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EXECUTIVE  SUMMARY

Mary Kay Inc., just like its founder Mary Kay Ash, has very 
strong morals and standards that can’t, and won’t, waiver 
with the growth of technology. Mary Kay Inc. has maintained 
its direct selling roots with no desire to stray from its 50 year 
KLVWRU\��0DU\�.D\�,QF��VWDUWHG�LQ������ZLWK�ÀYH�SURGXFWV�
and one dream, a dream that has grown to more than 200 
premium products. The most recent development is to launch 
new product lines such as Mary Kay at play color products, 
Clear Proof acne products to their core.

HISTORY

��%UHDNLQJ�LQWR�\RXQJHU�PDUNHWV�
��0DNLQJ�DQ�,%&�SRVLWLRQ�ORRN�OLNH�D�UHZDUGLQJ��JRRG�FDUHHU
��,QFUHDVH�SRVLWLYH�SHUFHSWLRQ�ZLWK�������\HDU�ROG�ZRPHQ�
��,QFUHDVH�PDUNHW�VKDUH�DPRQJ�*HQ�<�
��6XSSRUW�VDOHV�IRUFH�HIIRUWV�
��,QGHSHQGHQW�EHDXW\�FRQVXOWDQWV�ZLOO�EH�DEOH�WR�OHYHUDJH�WKH� 
  campaign to reach out to potential customers to sell products  
  and recruit.

KEY CHALLENGES

The ultimate goal of the case study is to increase sales and 
the only way for more sales is to increase the sales force to 
EULQJ�WKH�SURGXFW�WR�WKH�WDUJHW�PDUNHW��)HPDOHV�������ZLOO�EH�
more likely to purchase Mary Kay products from an IBC that 
is closer to their age and for the most part in the target market 
for these newer products. The relationships made with the 
IBCs within the target market will generate more sales with the 
newer products therefore leading to recommendations to other 
Mary Kay premium products.

TARGET PROFILE

STRENGTHS:
��6WURQJ�PDUNHW�SRVLWLRQ��ZLWK�VLJQLÀFDQW� 
  gloabal presence. 
��'LYHUVLÀHG�SRUWIROLR�RI�SURGXFWV�
��8QLTXH�EXVLQHVV�PRGHO��

SWOT
WEAKNESSES:
��2ZQHUVKLS�VWDWXV
��/DFN�RI�RQOLQH�SRLQW�RI�SXUFKDVH�

OPPORTUNITIES: 
��6WUDWHJLF�SDUWQHUVKLSV�DQG�LQYHVWPHQWV�
��3RVLWLYH�RXWORRN�IRU�WKH�PHQҋV�JURRPLQJ� 
  market. 
��*URZLQJ�SHUVRQDO�FDUH�SURGXFWV�PDUNHW��

THREATS:
��&RXQWHUIHLW�JRRGV�
��,QWHQVH�FRPSHWLWLRQ�
��,QWHUQHW�DQG�EULFN�DQG�PRUWDU�VWRUHV� 
��*URZLQJ�SRSXODWULW\�RI�FRVPHWLF�VXUJHU\� 
��3HUFHSWLRQ�RI�0DU\�.D\�EHLQJ�D�S\UDPLG� 
  scheme. 

Avon Products Inc.  
L’Oreal S.A.  
Unilever  
Procter & Gamble Company 
The Revlon, Inc.
Shiseido Company 
Limited The Estee Lauder Companies Inc.  
Elizabeth Arden, Inc.  
Amway International, Inc.  

COMPETITION
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Our big idea is encapsulated in our tagline, “Bring beauty 
into your home.” What we want to do is bring the idea of the 
Mary Kay IBC to a new generation. We want to let our target 
market know that the IBC doesn’t just bring products, but 
an experience into their home. The main focus of Mary Kay 
is that they provide more than a product. What they provide 
is someone knowledgeable who will come into your home, 
provide you with a great evening, great products, and a great 
expertise. This will also help bring the idea of being an IBC 
to a new generation. With the idea of the tagline, when they 
read it, they will want to become an IBC to bring beauty into 
someone elses home.

