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In 1963, founder Mary Kay Ash had a vision fo create a company thar would focus

on frealing others the way fthey would like fo be freated. Today, the Mary Kay brand
resonares with many women worldwide and has served as a plafform for confidence
and empowerment through irs unique beauly products and Independent Beaury
Consulfant (IBC) program. Currently, Mary Kay lacks presence and appeal among
women befween the ages of 18-25 due o perception of the brand as being more
relafable fo older consumers. The question becomes how fo effectively fargef women in
'he 18-25 years of age while incorporating all thar Mary Kay has to offer.

Al Velocily Communications, we have a sfrategy designed fo polish the Mary Kay brand
and remain faithful fo the values upon which the company was founded. The Sfand Ouf
With - Confidence campaign aims fo esfablish a connection with women by appealing
[0 their inner confidence, which will lead to personal empowerment. Our Stand Out With
Confidence campaign is designed fo nof only reach the 18-25 year old female markef
bur also boost inferest among consumers in becoming successful IBCs. While we are
focusing on increasing presence among these markerls, our campaign efforts and
sfrafegy include current Mary Kay customers and IBCs.

Our campaign is rooted in MK's history and draws upon
fhe foundation that Mary Kay was builf on fo make this organization shine
against competitors. Our plan will give a complete understanding of our
fargel markel and our campaign, which encompasses facfics such as a
fashion show, an inferactive App, a new website, and resources o help all
IBCs succeed.




Mary Kay is a muliibillion dollar company thar prides itself on three core conceprs:
infegrity, honesty, and an unwavering belief in the Golden Rule,

Fiffy years ago, founder Mary Kay Ash created this vision for the company from her own
personal values. Her goal was to create products thar could ullimately help women live
'heir dreams and be the besl they can be. Mary Kay sfrives fo make women feel beautiful,
confident, and connected through ifs quality products. The company now includes over
3 million Independent Beauty Consuliants (IBCs), who seek fo assist in enriching the lives
of women everywhere. These IBCs are given the opporfunity fo grow and develop within
'he company as they sell their products and recruif future IBCs. The company's targef
markel includes women belween the ages of 18 and 44. However, fo the public eye, the
company appears fo primarily farget the older generations.

Therefore, Mary Kay is currently seeking fo appeal more fo

'he younger generations, particularly women befween the

ages of 18 and 25, with their products and advertising. Some

of Mary Kay's core products include eyeliner, Lash Love

mascara, Foundation Primer, TimeWise 3-In-1 Cleanser, and

their Timewise Firming Eye Cream.The company compeles

primarily in ferms of quality with the products that they offer.
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Stren ths Weaknesses

® Highlevels of brand awareness (96% of o Lifle awareness of MK involvement in causes
our survey participants knew MK brand) - .
e No unified IBC raining, procedures, or

o Personalized selling frechnique .
messaging

® Stong, poste compqmglvo\ues ° [ow relafabilily fto Gen Y generation
° [nvolvementin causes in line with values o .

. . . e Only opfion is fo purchase in advance from
o Effechive employee incenlives BC
° Employee growh opportunities

. ° [nconsistent image - infense make up on
o Effective products

models, simple logo, complicared website, efc
o Difficulf navigation of website and blogs

Opportumtles Threats
Stronger social media presence ° Heavy emphasis on recruiiment by IBC's
e More advertising abour causes and App decreases inferest in product and company
 Partnerships with groups that will relate to ° Compeiitors have a more consisient brand
GenYs mage
e Make Mary Kay af Play line fargef 18-25 o Website navigafion makes i difficulr for
year olds consumers o find important information
e Separdte recruiment from parties ° Mosr.people prefer fo buy makeup from a refail
o Markef involvement in social causes - research location

shows if improves brand percepfions
e (en Ys are looking for opportunities that can

gel them money bur are flexible
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Spontaneous Starters in College:

BCs:

This sel consisfs of individuals
who are between the ages

of 18-25 years old and are

In the process of obfaining a
bachelor's or master's degree
from a college or university
Sponfaneous Starters never
have enough money due fo
school loans and a variety of
other expenses associated with
college. This segment does not
have a significant amount of
free fime either, as homework,
work, or involvement in ofher
campus activiies occupy mMosf
of their busy schedules. An IBC
posifion would be of inferest

fo this markel as a part-fime
job while in school, with the
potenfial fo continue as a part-
fime occupation affer college in
addition fo holding o degree-
required job.

Purchasers:

Iis important fo build brand
loyalty within this segment
because, as they move
forward in their careers and
fheir disposable income grows,
fhey will be able fo increase
fheir consumption of beauty
products. Spontaneous Starfers
are in a state of fransifion
belween life as ateenager and
life as an adult, which offects
fhe sfyle they want fo portray
and, ulimately, their purchase
decisions. This segment often
requires different looks for
various occasions, such as
bold looks when going ouf

af night or professional looks
when going fo work.

Striving Young Successors:

BCs:

These individuals are also
between the ages of 18-25
years old. They did nof go fo
college, buf went sfraight info
fhe workforce affer graduafing
from high school. They often
have jobs thaf pay minimum
wage, and are focused on
moving fheir way up fhrough
hard work instead of relying
on a college degree. They are
eifher sfill living af home or are
living on their own with a fight
budgef. Becoming an IBC is o
way for this segment fo build
success because I does not
require a college degree.

Purchasers:

This segment does nof
have significant disposable
income, so they will be
inferested in the Mary Kay
af Play line becouse I is
low cost and versatile. This
segment is still young, so
many of fhem go our on
'he weekends and want fo
porfray a fun and bold look
by using more shades of
color.

While Many Kay s foeused on improving brand, image and awareness among
8-25 yea olds, it ean, not fonget its existing eustomens and, 18Cs that do not
fall, unden this eategory. It is impodant to- stress thab Many Kay is a band that is
foeused on empowening all types of women,
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Compelifive A

Maybelline

TARGET MARKET:

Maybelline's core ideals are focused on empowering women
across all age groups and ethnicities. Markefing efforts appear fo
be focused on females ranging mostly from ages 18-50
CORE PRODUCTS:

Maybelline offers core products including eye, face, lips and
nail cosmefics. Their products fend fo be sold ar very affordable
prices

STRENGTHS:

Maybelline is known within the cosmetfic indusiry as being the
number one cosmefic company in America and is posifioned
as the leader of mass-markef cosmelics fargeted fo women

at reasonable prices. Offering mulliple purchasing opfions af
reasonable prices allows Maybelline fo be readily available fo
consumers.

