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Let’s be honest, Mary Kay knows makeup; what Mary Kay 
doesn’t know is how to reach millennials. As members of this 
crucial target, we quickly felt the disconnect between Mary 
Kay’s marketing and their intended audience. 

Upon learning about their empowering message for women, 
we gained a new respect for the brand. Then, after trying the 
product ourselves, we were hooked. So, what was keeping our 
target from falling in love with this brand? That’s what we 
had to find out. 

BEAUTIFUL 
BEGINNINGS

Goal: Develop a non-traditional, multi-platform campaign to 
increase awareness, positive perception and consideration of 
Mary Kay cosmetics. 

Budget: $10 milion

CASE STUDY 
OVERVIEW

Target: Female millenials

Timeline: February 2015 to February 2016
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RESEARCH METHODS KEY FINDINGS
   Secondary research
   Social media monitoring
   Survey responses
   Focus groups
   User testing
   Concept testing
   Mary Kay parties

Our focus group was centered around discussing our target’s 
experiences with and perceptions of Mary Kay and direct selling. 

Mary Kay’s digital services are complicated 
and inconsistent.

Our target doesn’t trust the Mary Kay 
brand or direct selling.

Mary Kay has a “one-size-fits-all” approach 
to selling products through IBCs. 

The millennial target feels that Mary Kay is 
‘out of touch’ with their generation.

The majority of our respondents have either 
never heard of Mary Kay, or are hesitant to try it.

Our target is not aware of Mary Kay’s many 
philanthropic efforts. We gained a better understanding of our target as well as their habits for 

shopping and using makeup. 

This survey gave us insight into our target’s perceptions of and experiences 
with direct selling. 

We tested Mary Kay’s online shopping portals with our target, 
focusing on IBC profiles and buying processes. 

FOCUS GROUPS

TARGET SURVEY

DIRECT SELLING SURVEY

USER TESTING

Look for these Key Findings icons throughout our executions to 
see how we address each finding. 



PERCEPTIONS OF
MARY KAY

PERCEPTIONS OF
DIRECT SELLING

“I don’t know how much I trust
them… it’s just a side job”

-Focus Group Participant

“Old, boring, hard to buy, cake-y makeup.
Overly friendly women.”

-Survey Respondent

“You have to have some experience under your 
belt, but at the same time be in with trends.”

-Focus Group Participant

“They are trying to target my demographic,
but with products that aren’t for me.”

-Survey Respondent

These word clouds illustrate the most common words our target used
when asked about Mary Kay and direct selling during our research.
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COMPETITIVE
ANALYSIS

SWOT
STRENGTHS

WEAKNESSES

OPPORTUNITIES

THREATS

Well-known company with a unique business model
Ability to try products before purchase
Offers flexible, high-earning career potential
All purchases backed by a 100% satisfaction guarantee 

The makeup 
artists’ makeup

Direct selling model is limited, product not sold in stores
Little opportunity for impulse purchasing
Currently targeted to an older demographic
Brand image relies almost completely on IBCs

Expand e-commerce capabilities
Sales of beauty products expected to rise over the next 5 years
Expand digital presence to reach millennials

Convenience of competitor products
Negative perceptions of direct selling
Competitors’ large advertising budgets and celebrity endorsements

Strong advertising for 
a generic product

If your favorite celebrity 
was on a college budget

For healthy skin 
and a natural look



STRATEGY

TARGET BREAKDOWN

Our advertising will infuse energy into the classic Mary Kay brand while 
emphasizing the rewarding experience of buying and selling Mary Kay products, 

creating a relationship that is truly empowering.

Balancing school, her sorority 
commitments and trying to 
have a social life keeps her busy.

She’s not afraid to try a bold, 
new look or ask for help when it 
comes to makeup.

Claire
College Park, MD

Paige
Boston, MA

Anne Marie
Phoenix, AZ

She just started a new career, but 
isn’t making as much money as 
she could be.

She cares about having healthy 
skin, but doesn’t have time to go 
to the store and research products 
herself.

After graduating high school, she 
chose to stay home to take care of her 
son and be active in the community.

She would love to start saving money 
for her son, but doesn’t want a job 
that pulls her away from her family.
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THE BIG IDEA
With our research in hand and female empowerment on 
our minds, we developed our big idea: Always Honest.