BIG IDEA
The inspiration for our big idea came from our target market.  
When looking at and speaking to our target, we found out 
that they aren’t really interested in something like Mary Kay.  
This is because of the limited way that one can purchase the 
product. What this lead to was our big idea, and focusing on 
selling an experience instead of a product. We have split our 
LQVSLUDWLRQ�LQWR�WZR�FDWHJRULHV��RQH�FRQVLVWLQJ�RI�WKH�������
\HDU�ROG�FRQVXPHU��DQG�WKH�RWKHU�EHLQJ�WKH�������\HDU�ROG�
possible IBC.

THE INSPIRATION

For the IBCs, we are looking at younger driven women who 
enjoy bringing warmth and joy to others, have the initiative to 
run their own business, and know what a difference 
makeup can help make in the life of a young girl just starting 
college or entering the workforce.

IBC/PROSPECTIVE IBC

For the consumer, who is inviting the IBCs into their home, 
were inspired by the thought of young women who enjoy 
VRFLDO�HYHQWV��FDUH�DERXW�WKHLU�PDNHXS�VHOHFWLRQ��DQG�OLNH�ÀUVW�
hand experiences, but are still very modern. They are trend 
setters and followers alike, just looking for the next big thing.

CONSUMER

As we bring the company forward with this new campaign, we 
wanted to design a new logo to go along with the new idea 
and focus going forward. 

LOGO REBRAND

We wanted it to have a very modern look and 
subtly incorporate our focus on the IBC. When 
you look at the logo, you’ll see the ‘M’ and the 
‘K’ are combined but separate, and feature an 
‘I’ in between them. This is for the focus on the 
Individual and the IBC within Mary Kay. Even in a 
small way like this, we wanted them to know they 
are the center, and the heart of the company.

FIRST THINGS FIRST
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1. 5HDGLQJ��UHYLHZLQJ��DQG�SRVWLQJ�TXHVWLRQV�RQ�RQOLQH�EORJV�
2. Researching cosmetic bloggers.
3. Surveys distrubted through social media and the utilization  
    of Survey Monkey. 
4. Contacting current and past Mary Kay IBC’s. 

0(7+2'6���35,0$5<

RESEARCH

1. MRI+ Media Mark Reporter data collection on cosmetics  
    purchased online, Mary Kay used, and purcahses after  
    using a sample in the last 6 months online.
2. Case study provided by the client.
3. Social media posts regarding Mary Kay products and IBC 
experiences to learn opinions and perceptions. 
4. 8WLOL]DWLRQ�RI�WKH�0DUNHWOLQH�$GYDQWDJH�SURÀOH�RQ�0DU\�.D\�
5. SRDS.

0(7+2'6���6(&21'$5< SURVEY INSIGHTS

We have obtained information from various sites related 
WR�WKH�������\HDU�ROG�IHPDOH�FROOHJH�VWXGHQW��WR�FUHDWH�
Melissa a future Independent Beauty Consultant  as well as 
GHPRJUDSKLF�GDWD�RQ�WKH�IHPDOH�������IHPDOH��

APPROACH
1. Overcoming the availability of other brands being sold in  
    brick and mortar stores. 
2. Many Gen Ys use what is readily available and want instant  
����JUDWLÀFDWLRQ�OLNH�EHLQJ�DEOH�WR�JR�WR�WKH�VWRUH�JUDE�ZKDW�WKH\� 
    need and use it immediately. 
3. 0RVW�SHRSOH�NQRZ�ZKDW�WKH\�OLNH�DQG�RQFH�WKH\�ÀQG�ZKDW� 
    they like it is hard to change their mind about a product they  
    either use daily or fairly often
4. Finding people that use Mary Kay.

CHALLENGES

Loyalty to Brand
Yes, I buy the same  
product/brand.

No, I buy what is 
cheap/on sale.