WEAKNESSES:

Maybelline's confinued markefing efforrs can be cosfly and are
faced by criticism from fhe fargefr audience. Changes in sociefal
views of models and of frue beaury have sparked some of these
crificisms. The reasonable prices offered by Maybelline lead fo
some percepfions of low qualily

WHERE THEY COMPETE:

Maybelline compeles in a wide variefy of markets, allowing them
fo reach consumers easily. Maybelline products are offered in
specially beauty sfores, club stores, grocery sfores, drug sfores,
and mass merchandisers.

Revlon:

TARGET MARKET:

Revlon sfrives to reach different fargefr markefs with the variety of ads that
they use in order fo appeal fo both younger and older women. Revlon's
primary business model includes sales in mass volume refailers and
chain drug stores such as Walmart, Walgreens, CVS, and Target in the
Unifed States.

CORE PRODUCTS:

Revlon is a global cosmetic company that specializes in color cosmetics,
hair color, beauty tools, fragrances, skin care, anti-perspirant deodorants,
and beauty care products.

STRENGTHS:

The company’s biggest strengths include being a famous female brand,
having sfrong research and development, having quality advertising, and
being viewed as a strong supporter of women's health programs.
WEAKNESSES:

Some of Revlon's biggest weaknesses include the company's weak
financial status, including significant declines in quarterly revenues, its
minimized employee company frust, its weak markeling efforts with the
exceplion of ifs advertising, and its uncertain impact on the performance
of their employees due fo their ever-changing organizational sfructure,
WHERE THEY COMPETE:

Some of Revion's biggest weaknesses include the company's weak
financial status, including significant declines in quarterly revenues, ifs
minimized employee company frust, its weak markeling efforts with the
exceplion of ifs advertising, and its uncertain impact on the performance
of their employees due fo their ever-changing organizational sfructure,
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Covergirl:
TARGET MARKET.

Covergirl fargefs women between the ages of 13-45 years old.
CORE PRODUCTS:

Covergirl's core products consists of a variety of color
foundation, eye shadow, lipstick, nail polish, and other beauty
applicators from their numerous brand collections.
STRENGTHS:

Covergirl carries 20% of its markef share in drugstores'
cosmelics seclions. They have become one of the leading
brands in the cosmelic indusiry by producing accessible,
affordable, and high-quality makeup products for more than 50
years.

WEAKNESSES:

One of Covergirl's weaknesses is their low markef share (just
17%) of Hispanic female consumers. This audience fends fo
prefer Maybelline, one of their biggest competitors, and Revion.
WHERE THEY COMPETE:

They are the second highesf ranked color beauty product,

The brand competles against a global market of drug stores,

websites, and other beauty refailers in price range and qualify.

What makeup and beauty brand(s) do you currently use?
Check all that apply.
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MAC Cosmetics:

TARGET MARKET:

MAC (Makeup At Cosmetics Inc.) was originally sold only fo makeup artists.
The company evenfually expanded this markef fo consumers, beginning in
New York in 1991, MAC was one of the first makeup companies fo frain art-
ists in makeup application, and they slill sfand by fthis fraining foday. MAC's
mission statement “All Races, All Sexes, All Ages” exemplifies how they farget
their products fo all f[ypes of consumers.

CORE PRODUCTS:

MAC products are considered to be stage type makeup due fo their high
color quality and use af special events. They specialize in all makeup caf-
egories such as face foundation, powder, and bronzer; eye shadow, liner,
mascara, and primer; lipsfick, lip gloss, and lip liner. The also have a nail
care and skin care line.

STRENGTHS:

MAC makes if known that they are nol here fo sell to only one type of market.
They welcome and embrace all fypes of consumers fo buy their products or
work for their company. MAC has a wide range of products that all have @
variely of colors and fones. Their large product line gives the opportunity fo
affract more customers and be able to match customers’ needs. Additionally,
MAC sfrongly believes in giving make up artists a quality education through
their MAC Pro Student program.,

WEAKNESSES:

The most obvious weaknesses of MAC is the price of their products. Spend-
ing around $30 on a face foundation is expensive fo many consumers,
especially those inthe 18-25 year old market.

WHERE THEY COMPETE:

Not only does MAC have their own brick and mortar sfores, bul they also
have small booths in major department stores such as Nordstrom. They
compele with brands such as Bobbi Brown, Clinique, and L'oreal due fo their
target markels and similar pricing.
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° |ncrease product sales among 18-25 year olds
o [ncrease the number of Independent Beauty Consuliants thal are 18-25 years old

° [ncrease positive perception of Mary Kay among consumers 18-25 years old

Obioch

o Toincrease the number of IBCs who are18-25 year olds by 40% by the end of the first year of imple-
menfarion

o Toincrease Mary Kay product sales through young IBCs (18-25 year olds) by 35% by the end of
the first year of implementation

o o improve the qualily perception of the Mary Kay brand among 18-25 year old women to the fop
25% of makeup brands by the end of the first year of implementation

o Be sure Mary Kay's values are porirayed in all of the messaging

o Make the IBC experience easier and more appealing

o Provide IBCs with more fools to help them be successful

e Focus on a message hat will relafe fo the 18-25 year old markef and create fafctics that embody this
message: Stfand Our With Confidence

o Encourage inferaction with the Mary Kay brand and success from the IBCs through various social
media and different incenfives

&



Research Overview

Velocitly Communications conducted extensive primary and secondary research.,

The farget of the research was to Understand e buying habits, preferences, and lifestyles of consumers
in the 18-25 year old female demographic and the Challenges, benefits, and opporfunifies of being an IBC. we
used various merthods of research that would help us beffer undersfand these segments, so that we could more effectively design
our campaign fo fif their needs.