Sometimes witty and sometimes warm, Always 
Honest will break down the barriers that have 
prevented our target from trying Mary Kay 
in the past. They will finally feel comfortable 
forming a relationship with an IBC and more 
confident in the direct selling method. Taking 
a conversational and genuine approach, our 
tone will easily relate to our target; it might even 
encourage them to become IBCs themselves.

Our creative executions will engage millennials using relevant stories and platforms 
to reintroduce Mary Kay, which has and will continue to redefine the relationship a 
woman has with her beauty brand.

CREATIVE STRATEGY



MK CONFESSION 
BOOTH
To kick off our campaign with a dose of honesty, we’ve created the 
Mary Kay Confessions Booth. It will travel across the country, allow-
ing women to share their makeup experiences and mishaps in a 
quick video. Afterwards, Mary Kay will share these funny videos on 
the #AlwaysHonest microsite. If our target doesn’t catch the Mary 
Kay Confessions Booth, they can record their own mishaps and 
tweet or instagram them using #AlwaysHonest. 
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Shows our target we’re social media savvy by joining in 
on a popular trend they love.

Spreads word about the campaign’s attitude to reach 
those who can’t attend events. 

IBCs can incorporate throwback photos into a contest 
during their parties, making the experience more personal.

Using #AlwaysHonest, women will share embarrassing photos of past 
makeup faux pas on Instagram, Facebook and Twitter. This will play 
into the popular trend of posting “throwbacks” while also encouraging 
women to be honest about their makeup mistakes. The 10 photos with 
the most likes or favorites will win a $30 Mary Kay gift card. 

#ALWAYSHONEST
THROWBACK

By sharing relatable makeup moments, it brings a dose of 
humor to our target’s day.

Grabs our target’s attention as they’re walking by plus the 
potential to go viral. 
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IBC PROFILES

New and improved badge 
system highlights the IBC’s 
areas of expertise.

Standards for all IBC profile pictures 
give her a professional look. Ratings and reviews of the 

IBC hold her accountable 
for great customer service.

The IBC’s makeup inspiration lets 
new customers pick a consultant 
that shares their style.

The IBC can let her personality 
shine through with the blog-
style format.

Cookie cutter profile design proves to 
be anything but sweet - mix it up!

It’s a win-win: IBC’s express 
themselves & build a customer base 
with similar interests.

Because Millennials do judge IBC’s by 
their profile covers.
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Mary Kay Match is a new way for our target to discover their perfect 
makeup look! Taking advantage of social media, it’s sure to be an 
exciting new tool for customers and IBCs alike.

Millennials can’t resist new technology!

Find the right products in just a snap!

An innovative way for IBC’s to customize product suggestions.

MARY KAY MATCH

Snap a selfie through Instagram or the mobile 
app to begin your beauty evaluation.1
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Instantly share your selfie with Mary Kay 
to have your skin tone, eye color, face and 
eye shape assessed.

You will be given a MK Match code 
that correlates with your unique facial 
features. Your code is also conveniently 
shared with your IBC.

From there, you will be given your 
celebrity lookalike and be invited to 
join your code’s Facebook Groups and 
Pinterest boards. Have fun!

2 3 4
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STARTER KITS

Allows IBCs to tailor each customer’s experience to their wants and 
needs.

To ensure new IBCs start their career’s off right, we will provide customized options for 
their starter kits. 

The Marilyn starter kit allows new Mary Kay customers to use makeup to express their 
personalities. Clear Proof skincare and colorful makeup pallettes will be the feature of 
this kit. 

The Jackie starter kit encourages longetime Mary Kay customers to use makeup to 
bring out her beautiful features. Botanical Effects skincare and a neutral makeup pal-
lette take the lead in this kit.
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To standardize the service and improve Mary Kay’s brand image, every IBC will receive a 
Mary Kay Standards Guide in their starter kit. This will detail guidelines for professional ap-
pearance, customer relations etiquette and activities during parties. IBCs must also meet a 
set of standards for their online profiles before they can sell products online. 