I buy what family/
friends recommend

45%

47%

8%

Frequency of Makeup Application

1-3 Days/Week

3-6 Days/Week

Everyday

51%

23%

26%

Brands Worn Most Often Hosted or Attended a Makeup Party
Yes, I have  
attended

Yes, I have 
 hosted

Have not attended 
or hosted.

Consider Being A Mary Kay IBC
Yes, I might  
consider it

Maybe par time

Maybe full time

CoverGirl

Maybelline

Revlon

Wet-n-Wild

Elf

Neutrogena

Estee Lauder

Mary Kay

Olay

Clinique

L’Oreal

Avon

Bare Minerals

Dior

56%

38%

22%

18%

16%

16%

13%

13%

13%

13%

11%

9%

7%

0%

40%

58%

11%

No

o%

2%

2%

96%

65



WHAT’S NEXT? CREATIVE BRIEF

The business challenges are getting a younger generation to 
be interested in attending Mary Kay parties, buying Mary Kay 
products, and interested in becoming Mary Kay Independent 
Beauty Consultants.  

BUSINESS CHALLENGE
7R�SHUVXDGH�������\HDU�ROG�IHPDOH�IURP�*HQ��<�WR�EH�DSDUW�RI�
the Mary Kay family as customers and potential IBCs.

ADVERTISING OBJECTIVES

7R�VHOO�WKH�H[SHULHQFH�ÀUVW�DQG�IRUHPRVW��DQG�WKHQ�WKH�SURGXFW��

ADVERTISING STRATEGY

Making the IBC postion desirable and obtainable. Purchasing 
0DU\�.D\�HQVXUHV�QRW�MXVW�TXDOLW\�PDNHXS�EXW�DQ�H[SHULHQFH�
and have the potential to lead into a career to express the love 
of said experience.

MARKETING OBJECTIVES

To create a larger awarness of Mary Kay within the general 
public, and increase individual contact with consumers and 
IBC’s.  Increase brand awareness by 15%.

MEDIA OBJECTIVES

Push large sponsorships to make the Mary Kay brand more 
visible to the public, while also doing smaller, more initimate, 
initiatives using our increased social media presence.

MEDIA STRATEGY

7KLV�FDPSDLJQ�VDOHV�REMHFWLYH�LV�WR�LQFUHDVH�VDOHV�E\����
among the target market by the end of 2015. We also want to 
see at least a 10% increase in the number of young women in 
the target becoming IBC’s.

SALES OBJECTIVES

The communication objective is to reach the target market 
via the means they use and are familiar with, such as social 
media. We want the communications that reach them to get 
across the beauty and strength of the Mary Kay brand, and 
the joy that can be brought to others by becoming an IBC.

COMMUNICATION OBJECTIVE

:H�DUH�WDONLQJ�WR�ZRPHQ�������WKDW�DUH�VWXGHQWV��ORRNLQJ�
for a college job that provides experience, but also several 
transferable skills. They are driven women who enjoy bringing 
warmth and joy to others, have the initiative to run their own 
business, and know what a difference makeup can help make 
in the life of a young girl just starting college or entering the 
workforce.

TARGET AUDIENCE

The current responses to the Mary Kay brand by our target 
market are unenthused, indifferent, and they think of Mary Kay 
as old, and not readily available. They see it as a product past 
it’s prime and something that was loved by their mothers, but 
isn’t modern enough for them.

TARGET’S CURRENT RESPONSE TO BRAND

CREATIVE BRIEF

The desired target market response should be one of 
excitement about the overall brand, attending parties, and 
purchasing products. They should begin to see Mary Kay as 
something that they would love to use, worth the experience, 
and not just something for their mothers.

TARGET’S DESIRED RESPONSE TO BRAND

The key insight to make the brand meaningful in their lives 
came directly from our target market. When looking at 
and speaking to them, we found out that they aren’t really 
interested in something like Mary Kay. This is because of the 
limited way that one can purchase the product. What this lead 
to was our big idea, and focusing on selling an experience 
instead of a product. 