So what didh we do?

1

Put it to the Test

We disfributed sample products fo individuals in our main farger market and asked them to fry out the products for several weeks.
Each sample the individual received was a fype of product thar they already used on a daily basis so the Mary Kay product could
be thoroughly fested. After three weeks of product testing, each individual complefed a survey abour their opinions of the quality,
effecliveness, reliability, and other features of the product. We distributed products and collected surveys from about 50 individuals
befween 18 and 25 years of age.

Asked the Consumer

We created a general survey o invesfigate current consumer opinions of makeup products in general. The survey asked
respondents abour their makeup habits and preferences, opinions of different brands, and purchasing habits. The survey was
fargefed fo women of all ages and distributed fo friends, family, college students and faculty, alumni, and business professionals in
our nefwork. We collected 384 surveys and a majority of respondenits fif the 18-25 targefr market.,

Had a Mary Kay Party

We invited a college-aged IBC to host a party confaining thirly women befween the ages of 18-22. She said, “the more people at
the party, the befter”. This party ended up being heavily recruitment based, so many of the women did nof feel like they gained
product knowledge, and no one ended up ordering product af the party. We then invifed another successful IBC who has been
working for Mary Kay for 20+ years and had a complefely different experience. This IBC's table was far more professional, and
she faught everyone abour the various product lines insfead of recruiting. As a resulf of this experience we think fhat it is important for
Mary Kay fo separate its recruiling from its selling, and that it is important for IBCs fo have a more unified and professional image.
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So what dich we find?

o ©59.5% of our survey respondents wear makeup af least 5 days a week

Mascara (87.2%), eye liner (70.1%), and foundation (69.3%) are the most used cosmelic
products

The main influences on brand choice are quality (73.2%), price (64.5%), effects on skin,
YouTube videos, and the sales associare

89.5% said they purchase their makeup in a refail location
Mary Kay was ranked fourth in quality below Lancome, MAC, and Smash Box

96. 1% of our respondents have heard of Mary Kay
The fop five most used forms of social media are Facebook, Pinterest, SnapChal,
Instagram, and Twitter in that order

What influences your brand choice?
Check all that apply.

Please rate your perceptions of the following brands with 1

being very low quality to 5 being very high quality.

80%
70%
60%
50%
40%
30%
20%
10%

0%

Family Friends Quality Posifive Price Availabilily - Reliabilily
Brand
Impression




GenY

Generation Y is a generafion thaf promotes individualily and
is much less brand loyal than past generations. Members
of Gen Y like immediacy and are heavy users of social
media. Social nefworks have a big influence on
brand consumplion and brand reassurance

among women in Gen Y. Although many purchases
are made online by Gen Y, they strongly prefer buying
makeup in sfore.

Because so many of today's models are airbrushed with
unrealisfic body fypes and features, Generation Y lacks
self-esteem in the beauty world. 18-25 year old women
sfrive fo look like the images they see in the media, and are
striving for the impossible. Addiionally, women define their
self-worth and beauty by how many “likes” or “followers”
they gel on their picfures. Social media's portrayal of
beauty has had a harmful impact on women in Generation
Y, and companies are starting fo recognize tis negative
effect. For example, Dove's movement for self-esteem wenf
against the norms fo focus on women's natural beouty, and
Aerie recently joined tis cause and no longer airbrushes
fheir models.

Generation Y consumers are sfrongly swayed by
companies that support causes. In fact, 89% of people

in Generation Y would likely swifch to another brand if if
supported a cause. Causes hey support show concem for
education, poverty, the environment, health, and diseases.
For Gen Y consumers to support the cause and brand, the
cause must have emotional relevance and the products
must be fairly priced and have good qualiiy. Research has
shown that, in general, females are more likely fo support
brands that are linked o a cause.

Reseaneh

Latinas

Our research suggests thaf it is important fo fargef Latinas,
who are the most rapidly growing ethnic group in the
Unifed Sfates. Currently there are 50.5 million Hispanics

in the Unifed Stafes, making up 16% of our nafions

population. BY 2020, it is esfimated thaf 18%

of the United Sfates will be Hispanic. Iris very
important fo appeal fo this expanding market, as their
buying potential is rapidly increasing. When it comes fo
beaufy, our research defermined the following:

45% of Lafinas believe “outer beauty is reflection of inner
beaury”

69% of Lafinas think wearing makeup and looking good is
essential 40% of Latinas always wear makeup before
leaving the house

Beauty is culfurally importanf fo many Lafinas. When i
comes o their purchasing decisions, price is not a factor
(69% prefer o gef the products they need rather than
focus on price). Instead,

quality is the factor that drives their decision (58%
associafte

quality with brand names). For makeup and beauty
products, Lafinas support the belief thar **My face has no
budget”. Finally, Lafinas want fo learn about products in
fheir own language and are more likely
fo support brands that offer information in
Spanish,




“The Big ldea’™- (¢

“Stand Out With Confidence”

This theme embodies the vision that Mary Kay was founded on, which focuses on empowering women with the abilily fo be successful by utilizing their unique skills
and gifs. The “Stand Outr With Confidence” campaign will connect the Mary Kay brand with a feel-good image that is
relafable for all women. Many women purchase makeup for the sole purpose of improving fheir image, buf the Mary Kay brand represents far more. The
company promofes confidence in their Independent Beaury Consulfants, consumers, and women all around the world through their messaging and by being actlive in
the causes they support. Mary Kay has made confidence a lifesfyle that needs fo be embraced everyday, and that is whar the “Stand Our With Confidence” campaign
will emphasize.

Cause Related Marketing

Survey results show thar 18-25 year olds are not aware of many of the confributions Mary Kay makes fo support special causes,
including ifs Beauty Thar Counfs Campaign, Pink Doing Green initiative, Pink Changing Lives program, “Don't Look Away"” campaign, and fhe Love is Respect
organization. To increase awareness of Mary Kay's confribufions and fo beffer farget 18-25 year olds, Mary Kay will sfarf supporting fhree additional causes.

