREANDAFTER
#NATURALHAIR #HAIRGOALS
#HEALTHYHAIR #HAIROFTHEWEEK
#HAIR #HAIRTIPS #HAIRCARE
#HAIRJOUNREY #DAMAGEDHAIR
#VEGAN #HAIRMASK

A

INFLUENCERS:
EMILY CANHAM
OLIVIA NEIL
NATURALLY HALEY
SYDNEY CROUCH
DAN PEMBERTON
LUCY WATSON

PUBLISHING SCHEDULE:

COVER POINTS OF DIFFERENCE

3 STORY POSTS

1 FEED POST

1 REEL

1 TIKTOK

1 PAID AD ON YOUTUBE
BEFORE AND AFTER POSTS
1 MONTHS USE

REVIEW CONTENT:

ENSURE THE CONTENT
COVER ALL OF THE USPs
BRAND PURPOSE: ENABLE
EVERYONE TO EXPERIENCE
THE POSITIVE POWER OF
NATURE, EVERY DAY.
BENEFIT STATEMENT:

A PLANT-POWERED
EXPERIENCE THAT NURTURES
YOUR HAIR AND YOUR SPIRIT.

MEASURE SALES:
CLICK THROUGH RATES
SALES

WEBSITE VIEWS

MASK VIEWS

MEASURE STATS:
LIKES

VIEWS

SHARES
FOLLOWING

OPTIMISE CONTENT:
REPOST TO ALL ORIGIN
ACCOUNTS

COMMENT

SHARE

USE SAME HASHTAGS




CONCEPT | INFLUENCERS

< emilycanham &

1,217 713 k 500
Posts Followers  Following

Emily Canham &3

YouTuber. london.

sharing my life, outfits, food, makeup and travel. join
my journey! @welcomehome
info@emilycanham.co.uk

youtu.be/M4mzm8VW3_s

< olivianeill & Q
191 774 k 569
Posts Followers  Following

Olivia Neill

open.spotify.com/show/1VrkVixk0ZYLgAdEe4kpZ9...

@b , Followed by lookingforlewys, flossie
* and 212 others

4 naturallyhaleyxo

467 10.4 k 3,605

Posts Followers Following

Natural Hair | Habits she/her

Digital creator

Sharing how I'm cultivating healthier habits in my 20s
t 4

Healthy Haircare Tips©

Skincare & Beauty Gems % ... more
msha.ke/naturallyhaley

zoesugg %

2,008 9.3 M 826
Posts Followers  Following

Zoé Sugg

Founder of @Zoella

Co founder of @filmmapp & @templateapp

Business Enquiries & PR: enquiries@zoella.co.uk (not
in dms please... more

linktr.ee/zoesugg

4 sydneymaycrouch Q

2,176 324 k 587
Posts Followers  Following

Sydney May Crouch
@48fortynine... more

0’ , Followed by mollygneville, livguy_
and 87 others

Supporting Support for Ukraine with CARE
fundraiser by impact

< danepemberton

2,355 30.2k 485

Posts Followers  Following

DANE-PEMBERTON
Public figure

@, Baker & Social Media @crumbsanddoilies
€ Skincare & Beauty enthusiast

& PR - dane_pemberton94@hotmail.com
@ Shortcake & Recipe &
youtu.be/UnbZ0VijlSzc

< lucywatson & Q
4,082 12M 515
Posts Followers Following

Lucy Watson

founder @civerso & @renuethelabel
author of “feed me vegan”

new home project @homebylucywatson
watch our wedding trailer here
m.youtube.com/watch?v

B Followed by misha_grimes, Following v Message Email +9 m Followed by tanyaburr, > @ g Followed by tiffanyc_watson,
; ) )b . ; s
%«a saffronbarker and 63 others m Message Email +9 & emmalouiseconnolly and 105 others £512,627.31 of £519,612.78 raised ‘g Followed by lornaluxe and bakewithhan B nicolamhughes and 143 others
Supporting URGENT UKRAINE CRISIS: Help . .
Follow Message Contact +2 el : p ; o Following v Message Email +2
- Kids in Need fundraiser by savethechildren > Following v Message Email +9, Follow Message Email 2

2200

Reel fun! & Length Che... Skin Straight hair

B © >

£973,403.03 of £769,796.72 raised
= Y ‘@ D S
civerso renue vegan things hen do reci

@ ‘ - ﬂ’ @ ﬁ CONCERTS  Outfit links Life Product links %Codes g Reviews g Reviews  Kiehl's ¥ Re
F " 2 ‘ =
3 8’ ) AR - i 5 > o)

@0SO0C

St Lucia Bath Whistler Gift Guides  Outfit

H ® = &

Ottilie Where | got... Pregnancy Magpie Soc... Baby : YOU ARE

NOT FOR
EVERYONE

B ® b &

'—I\

- Clarifying
- No sulfates

- Affordable 1
o

UP AND COMING MALE

VEGAN AUDIENCE

MAINLY INSTAGRAM FOR ADS
PROMOTES EVERYTHING
VEGAN

ORGANIC

CURLY HAIR TYPE
PERSON OF COLOUR
BEAUTY BASED AUDIENCE

OLDER AUDIENCE
HAS A BLOG ZOELLA’
LARGE FOLLOWING
NEW MUM

ORGANIC

TRAVEL & BEAUTY BASED
WORK WITH GARNIER
YOUTUBE & INSTAGRAM
ORGANIC

YOUNGER TARGET AUDIENCE
MAINLY YOUTUBE FOR ADS
WORKED WITH FUNCTION
OF BEAUTY PAID
ORGANIC

RECENT HAIR JOURNEY
USES INSTAGRAM REELS WORKS WITH BEAUTY
AND TIKTOK BRANDS

ORGANIC PAID

BEAUTY BASED FOLLOWING



THANK YOU VERY MUCH!
PLEASE ASK ANY QUESTIONS