KEY INSIGHT TO MAKE BRAND MEANINGFUL

The goal we have set about with our big idea is to make and 
keep Mary Kay independent beauty consultants relevant to a 
younger generation. To do that, our main tagline is going to 
be “Bring Beauty into your Home”. The goal with the tagline is 
to highlight the fact that the IBC is going to bring the beauty 
products into your home. And on the IBC front, the goal is to 
encourage people to be IBCs by letting them know, and feel, 
that they will be bringing beauty into the homes of the people 
that throw the parties.

The most important things to the customer are availability, 
service, enjoyment, and staying current with the most recent 
trends. We need to make sure that this is achievable and 
viewable to them as Mary Kay going forward.

We can deliver on this promise. Mary Kay is all about 
empowering women, and providing them with the best 
possible experience via parties/events thrown by their IBCs.  
To bring this to a younger generation and market, we will 
be focusing on how wonderful it can be to have someone 
NQRZOHGJHDEOH�FRPH�LQWR�\RXU�KRPH��WHDFK�\RX�DERXW�PDNH�
up, and have a great social event with.

BIG IDEA/IMPORTANCE TO CUSTOMER/DELIVER 
THIS PROMISE

This is believable because the goal of Mary Kay is to be all of 
these things, while keeping to their roots.  They may not want 
to completely give in and allow internet or tradeshow selling, 
but that is why we are going to sell the target the experience 
of the IBC instead of just a great line of products.

WHAT MAKES IT BELIEVEABLE
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Our advertising materials are going to consist of a plethora of items 
that will be avaliable to the IBC to help them spread the word about 
themselves, while keeping a brand consistency. 

As great as it is that IBC’s like to take the initiative to create their 
own materials, they creat a discrepancy across the brand.  So our 
goal is to help them, and help the brand.

ADVERTISING MATERIALS

0DU\�.D\� ,QFRUSRUDWHG� �

ADVERTISING MATERIALS

The letterhead will be provided so that 
IBC’s can can have brand consistent, 
but idividual paper to send out letters, 
write reciepts, or do whatever they need 
WR�GR�ZLWK�LW��$V�ORQJ�DV�LW�ÀWV�ZLWKLQ�WKH�
guidelines of Mary Kay Inc.

LETTERHEAD

The gift card will be avaliable to IBC’s to pass out to 
prospective IBC’s so that they if they decide to become 
,%&ҋV��WKH\�FDQ�JHW�D�GLVFRXQW�RQ�WKHLU�ÀUVW�SXUFKDVH�RI�
materials to sell.

,17(5(67���*,)7�&(57,),&$7(

The business card will allow all IBC’s to have a business 
card to pass out that matches the brand identity.

BUSINESS CARD

This postcard template will be given to 
IBC’s to send out to help recruit new 
IBC’s to work under them. This will help 
sales grow in their area. 

POSTCARD

9 10



What we need to do with mobile is get rid of current apps, and 
FUHDWH�RQH�VSHFLÀFDOO\�IRU�RXU�FRQVXPHU�DQG�WKH�,%&�

MOBILE

During the January to November 2015 NASCAR Sprint Cup 
Season, Mary Kay will be the main sponsor of a race at Texas 
Motor Speedway. 

During that race, we will also sponsor a stock car driven by a 
leading female driver on the NASCAR circuit, such as Danica 
Patrick. The car will be the new signature Mary Kay color and 
feature the rebranded logo on the hood. Other companies will 
be able to sponsor on the car, but the car will be essentially the 
Mary Kay car for that race. 

IBC’s will be given discounted prices on race tickets, a chance to 
win pit passes, and buy, or win, a 1/24th scale model of the car 
to keep or give away as a prize at a party.

NASCAR

During the month of October, which is Domestic Violence Month, 
Mary Kay will donate $300,000.00 to help and support the victims 
of domestic abuse. Those in need of a job will also be offered 
training and an offer to become an IBC. We really want to help 
these women take control of their lives.