Cause 1: Susan G. Komen Foundation is an organization thaf focuses on raising money fo fund research for the fight against breasf cancer. The foundafion has been
able o invest nearly $2 billion in programs o combar breast cancer, both in the United States and internationally. This parinership will include a program in which Mary
Kay will produce a limifed edifion Think Pink lipstick in the same color as the Susan G. Komen Foundation pink ribbons. A fube of Think Pink lipsfick will be included in the
race bag for each participant in fhe Susan G. Komen Race for the Cure, raising awareness amaong parficipants of Mary Kay's support of the Susan G. Komen Foundation.
Addiionally, the Think Pink lipstick will be available for sale as a limited edition fundraiser. Two dollars from the sale of each tube of Think Pink lipsfick will be confribured fo
fhe Susan G. Komen Foundafion.

Cause 2: The Now Foundation’s Love Your Body Campaign is an organization that focuses on improving women's self-esfeem and confidence. They work with college
campuses fo increase awareness abouf the negative effects advertisers can have on sell-image and fo end the currenf portrayals of women in advertising. They also
sfrive fo improve women's self-esteem.

Cause 3: Womens' Worldwide Independence and Equal Righfs is a cause that promotes equal righfs for women by promoting equal righfts worldwide, with an emphasis
on education for women. This cause links fo independent Lafinas, Independent Beauty Consulfants, Equal Rights for Women Worldwide, both in 1sh and 3rd World
Couniries, and women both inside and outside educational insfiftutions.

Publicly supporting fhese causes will cause a larger range of 18-25 year olds fo wanf fo support Mary Kay and will bring affenfion fo the ofther causes Mary Kay supports.
Information on all of the causes Mary Kay supports will be on the Mary Kay University websife along with imporfant dates for the cause related promoaofions, evenrs, and

acfivifies that Mary Kay is a part of. This information will gef IBCs fo sell more of their makeup, as they know thar a certain amount of fhe company’s proceeds will go fo the
cause being promoted at that fime. This also will build the Mary Kay brand with our target market, in which almost 60% agreed that the cause a company supports has an

impact on their opinions of the brand.
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Mary Kay Spokesperson

To sfrengthen Mary Kay's brand image and promofe confidence in women, a female spokesperson will be designated fo represent the company and

s values. This spokesperson will fir the profile of a recent female college graduate, preferably of Hispanic descent, who has been highly successful

as a Mary Kay IBC. Mary Kay provided her with an opportunify thaf helped fo fund her college education, and her success was so greaf that she even
earned a company car. This successful woman embodies everything that Mary Kay sfands for. She did not come from a privileged family, but had

the determination to succeed, and worked hard to be successful as an IBC. She will be fun, quirky, and confident, and fruly care abouf empowering

all women, no maiter what their background. The spokesperson will porfray the key message that anyone has fthe potential fo
become a successful Mary Kay IBC through hard work and perseverance. Her sfory will show thar Mary Kay is a grear company to
work for. To help make the Mary Kay spokesperson well-known, she will become the face of Mary Kay. Her story will be featured on the Mary Kay website,
as well as ofher social media outlefs such as YouTube. She would serve as a resource for IBCs and offer fips on “now o be a successful IBC” or *how o
make the most out of the IBC experience” through the Mary Kay YouTube channel and the new Mary Kay Universitly website (See Page 17). There will also
be a magazine arficle in Cosmopolifan abour her story, as well as an advertisement identifying the fop reasons fo be an IBC and direcfing readers fo the
Mary Kay University sife to learn more about becoming an IBC.

The Mary Kay spokesperson will also be the emcee of the Mary Kay fashion show. She will explain Mary Kay's mission in its Stand Our With Confidence
campaign, how she found empowerment fhrough the Mary Kay IBC program, and how these fashion designers, hair beauficians, and fashion models are
aboutr fo bring ouf their confidence! The Mary Kay Spokesperson will also make appearances at some college job fairs and Mary Kay University evenrs.

With these efforts, the Mary Kay spokesperson will become well-known and sfrengthen the Mary Kay brand.

Mary Kay Beauty Vlogger Challenge

THE IDEA

Research has shown that a high
percentage of women in the 18-25
demographic furn fo beauty gurus
on YouTube for inspirafion. Velocity
Communications recognizes the
importance of this outler and believes
fhat if is crucial fo increasing brand
awareness among fhis fargef
markef. In line with the “Stand Ouf
with Confidence” fashion show,
Mary Kay will promote a contest for
beauty gurus fo enter for the chance
fo compefe in Mary Kay's Beaury
Viogger Challenge. This Challenge
will be sfreamed live on Mary Kay's
website and will slill be available for
viewing affer the event,

THE CHALLENGE

To enter the compelition, confestants
must be females ages 18-25 and
submir a makeup fuforial video on
the Mary Kay website. A profile of
each confestant will be generated,
and the public will invited fo vote

for their favorite viogger. Voting will
be promoted through Mary Kay's
website and through the company’s
social media platforms. Five finalists
will be selected fo compele in a

live competition prior fo the fashion
show. The judging panel will consist
of Mary Kay's Global Makeup Artist
Team and Guesf Celebrily Makeup
Arfists.

THE COMPETITION

The five contestants will be on a
sfage in fronf of the judging panel,
and confestants will be separared
by pink curfains with the Mary Kay
logo prinfed on them so that they

will nof be able fo see each others'
sfrategies. For spectators, a large
jumbofron will be placed behind the
contestanfs showing each makeup
siraregy. Each contestant will be
provided with the same Mary Kay
makeup kif and will be given 15
minutes fo create one of five summer
looks (Everyday Elegance, Night on
Town, Beach Bash, elc). Affer the
winner is selected, all the models will
be feafured in the fashion show.

PRIZE

The winner of the competfifion will be
awarded the tille of Mary Kay Beauty
Viogger of the Year and will be the
official Mary Kay Viogger for one
year. This will entail infroducing new
products and demonsirafing different
ways fo apply makeup. The winner
will also be awarded a year's supply
of Mary Kay products mailed directly
from Mary Kay Corporafe, as well as
a $1,000 cash prize.