We will combine the overwhelming amount of brochures, pamphlets and magazines included 
in the current IBC Starter Kits into a comprehensive booklet and DVD titled Start Something 
Beautiful. The new DVD will teach IBCs the successful methods of relating to, selling to and ef-
fectively attaining millennial customers. Start Something Beautiful training materials will also 
inform IBCs of Mary Kay Match and teach them how to utilize this innovative technology. This is 
a great way for Mary Kay to cut costs, be more environmentally friendly and provide IBCs with 
a lasting resource.

BOOKLET AND DVD

More guidance for IBCs to make them successful 
business women.

START SOMETHING BEAUTIFUL:

STANDARDS GUIDE

Our  target can trust that their IBC is 
knowledgable about the brand and product.



Our app redesign will simplify and enrich Mary Kay’s online presence 
by:
   including MK Match features and interface
   offering useful tools such as an IBC locator
   providing party-planning tools for IBCs
   linking to the new and improved IBC profile pages

APP

TRUST YOUR INSTINCTS
CAMPUS TOUR
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From August through October we will bring Mary Kay to 20 different 
universities across the country with the Trust Your Instincts campus tour. 
To kick things off, teams of five will receive clues that contain make-
up truths and hints leading them to unique locations on campus. The 
first three teams to find every location and return to the starting point 
will win Mary Kay prize packs. Every participant will be encouraged to 
tweet about their adventures and share photos on Instagram using 
#TrustYourInstincts. After the race, women can hang out at the Trust 
Your Instincts campus party with food, a live DJ, a makeover station, a 
“Find your IBC” stand and the Mary Kay Confessions Booth.

Meet millennials at their home away from home.

Provide college students with a fun introduction to 
the brand.

Tech upgrades are always millennial friendly!
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Following the success of Mary Kay’s Project Runway part-
nership, we will host a fashion show in 10 cities featuring 
local designers. Each designer will be paired with an IBC 
to model their designs and provide makeup assistance. 
Tickets will be sold for $15, with proceeds going to the 
Love is Respect Foundation and the local designers in-
volved in the show. 

#LOVEISRESPECT

FASHION SHOW

Continuing their partnership with the Love is Respect 
Foundation, Mary Kay will tweet to raise awareness for 
domestic abuse during the month of October. Once a 
week, Mary Kay will tweet a pledge to donate one dollar 
for the first 10,000 retweets. These tweets will encourage 
women to honestly consider their relationships and seek 
help if needed using Mary Kay’s revolutionary texting 
hotline. Women around the world will join together in the 
effort to end domestic violence.

Online Engagement

Raises money and awareness for the Love Is 
Respect Foundation.

A fun event and social media outreach 
will attract new, potential customers plus 
spread the word of Mary Kay’s philanthropic 
efforts.

To further Mary Kay’s international charity outreach, 10 college women 
will be chosen to go overseas and help with a Mary Kay charity of their 
choice. Women will apply by telling Mary Kay why they want to work 
with a specific charity. The winners will spend two weeks abroad, work-
ing with the charity close to their heart, and staying with an IBC from 
that area. Mary Kay will share these women’s experiences on their web-
site.

MAKE PRETTY PATHS

Empowering women aborad and sharing their amazing 
stories.



Mary Kay will be the first skincare brand to be 
honest with our target and encourage them to 
begin an anti-aging routine. The Be You Longer 
print ad will promote the conservation of 
youthful, vibrant skin through the use of Mary 
Kay’s core anti-aging products and sunscreen.

PRINT AD
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Shows a unique level of honesty 
and care for the target.

A new ad in their favorite 
magazine!
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The At Play line is in desperate need of a makeover. It will be updated with an 
edgier look and provide easier product identification.

The style is more in tune with current trends.

PACKAGE REDESIGN



A free standing, full-length mirror will compliment 
people walking by on city streets with pre-recorded 
messages that focus on inner beauty and strength.  In 
addition to the compliments, passing people will also 
recieve a souvenir postcard and coupon from the Reflect 
the Truth installation. 

Our target knows Buzzfeed.com is the online destination for hours of 
entertainment. This site, and its infamous lists, has grown to recieve 
130 million unique monthly visitors. With its newfound success in mind, 
Mary Kay will sponsor several article posts that exemplify the honest 
attitude of our campaign while helping Mary Kay successfully create a 
brand identity with the target.
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Mary Kay will invite beauty bloggers to share 
tutorials correcting their past make-up mishaps. 
We will partner with the following bloggers:
 She’s in the Glow
 Maskara
 The Beauty Department
 August Skin

BLOGGER 
OUTREACH

REFLECT THE TRUTH
BUZZFEED

We chose the bloggers our target 
already loves and follows.