DOMESTIC VIOLENCE AWARENESS

With the consumer app, we wanted it to be user 
friendly and have an all around focus on what the 
consumer needs and wants from an app. It will 
include a link to the website, a viewable catalogue, 
games that will be changed every month, an option 
to take a photo of yourself and do a makeover, and 
a way to search for the nearest IBC.

CONSUMER

With the IBC app, we wanted to take a bit of a different approach. Since 
WKH�,%&�LV�WKH�XQLTXH�,QGLYLGXDO�WKDW�NHHSV�0DU\�.D\�JRLQJ��ZH�ZDQWHG�
them to feel privileged to have access to this app. Each IBC will be given a 
username and password to access their separate app. When they access 
the app, they will be given multiple streamlined options. They will be able to 
DFFHVV�D�VSHFLDO�QHZVOHWWHU��UH�RUGHU�SURGXFWV��FRQWDFW�FRQVXPHUV�WKDW�WKH\�
already have a relationship with, and most importantly of all, have access to 
consumers they may not already have a relationship with.   

When a consumer uses the consumer app to look at the catalogue, the IBC 
LQ�WKDW�DUHD�ZLOO�EH�QRWLÀHG�YLD�WKH�,%&�DSS�WKDW�WKHUH�LV�D�KRW�OHDG�LQ�WKHLU�
area that they may want to contact. The consumer will be excited about the 
special treatment, and the IBC about the possible new consumer.

IBC

SPONSORSHIPS & PARTNERSHIPS

Mary Kay IBC’s will be able to apply for a range of scholarships 
beginning in February of 2015. Each scholarship will be awarded 
to an IBC of any age, as long as they are attending college and 
continue to work as an IBC. Any winner must maintain a 3.2 GPA 
DQG�KLW�D�SUH�GHWHUPLQHG�VDOHV�TXRWD�RU�WKH\�ZLOO�ULVN�XVLQJ�WKH�
VFKRODUVKLS��7R�HQWHU�DQ�,%&�PXVW�HLWKHU�VXEPLW�D�WKUHH�SDJH�
essay, or three minute video, about how bringing beauty to others 
has inspired them, helped with their business, and improved 
upon their life. The scholarships prizes are as as follows: one 
�������������WZR�������������WKUHH�������������ÀYH�������������
ten $10,000.00, and twenty $5000.00. 

MARY KAY SCHOLARSHIP

During the spring 2015 cheerleading season, Mary Kay will 
become a sponsor for most major competitions.

CHEERLEADING COMPETITIONS

WE WANTED THESE  
APPS TO BE SEPARATE,  
BUT COMPANION PIECES  
AT THE SAME TIME.
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Over the course of the campaign, we will air one TV spot.  It will air 
during Super Bowl XLIX(49) on February 1st, 2015. The ad will be 
set up to look like a woman preparing for a Super Bowl party, but 
it is in reality a Mary Kay party. The end of the spot will direct the 
viewer to the Mary Kay website where the browser will have the 
option to view the spot again, see the full Mary Kay party, or just 
watch individual segments.

The spot will feature an actual Mary Kay IBC, and her friends. 
The way we will choose an IBC will be via a contest. It will be very 
open and allow the IBC to be creative. They can submit a video 
about why they love the company, a video about what it is they love 
DERXW�EHLQJ�DQ�,%&��DQ�HVVD\�DERXW�HLWKHU�RI�WKRVH�WKLQJV��RU�ÀOP�
D�SDUW\��:H�ZLOO�DOVR�ORRN�DW�WKHLU�VDOHV�ÀJXUHV�WDNLQJ�LQWR�DFFRXQW�
the size of the area in which they work), their interaction with their 
consumer base via social media, and how long they’ve been with 
the company. We will combine those things with whatever the IBC’s 
HQWU\�LV�WR�GHWHUPLQH�D�ZLQQHU��7KH�ZLQQHU�ZLOO�EH�ÁRZQ�ZLWK�WHQ�
IULHQGV�WR�WKH�ORFDWLRQ�ZH�DUH�ÀOPLQJ�IRU�D�ÀYH�GD\�YDFDWLRQ�ÀOP�
shoot.