Mary Kay Beauty Vlogger Challenge Promotion Strategy

A commercial will be placed on YouTube to promote the contest. This commercial will enfice makeup futorial Vioggers fo put their videos on the
Mary Kay website's competiion page for a chance fo be flown ouf o the nearest Mary Kay Fashion Show, where they will do the makeup on
the models and compete against four other Vioggers. The commercial will go in reverse order and fell the story of what it would look like to win
the makeup fuforial viogger competition. In doing so, the video begins with the fashion show and ends with the words “Enter now and this could

e in your future”.

Fly to the Mary
Kay Fashion

Meef Mary Kay's |
New Fashion
Viogger!

COMPETE AGAINST 4 OTHERS!

www. Joufube.com ShO\/\/ Mgrg KOQ ENTER N O\/\/
MARY KAY MAKELP YOUR abilities!
TUTORIAL COMPETITION: @

ENTER HERE! www.marykay.com/vioggerconrest

and this could be
YOURfuture!

'
confidence




Mary Kay Fashion Show

After the Beauty Viogger Challenge, the party continues with a Mary Kay Fashion Show,

featuring the tagline “Stand Our with Confidence”. This event will fake place in fen Sf

large cifies thaf have a high population of our farger demographic. The cifies /’7
will also have multiple design or beauty schools fo reach ouf fo college sfudents and

young professionals frying fo make It in the field. For example, one show will fake place \/\///Lh O U ‘—

in Chicago, IL in Millenium Park because this location is surrounded by major design

and beauty schools such as Columbia College, Paul Mifchell's School, The Arf '
Insfitute of Chicago, and many ofthers. The evenf will be held in the spring fo C O ﬂf/
promotfe fhe upcoming fashion frends for the summer.

To entice the 18-25 age group, Mary Kay will pariner with the local design colleges and universities

in these clties. The colleges and universifies will provide student-designed ouffits thaf the models will wear on the

runway for the fashion show. Parficipating fashion students will have a unigue opportunity fo design clothes thaf will be used in fashion
shows occurring in front of thousands of people. The fashion show also gives them a chance fo compete against fellow design sfudents
from other schools. Addiionally, Mary Kay makeup will be pur on the models by the makeup fuforial vioggers. These partnerships will
boost the confidence of the sfudent designers and makeup artists by allowing them to display their creativity. The fashion shows will

be sfreamed live on the Mary Kay website. On the live sfream and on jumbofrons af the event, a banner will come across the screen
when each model walks the runway. This banner will include information such as the model's name, the designer's name and college
or university, and the makeup artist. Mary Kay will also have the top local fashion critics in attendance, who will crifigue the designs and
provide networking opportunities to student fashion designers.

The fashion show will be advertised on Mary Kay's Facebook and Twitter pages, sfudent emails, flyers, radio commercials, fransit sfop
advertisements, and the host cities’ Calendar of Events Pages. An advertisement will also be created that will be posfed on a billboard
located in the highest fraffic area of the host cities. The events will cost $5 to affend, and all proceeds will go fo support Now Foundation’s
Love Your Body Campaign. Supporting this campaign will help promote the idea thar women should be happy with themselves and
regard makeup solely as a way of enhancing their natural beaury. There will be Mary Kay banners af the event and fables where IBCs
will be able fo meet attendees, infroduce products, and hand ouf business cards. There will also be fables where attendees interested in
having a Mary Kay party or learning more abour Mary Kay can write down their name, email, and phone number. Videos will also be
played during infermission felling IBCs' sfories abour how Mary Kay has brought confidence to themselves and to the users of Mary Kay.
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Mary Kay App

While Mary Kay's App is very interactive and fun fo use, if does not do a great job influencing the purchace of Mary Kay products. The
first opfion, where you can fake a photo of yourself and then give yourself a makeover, does nof work well as the photos below
demonstrate. To improve Mary Kay's App, when the user clicks info the app, each opfion will be a different color eye shadow that is
laid out in the formar of an eye-shadow palefte. The consumer has the option fo click:

° Find Your Look

: Express Your Look CURRENT APP

Mary Kay Wallpaper

IF the user clicks “Find Your Look” then she will choose a sel of characteristics that

most closely matches hers including: Hair color, eye color, face shape, eye shape, lip
shape, skin tone, and eye brow shape. This “Look” will then automatically be saved
when complefed. The user will then choose what category of makeup looks they would
like to view. These cafegories include: Everyday, Going Out, Date Night, Inferview,

and Wedding. The user can then choose different makeup looks and there will be
application fips and the products used for each look,

IF the user clicks “Express Your Look” then the user will be prompled fo fake a picfure
of herself or upload a picfure of herself. Once this is completed she can choose from
a variety of confidence related capfions to display on the photo and the color they

want the caption in. They can also edit the photo similar fo current photo edifing apps. P Nk Mary Kay Wall paper
The Mary Kay logo will be in the comer of the picture and the picture can be saved, or P4 e 2d Find Your Look

she can enter info a confest. If she chooses fo enter info the contest, she will choose Express Your Look
fhe makeup from the options displayed that she feels would complete the look in that

picture.

The makeup will nof be put on her because of the way the current app does not put
it on correctly. Insfead, it will be a surprise because she has the opfion fo submit the
photo for a chance to be placed on Mary Kay's Website! If her picture gefs on the
website they will be called and sent the Makeup that they selected for free and then @
before and affer phofo with the makeup on will be posted on the website! To enfer info
fhe confest she can post the photo to Facebook, Twitter, Instagram, or Flickr with the

hashtag #MaryKayConfidence. The page that these looks will be posted on wil

MarykayConfidence. | rese oo #M
be called “Find the Confidence in You", and there will be two winners every month, Ory KOU COHI:
Idence

IF the user clicks *“Mary Kay Wallpaper” then the user can choose from a variely of
Mary Kay phone wallpapers that she can have for her phone background. They will
include sayings thaf express promoling confidence.
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Mary Kay University Website

In order fo improve communicafion with new IBCs, assist in providing standardized fraining fo consulfants, and enhance Mary
Kay's web presence, Mary Kay will develop a new “Mary Kay University” website. This website will confain information about how
fo become an Independent Beauty Consultant and how fo connect with other new consuliants. I will also provide opportunities fo
network with ofher consulfants and o meet with experienced IBCs fo leam from their success, along with resources to help both new
IBCs and current consultants learn more about lime management, sales, and ofher business skills thaf will help them become more
confident.