Buzz-worthy enough that if our target doesn’t 
run into it, they’ll hear about it from friends.

List-lovers will discover the Mary Kay Brand.

Hearing kind words will show Mary Kay’s 
genuine, warm-hearted spirit.

Millennials trust bloggers who 
share their beauty philosophies.

Always Honest campaign attitude is a 
perfect fit for Buzzfeed.



PANDORA & SPOTIFY
BOTHERSOME BROWS :15

ANNCR: Let’s be honest, you over-plucked 
your eyebrows in the seventh grade, so you’ll 
be penciling them in for the rest of your life. 
Maybe it’s best if you get a second opinion 
from now on. Meet your Mary Kay IBC by 
clicking on the banner or by visiting MaryKay.
com.

TOTING A TRAGEDY :15

ANNCR: Let’s be honest, your purse has be-
come a makeup landfill. Quit buying generic 
throw- away products and get a personalized 
look worth keeping.  Find your Mary Kay IBC 
by clicking the banner or at MaryKay.com.

SOLVING THE SHADE :15

ANNCR: Let’s be honest, your skin tone is 
somewhere between porcelain ivory and 
honey beige, but you have no idea where.  
It’s okay, your Mary Kay IBC does; find her by 
clicking on the banner or at MaryKay.com
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Reaching millennials while they 
listen to their favorite artists.



The Mary Kay Kiss and Tell Bundle is an exclusive subscription box that 
will reward loyal customers and IBCs with access to new products be-
fore anyone else. To qualify, a customer must have spent $150 in the 
past six months while an IBC must have hosted at least five parties. 
For $10 per month, the bundle includes:
 Products that have yet to launch and their information
 A personalized thank-you note
 The right to share their thoughts on the new products
 Holiday-appropriate surprises and beauty tips!

KISS AND TELL 
BUNDLE

E X E C U T I O N S19

Monthly subscription boxes are a hot trend with our 
target, our version opens up communication between 
millennials and Mary Kay.

We will use social media listening tools to improve our engagement 
with the target. By monitoring social media for posts by our target 
about makeup, we can offer solutions to problems or just give them a 
friendly “Hello!”  Mary Kay will also use this as an opportunity to guide 
women in need of help to find their local Mary Kay IBC. 

SOCIAL MEDIA 
REAL RESPONSE

We are initiating conversations with millennials where 
they are most active and ready for engagement.

By offering advice or a kind word, we are solidifying  
Mary Kay’s brand image and beginning a relationship 
with our target. 



WEBSITE REDESIGN
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This redesign streamlines the entire online shopping 
experience to eliminate any confusion or frustration.

Intuitive site
navigation

Customers are 
encouraged 

to find an 
IBC before 

browsing or 
buying

Easier log-
in to the 

site with a 
“Log In with 
Facebook” 

option.

Product colors are shown 
lightest to darkest for 

easier selection

Customer reviews allow us 
to meet our target’s online 

shopping expectations.



Playing along with our campaign attitude, we decided to poke fun at our target’s dependency on technology by creating situations in which the tech 
just doesn’t make the cut. These spots will encourage our target to put down the phone and depend on a real relationship for their beauty advice. 
Competitors can use whatever technology they want, but the relationship built through Mary Kay’s direct selling model will never let you down.

GIRL: How does my dress look?A young professional walks
with strength and poise down a
hallway. She speaks into her phone.

GIRL: What about my makeup? The camera reveals a horrible 
“makeup chin strap.”

SIRI: Let’s call in a professional. V.O.: You can’t replace an
honest friend. Find your beauty 
consultant at marykay.com
Title: Mary Kay, Always Honest

Calling Mary Kay beauty 
consultant, Lauren.

SIRI: Beautiful. That’s a great
color on you.

GIRL: How about my earrings? SIRI: They complement your outfit 
well.

YOUTUBE ADS

FOUNDATION ERROR :30
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V.O.: You can’t replace an
honest friend. Find your beauty 
consultant at marykay.com
Title: Mary Kay, Always Honest

A girl is getting ready in
front of a mirror. She grabs
her phone, speaking to it.