TV SPOT
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6XSHU�%RZO���������������
� )LOPLQJ��������������
� 6XSHU�%RZO�WLPH�VORW���������������� 

6RFLDO�0HGLD��$SSV��	�:HEVLWH�5HGHVLJQ��������������
� )DFHERRN��������������
� 7ZLWWHU�������������
� &RQVXPHU�$SS�������������
� ,%&�$SS�������������
� :HEVLWH�������������� 

6RFLDO�0HGLD��$SS��	�:HEVLWH�&XUDWLRQ����������������
� )DFHERRN��������������
� 7ZLWWHU��������������
� <RXWXEH��������������
� &RQVXPHU�$SS���������������
� ,%&�$SS��������������
� :HEVLWH�������������� 

:HEVLWH�DQG�%XVLQHVV�&DUG�7HPSODWH�GHVLJQV�IRU�,%&ҋV�������������� 

&RQWHVWV��������������
� 6XSHU�%RZO�FRQWHVW�ZLQQHU�KRWHO�URRP�DQG�ÁLJKW�������������
� 6FKRODUVKLSV��������������
 
6SRQVRUVKLSV����������������
� 1$6&$5�)XOO�6SULQW�&XS�5DFH����������������
� 1$6&$5�6WRFN�&DU��������������
� &KHHUOHDGLQJ�&RPSHWLWLRQV����������������
� 'RPHVWLF�9LROHQFH�$ZDUHQHVV��������������

BUDGET
As far as media is concerned, our only traditional venue will be 
our Super Bowl spot, and even that will feature cross media 
promotion with the full party video on our website and youtube 
channel. 

We wanted to have this huge splash of the Super Bowl spot 
to kick off the campaign and get new consumers interested 
in Mary Kay before moving into phase two of sponsorships, 
contests, and social media. We aren’t looking to make this 
some sort of massive “for everyone” campaign. We want this 
to be a campaign that makes current, and future, consumers 
feel catered to. That is why we chose the focus we did. Our 
social media presence will be revamped and revitalized to 
increase followers, and discussion amongst the social media 
sites. We will be sponsoring events that will resonate with 
our target market. And we will use both of those outlets for 
contests to engage our consumer base.

RATIONALE

MEDIA

15 16

Super Bowl  
44%

Sponsorships  
30%

Social Media Curation 
14%

Contests 
6%

Soical Media 
Redesign

4%
Template 

2%
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SOURCES
TV:
Measure the number of purchasers of Mary kay by the number 
of viewers reached by the Super Bowl XLIX. 

INDEPENDANT BEAUTY CONSULTANT SALES:
Compare sales of previous years to sales after the “Bring 
beauty into your home” campaign.  

FACEBOOK:  
Facebook analytics will be used to measure increases in 
engagement. 

TWITTER:  
HootSuite will be used to measure increases in engagement. 

YOUTUBE: 
YouTube Insight will be used to measure increases in 
engagement. 

TRAINING:
Measure sales between IBC’s who are active users of the 
training app and those who do not use the training app 
productively. 

MARY KAY APP:
Compare numbers of users of the new app to the number of 
users of the old app.

EVALUATION
1. Completely do away with the “Pink” line due to it’s close  
    relation to Victoria Secret’s “Pink.”
2. Stop using “Pink” because it’s Victoria Secrets. 
3. RSHQ�XS�ZHE�VDOHV��3URYLGH�ZHE�OLQNV�����DOORZ�UHÀOO� 
    purchases online. Major selling products 
4. Replace with the color we came up with.
5. Anything done for charity for philanthropy needs to be PR’d  
    hard. ANything they do NEEDS a press release. News and  
    headlines somewhere. 

RECOMMENDATIONS

1817



Shaina Vitkus 
Bo Wisneski 
Talia Simpson 
Amanda Davidson 

ACKNOWLEDGEMENTS