To improve Mary Kay's brand cohesiveness, the Mary Kay spokesperson will act as the face of the website and the fraining
resources. Additionally, the websife will feature links fo Mary Kay's main website, along with their Facebook, Twitter, Insfagram, and
Pinferest accounfs. This will increase fraffic between Mary Kay's websites and social media accounts, improving brand inferaction.

The primary audience of Mary Kay University will be new independent beauty consuliants, providing every new consuliant with
excellent fraining resources fo help them start their business. These resources will guarantee that all new independent beauty
consulfanfts have access fo the same fraining materials, giving them all the same opportunities for success. The University's
secondary audience will be current IBCs, who can also use the fraining resources and networking opportunities fo build confidence
in their position with Mary Kay. Finally, the third audience consists of those who are not currently IBCs. While this audience is nof

the main focus of the Mary Kay University website, the presence of profiles and information from successful IBCs and the fraining
resources, along with the information abouf how fo become a consulfant, will demonstrate fo the general public e possibiliies
available fo those who elect fo become beauty consuliants. The Mary Kay University website will be available in both English and

Spanish fo serve a diverse group of Independent Beauty Consultants.

Mary Kay Empowerment Scholarship

To assist in convincing 18-25 year old females fo become Independent Beaury Consuliants,
we suggest creating the Mary Kay Empowerment Scholarship. This will award a $4,000
scholarship o the 250 college-going IBCs who sell the mosf Mary Kay products. The
scholarship will offer an extra incentive o high school and college sfudents who are
considering becoming IBCs, and it will also give a large incentive fo current college-age IBCs
[0 increase their sales of Mary Kay products. This scholarship will also empower 18-25 year
old women by assisting them in their path fo obfaining a quality education.
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Social Media Advertising

General advertisements for Mary Kay as o brand, Mary Kay products, and a call for IBCs will be placed on all major social media
with advertising copabilifies. These include but are nof limifed fo Google Adwords, Facebook, and YouTube. These advertisements
will promote women in our targer markef fo Stfand Our With Confidence with Mary Kay and highlight Mary Kay's fop products. Social
media advertisements are able fo be placed on the web pages of specific audiences based on inferests, age, location and other

demographic information. Our advertisements will be fargefed fo women 18-25 years of age that are interested in our products

Goog@/&h«wds

Approximately 5 billion Google web
searches per dau.

o Oiffers a keyword search basis.

o Cosf per click (CPC) rafe is very
inexpensive ($0.50) for having more
than 600,030,000 impressions.

o Ads can be clicked up fo 1,000,000
fimes throughout the campaign.

o Independent Beauty Consultant-
directed advertisements will
connect users to the Mary Kay
Universily homepage, while general
advertisements will connect users fo
the Mary Kay website.

Wwﬂ@e

Over 1 billion unigue visitors per month.

°  Markeling will lie fo users’ viewing
hisfory.

o With an esfablished cost per view of
$0.20, our YouTube advertisements will
have 1,000,000 impressions.

Fchbook

Over 1 billion registered
Facebook users.

°  Markeling will fie directly fo their
“likes”, interesfs, and personal
information,

o With an esfablished CPC
rate of $0.80 - sef within the
recommended bid range
provided by Facebook - our
Facebook banners will have over
240,000,000 fofal impressions.

e Ads can be clicked 250,000
fimes per year.

° Independent Beauty Consultant-
directed advertisements will direct
users o the Mary Kay University
homepage, while general
advertisements will connecr users
fo the Mary Kay website.

Mary Kay
marykayuniversity.com

Would you like to be in charge
of your schedule and your
success on your own time? Visit
our site to see how YOU could
become an Independent
Beauty Consultant Today!

Mary Kay

marykayuniversity.com

d Find out how Mary Kay can help
S‘On YOU stand out with confidence!
with Click to get in touch with your
Ih
" local Mary Kay Independent

Conﬂdence Beauty Consultant Today!
h o |
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Mary Kay Magazine Insert

To spread awareness of the IBC program and increase IBCs nationwide among 18-25
year old women, we propose Mary Kay develop an insertf to be placed in magazines
such as Cosmopolifan and Seventeen for the general farger markef, as well as Latina
Magazine and Cosmopolitan en Espanol for our Latina farget market. The purpose of
the magazine insert is fo entice readers o become IBCs. The insert will list the “Top 3
Reasons fo be an IBC" and ask readers fo take a quiz fo find out if they have what it
fakes to be an IBC. The insert will be perforated so readers have the oplion fo share with
friends or family who may be inferested. A QR code will be placed af the boffom of the
insert and when scanned by a smartphone will link the user fo the Mary Kay University
site for more information on becoming an IBC. On the back will be a QR code leading fo
a Mary Kay customized BuzzFeed quiz. Those who do fake the quiz will always be given
positive results which qualify them fo be IBCs. Once the quiz has been faken users will
be invited fo fill out an online form which will autfomatically be sent to recruiters. At Velocity
Communicafions, we believe this is a sfrafegic way fo reach our 18-25 demographic and
ulimately increase IBCs nationwide.

Table Display Card

To provide a more uniform and enhanced visual appeal af parties for the
Mary Kay brand, IBCs will be given a table display card within the starter

Kir. This card will also be distributed fo current IBCs through their feam
leaders. This card will include information and visuals o help IBCs create
professional table displays. The add-on ifems will create consistency
among Independent Beauty Consuliants, and, fo further aid consistency,
each IBC will be able fo select one display piece of their choice fo gef their
business going. Opfions will include a Mary Kay branded fable cloth, a
fiered maokeup stand, and a Mary Kay 6-ft standing advertisement. For every
$1,000 of makeup thar an IBC sells, she will earn an additional free display
piece. To obtain these display pieces, an IBC will be able to go to the Mary
Kay Universitly website and submit a request form. Her sales will be checked
fo see whether she is eligible for one, and if she is, if will be senf fo her home.
To evaluate tis sfrafegy’s effectiveness on brand image and IBC sales, a
promotion for IBCs will be held in which IBCs will be given the opportunity fo
submit a picture of their table display fo Mary Kay Corporate for a chance to
win $200. The top 20 display tables will each receive $200.