GIRL: Do you like my makeup? She’s slightly annoyed now.

SIRI: (Beat) Your breath smells 
nice.

GIRL: No, do you like my makeup?

GIRL: No, be honest with me! The camera reveals her face,
covered in poorly applied blush.

SIRI: Calling Mary Kay beauty con-
sultant, Sarah.

The phone reveals the forecast.

SIRI: Nice weather we’re having. 
Ha Ha Ha.
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A REASON TO BLUSH :30

Encourages the target to reconsider the way they purchase cosmetics.

A tech-savvy argument for the old-school buying style.

Comedy captures the attention of new online audiences.
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Search and Display
Google Adwords
Google Display
Apple iAds

Blogs
Makeup and Beauty Blog
Temptalia
Maskcara
Cupcakes and Cash

Online Paid Ads
(BREAKOUT)

Online Radio
Pandora
Spotify

Websites
(BREAKOUT)

Magazines
Seventeen
Cosmopolitan
Teen Vogue
In Style
Allure
Elle
Marie Claire
Lucky

Promotions
Compliment Mirror
Confession Booth
College Tour
Charity Fashion Show
Mary Kay Subscription Box
Blogger Outreach
Social Media Response
Make Pretty Paths Contest

Contingency
Production
Evaluation

Type
Copy

Banner/Rich Media
Banner/Rich Media

Banner
Banner
Banner
Banner

Sponsored posts

:15 second
:15 second

Banner

Print
Print
Print
Print
Print
Print
Print
Print

Months
12
12
12

12
9
9
9

12

12
12

12

3
3
3
2
2
2
2
2

3
6
6
4

12
12
12

4

Imp/month
2,500,000

10,000,000

1,139,000
8,000,000
2,500,000
5,300,000

49,979,000

947,000
10,345,200

87,619,000

2,000,000
3,032,000
1,018,000
2,374,000
9,877,000
1,108,000
1,100,000
3,900,000

723,100
2,396,800

20,000
211,500

Total Impressions
27,000,000

120,000,000

13,668,000
72,000,000
22,500,000
47,700,000

599,748,000

11,364,000
124,142,400

1,051,428,000

6,000,000
9,096,000
3,054,000
4,748,000

19,754,000
2,216,000
2,200,000
7,800,000

4,338,600
9,587,200

240,000
2,538,000

55,100
11,359,300

Total Cost
$500,000
$500,000

$25,000

$9,000
$7,000

$10,000
$9,000

$2,200,000

$250,000
$250,000

$510,000

$378,804
$1,577,736

$668,163
$361,000
$321,174
$261,580
$256,830
$133,770

$3,959,057

$50,000
$100,000
$500,000

$25,000
$15,000
$10,000
$15,000
$50,000

$250,000
$255,943
$500,000

$10,000,000

MEDIA
BREAK
ONLINE PAID
ADS

WEBSITE ADS

Site
Facebook
Twitter
Instagram
Pinterest
Tumblr
Youtube
Hulu
Buzzfeed

Site
hercampus.com
thoughtcatalog.com
ivillage.com
someecards.com
jezebel.com
fashionista.com
allwomenstalk.com
bellasugar.com
style.com

Imp/month
3,8542,000

4,765,000

7,235,600
2,714,200

23,333,000
79,000

8,087,716

Imp/month
1,952,900

25,310,800
5,852,700
9,420,600

11,861,818
8,700,000

334,700

8,756,000

Cost
$250,000.00
$250,000.00
$100,000.00

$50,000.00
$25,000.00

$1,050,000.00
$375,000.00
$100,000.00

Cost
$45,000.00
$90,000.00
$50,000.00
$40,000.00
$50,000.00
$90,000.00
$45,000.00
$50,000.00
$50,000.00
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MEDIA
FLOW

Search and Display

Blogs
Makeup and Beauty Blog
Temptalia
Maskcara
Cupcakes and Cash

Online Paid Ads

Online Radio Ads

Websites

Magazines
Seventeen
Cosmopolitan
Teen Vogue
In Style
Allure
Elle
Marie Claire
Lucky

Promotions
Compliment Mirror
Confession Booth
College Tour
Charity Fashion Show
Mary Kay Subscription Box
Blogger Outreach
Social Media Response
Make Pretty Paths Contest