Many Kay Stardiern Kit ! gl

Thiee Tien Stand: g"f :

Show off all your Mary Kay products on
this three fier stfand! This helpful element will
add dimention and de-clutter your display
fable!

PICK ONE,
THEN \/\/IN MORE!

the more you sell,
?PH\"”J u can win!

Sfang

Standing Banne: AT @
This easy-assemble standing banner O <\()
adds color to any party! The banner rolls with @
up and comes with a protective carrier (\\‘b‘
Tablﬂ)d[)ﬂh bag fo ensure easy transport Q
Your “Think Pink” C)
fablecloth is bound to
keep any IBC happy!
The sfain-resistant
fabric is garunteed fo
stay clean for all
your parties!

MARY KAY

L e
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Mary Kay @ Play Brochure

Currently Mary Kay has a Mary Kay @ Play brochure that
Is used o fargef 18-25 year olds. However, when a sample
of 18-22 year olds were surveyed, the resulls showed that
the Mary Kay @ Play brochure was perceived as fargefing
feenagers 14-16 years old. In order fo properly fargef 18-
25 year olds, the Mary Kay @ Play brochure needs fo be I
redesigned as a completely new brochure. To properly
redesign the brochure so it fargets 18-25 year olds and fies
in with the Stand Our with Confidence campaign, the new
brochure will include:

°  Models that are 20-25 years old dressed in sfylish clothing with
age-appropriate makeup

e Sections for the “everyday” look, the “going ouf” look, and
fhe “professional” look, which will each include the makeup
products and shades thaf work best for thaf category

e Since primary research suggests thaf 18-25 year olds prefer
neurral and earthy tones, it is besf fo include these fones

° Images of the Mary Kay makeup bags with the exclusive offer
*Choose any 3 products for a free Mary Kay Makeup Bag”

e This promotion will affract 18-25 year olds because they are a
farger marker that enjoys giveaway irems, wants the most for
fheir money, and are always on the go

e The brochure will include the fagline “Standour with
Confidence,” and the tradifional makeup bags will have quotes
perfaining fo confidence

e This brochure will also be produced in Spanish fo farget !
fhe female Hispanic markef. The existing Mary Kay @ Play
brochures will still be used fo targel women under 18 years
old so thar Mary Kay can confinue reaching out fo younger [
markefs. This will ensure that the existing Mary Kay @ Play
brochures do not go fo waste,
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Promotions and Recruitment

MARY KAY MAKEUP BAGS

With the launch of the Sfand Our with Mary Kay campaign, Mary Kay is going fo infroduce ryy
makeup bags. The makeup bags will be free with the purchase of any three irems or will be $15 Gon
for consumers fo purchase individually. This promofional ifem is likely fo be a success for both the

Independenf Beaury Consulfant and the consumer. The IBC will be able fo increase sale volume,
since the makeup bag serves as an incentive for consumers fo buy more han ftwo irems at a fime.
The makeup bag is beneficial for consumers in our farger markef because Generafion Y consumers
do not have much disposable income and appreciare geffing exira value. They also have very busy
schedules and are always on the go, making a makeup bag a perfect promofion. The makeup
bags will consist of Mary Kay's colors.One side will say *You are beautiful” and the ofher side will
say “Believe it". Another bag simply says “Shine with Confidence”. These fagline support the Sfand
Oufr With Confidence campaign. There will also be fradiional bags simply saying “Mary Kay”. The
bags will be sold in both English and Spanish fo fargef to the different markers.

I the promotional makeup bag is a success and Independenf Beaury Consulfants’ sales volume
increases, fhere will be a “Design the Next Mary Kay Makeup Bag Contesf”. This confest will be
promoted on fhe Mary Kay websife, Facebook, Pinferest, and Insfagram. Submissions will be
posted on Mary Kay's Instagram account, and in order fo be placed into the final vofing poal, the
bag must have 500 likes. Confestants can share the picture on all of their social media pages

MARY KAY

Promotional

MARY KAY ,/ o SNy

Promotional

fo collect votes. Once the piclure has 500 likes, then it can be enfered on Mary Kay's Insfagram e “ Lo
competiion page through the hashfag #MyMaryKayBag. Winners will receive $1,000 worth of g&gghm | 8%

makeup. This promotion will increase the number of Instagram users for Mary Kay and raise brand
awareness, and it will increase product sales by creafing demand for the new makeup bag.

MARY KAy

Sin| [

9in 9in

MARY KAY RECRUITERS

In order to make 18-25 year olds aware of any changes made fo the Mary Kay brand, the number of IBCs that are 18-25 years old needs o increase. 18-25 year olds
are more likely fo gain inferest and buy Mary Kay products if they have a friend who sells Mary Kay or if they know ofher people their age wearing Mary Kay. Therefore,
until the number of independent beauty consultants thaf are 18-25 years old increases, Mary Kay's existing brand image of “makeup for older women" is likely fo remain.
S0, fo increase the number of Mary Kay independent beauty consultants, a new position has been created. This posifion is called the “Mary Kay Recruiter.” If requires a
4-year college degree and great inferpersonal skills, and pays $50,000/year. There will be 10 Mary Kay Recruiters thar work ar Mary Kay Corporate and cover different
ferrifories. They will be heavily frained on the Mary Kay brand and the perks of working for Mary Kay. Some of the job responsibilifies include recruifing af the Mary Kay
Universitly events, signing up for college fairs and recruiting, and recruiting through Linkedin by contacting 5 people a day. Mary Kay Recruiters have a goal of recruifing
20 independent beaufy consulfants that are 18-25 years old a month to remain a sfar recruiter. They will promote the fagline “Be confident in being you. No matter whar
fype of person you are, you can become an IBC.” The Mary Kay recruiter will get in contact with prospective IBCs inferested in the posifion, and then find the independent
beauty consultant that lives closest to the prospective IBC. Ar that poinf the IBC and prospective IBC will meet in person. The IBC can then deftermine if the prospective
consultant is fif for the job and choose to whether fo make the prospective consulfant a part of their feam or refer the prospect fo the next closest independent beauty
consultant. The recruiter must keep in fouch with the prospective IBC for a month fo make sure that they fransition smoothly and that their IBC is helping them adequately.
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Brochure
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MK Makeup Bag
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Design Release
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Special Causes