FEB MAR APRIL MAY JUNE JULY AUG SEPT OCT NOV DEC JAN

Promotions
$765,000

Media
$8,229,057 82.3%

7.7%

Evalutation
$500,000

5%

2.5%Production
$255,943

BUDG ET BR EAK

Contingency
$250,000 2.5%

Online Paid Ads
$2,200,000

Magazines
$3,959,057 48.1%

26.7%

Search and Display
$1,025,000

12.6%

6%Online Radio
$500,000

MEDIA BR EAK

Websites
$510,000 6.2%

.4%Blogs
$35,000



OVERVIEW OBJECTIVES

STRATEGY

TACTICS

Always honest will use a mix of print, 
promotion and online media to target 
young women. Each media vehicles was 
selected to broaden reach while highly 
targeting specific communities and 
minimizing waste. Our media buys will 
heighten awareness while insuring Mary 
Kay will give the individualized attention 
that consumers will love.

To maximize the potential increase in Mary 
Kay’s exposure, our national campaign will 
launch using online radio, blogs, web and 
magazine placements. We chose to focus 
our efforts on 30 spot markets; 20 collegiate 
zones and 10 major cities contain a high 
concentration of our target, allowing Mary 
Kay to maximize its reach.

We will use two unique flight patterns in 
DMA cities. The 20 collegiate cities will  be 
our focus during the school year, while 
the 10 major cities will have emphasized 
spending on the summer months. Six of 
these cities are listed in the top ten cities 
for women in business, further allowing us 
to create meaningful messaging for those 
who would appreciate Mary Kay’s unique 
business opportunities.
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Reach 80% of target within DMA’s 14 times
Reach 70% of target nationally 6 times



To evaluate our campaign’s effectiveness we will measure the increase in sales of Mary Kay 
products as well as the increase in the number of new IBCs from our target market. We will 
track our website’s monthly unique visitors to watch for increases in traffic. We will monitor 
Mary Kay’s social media interactions, listening for  changes in sentiment and areas of im-
provement. A pre and post survey will be administered to measure changes in our target’s 
awareness of and preference for Mary Kay. 

We have set aside a $250,000 contingency to allow for changes to the campaign as we see fit. 

EVALUATION
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E X E C U T I V E   B O A R D

President
Vice President
Creative Director
Creative Director
Media Director
Promotions Director
Research Director

Elizabeth Todd
Lauren Corbeill

Ryan Fetters
Samie Kaufman

Mike Zalewski
Sam Mitchelson

Rachel Keeton

Kristen Slater
Sam Harris

Andi Tonis
Noelle Kirchmer

Nicole Nalazek
Julia Matherly

Jeff Malin
Elizabeth Izzo

Amanda Cowherd
Reid Masimore

Austin Schuld

Sean Harwood
Sara Gonzalez

Kelly Dunnigan

Savannah Miller
Kailena Sampson
Rachel O’Connor

Daniel Tamsen
Marco Garret

Research
Research

Design
Design
Design
Design
Design/Photography
Design/Photography
Copywriting
Copywriting
Videography

Media
Media
Media

Promotions
Promotions
Promotions
Promotions
Promotions

T H E   T E A M

Ad Age, Ad Week, Ad Words Agency, 
Ad-ology, Ad$pender, AdForum, Brand 
Channel, case study, Comscore, Corporate 
Eye, eMarketer, Experian Simmons, Fast 
Company, focus groups, Forbes, Magazine 
media kits, Market Line Advantage, Mary 
Kay IBCs, Mashable, Mintel Oxygen Reports, 
MSU Libraries, Nerdwallet The Next Web, 
Nielsen, NY Times, PBS, PR Web, ProQuest, 
Quantcast, surveys, US Census, State of the 
Media, US News, user testing

We owe a huge thank you to our 
biggest  supporter for several years 
running, Poly Flex Products. Without 
your support, we truly wouldn’t be the 
team that we are today.

Dave Regan

S O U R C E S A   B I G   T H A N K   Y O U

F A C U L T Y   A D V I S O R

“Honesty is the cornerstone of all success, 
without which confidence and ability to  

perform shall cease to exist.”
- Mary Kay Ash