An awareness survey will be distributed af
fhe Mary Kay fashion show, along with o
10% off one ifem coupon. This survey will
also be sef up through Survey Monkey
and disfributed on Mary Kay's social
media plafforms for one month, where
people who fake e survey will receive

a prinfable coupon for 10% off one irem.
This coupon has an expirafion date, and
only one coupon can be used per party
fo prevent people from faking the survey
more than once. This awareness survey
will help Mary Kay determine if supporting
addifional special causes was effective
by measuring whether awareness of the
causes increases.

The total money raised af the end of

fhe first year of implementation will be
calculated for each cause as well as a
whole. This will help Mary Kay defermine
which causes are most beneficial to
support. If will also be important o see

i more money was donafed this year
compared fo the following years.

Beaury VIogg

The number of votes cast on the Mary
Kay website and social media plofforms
will help Mary Kay Corporate defermine
whether or not the Viogger contest
enficed women ages 18-25 years old.

I a majority of volers were in the 18-25
demographic, then the goal of increasing
brand awareness among the targef
markef will have been accomplished.

A survey will be disfributed af the Mary
Kay fashion show for the chance fo win
a Mary Kay basket containing $100 of
products. This survey will reveal what
viewers fhought of the Vlogger challenge
part of the fashion show.

Mary Kay Spokesperson

A survey will be sel up through
SurveyMonkey and disfributed via Mary
Kay's social media plafforms fo evaluare
Mary Kay's brand perception. If the
brand perception is close o what the
spokesperson is frying fo relay, then the
spokesperson will be deemed effective.
An incenfive o take the survey will be a
prinfable coupon for 10% off of one ifem.

The number of viewers that watch her
videos on YouTube will also be calculated
fo see if she needs to make the videos
more enlicing.

er Challenge

Fashion Show

The number of people that are af the
fashion show will be calculated to see
if that number meets the expected
affendance number,

A survey is also going fo be distributed

fo the sfudents thar attended the fashion
show o evaluate their percepfions of the
event. This survey will show Mary Kay
whefher or not they should repeat event
in fhe future, as well as what changes
should be made fo improve the event. In
fhe following year, the fop IBCs from the
areas where the fashion shows will occur
will help fo design the fashion show, since
they are familiar with the areas’ farget
markers.

A separate survey will be given to

fhe fashion designers to evaluate their
perceplions of the event. The incenfive fo
fake the survey will be the chance fo win
$100 of free makeup. There will be one

winner for each of the surveys.
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New Brochure for
18-25 Year Olds

The same survey that was handed out

fo defermine who the Mary Kay @ Play
brochure fargeted will also be handed

ouf fo defermine whar demographic the
redesigned brochure fargets. This will
allow Mary Kay fo see if the new pamphlef
successfully fargets 18-25 year olds.

Table Brochure Card

The number of people thaf send in the
card will provide an estimate of new
Independent Beauty Consulfants. Mary
Kay can see how many add-on ifems
were sent ouf, and compare fofal sales
among IBCs to last year to see if this
incenfive was effective in increasing 1BC
sales.

Mary Kay con also look af the number

of pictures thar were sent in for the fable
display confest o see if that incentive was
worthwhile, and see if the table displays
look more unified and professional.

A quesfion asking customers o rate

the appearance of their IBC's display

on a scale from 1-5, with 1 being

very unprofessional and 5 being

very professional will be added o the
evaluation forms thar IBCs hand ouf af the
end of their parties. This will show IBCs if
they need fo improve their display fables.

Mary Kay App

The number of phones fat installed the
Mary Kay app will be calculated, as well
as the number of people who already
had Mary Kay's app and updated to

fhe new version of the app. If the number
increases from previous year than the
changes to the app will be considered an
improvemen.

The number of people who complete the
“Express Your Look” part of the app will
be calculoted along with the fofal number
of people that end up on the website, If
five people per week ended up being

on the Mary Kay Website as a result of
complefing fhe “Express Your Look", then
fhis part of the app was effective.

Mary Kay University Website

The number of IBCs visiting e sife will

be calculated, as well as the number of
fraining videos walched on the Mary Kay
Universily Website. A survey will also be
emailed fo all IBCs fo defermine what they
think about the website and whether there
are any potential changes they would
recommend making fo the website,

Magazine Insert

The number of visifors to the Mary Kay
customized BuzzFeed quiz, and the
number of submissions from the online
form that are sent fo recruiters after
users fake the quiz, will be calculated fo
defermine whefher the magazine insert
was successful in recruifing more IBCs.

In Progress Moniforing

Evaluation of our social media will analyze
fhe cost per click value and the overall
impressions we are creating. All of our
social media inifiatives will be monifored
in-progress and there is flexibility built info
our budget, including the confingency
dollars, fo allow us fo increase spending
in areas of high return.

Mary Kay Rectluiters
The refention rate of the new Mary Kay
recruiters will be defermined fo see

if people are satisfied with the job. A
survey will also be given o the Mary Kay
Recruiters fo measure their safisfaction
levels and gather recommendations for
further changes.

The average number of people recruifed
each month will be determined fo see

if the Mary Kay Recruiters are reaching
the desired number of new consultants.

IF they are nol, the number of recruifers
may need fo be decreased. The
demographics of all of the new IBCs will
be looked af as well fo see if they recruifed
18-25 year olds.

The average number of people recruifed
ar Mary Kay University events as well as
college fairs will be calculated fo see if
recruifing at those events is beneficial.
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