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Millennial women strive for a lifestyle filled with relationships, 
unlimited opportunities, and independence. Mary Kay Inc. 
embodies the lifestyle Millennials seek by fostering helpful 
relationships between independent beauty consultants and 
their clients, offering rewarding career opportunities, and 
encouraging independence and personal success. 

Unfortunately, women 18-25 are not taking full advantage of 
the Mary Kay experience. To address this disconnect between 
Millennials and May Kay, our agency has created a multi-
dimensional campaign to help the company better relate to 
this audience. 

With the Make It campaign, 30 AF will spark the connection 
that’s needed by showing young women how the brand can be 
so much more than makeup:
     • Mary Kay makes it possible to feel confident in one’s 
        beauty and skin care choices. 
     • Mary Kay makes it possible to achieve personal success 
        by offering careers with various income options. 
     • Mary Kay makes it possible for women to live healthy and 
        happy lives. 

Put simply, Mary Kay helps women Make It. 

The Make It campaign engages Millennials across multiple 
media platforms in a coordinated way. As our target discovers 
how Mary Kay can make their lives better, we will help 
strengthen the future of the Mary Kay brand.

The Big Idea
Mary Kay At Play
Media Insights | Touch Points

Traditional
Digital
Social Media
Guerilla
PR/Partnerships
IBC Tools

Campaign Extensions
Media Buys
Evaluations
About Us
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THE CHALLENGE

OUR APPROACH

Mary Kay has been a leading direct seller of cosmetic and skin care 
products in the world for 50 years, but the problem is that Millennials 
perceive Mary Kay as a brand for their mothers and grandmothers—
not themselves. Despite all of the company’s success, Mary Kay has 
experienced a disconnect with this generation.

The challenge for Mary Kay is clear – bridge the gap between the 
brand and women ages 18-25. Mary Kay has asked our agency to 
expand its footprint among Millennials by showcasing the Mary Kay At 
Play color products, the Botanical Effects line, and other products most 
relevant to this age group. Additionally, Mary Kay aspires to increase 
the number of Millennials who see the value of the company’s direct 
selling business model and commit to becoming Independent Beauty 
Consultants (IBCs).

In order to address this challenge, this campaign will conquer the 
following objectives:
1. Increase awareness among female consumers ages 18- 25
2. Increase positive perception among female consumers
3. Increase consideration for product purchase
4. Increase number of Millennial Independent Beauty Consultants (IBC)

This campaign will achieve these objectives with an integrated 
12 -month campaign (Feb. 2015 to Feb. 2016) and a $10 million budget.
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FALL IN LOVE
We will create positive brand touch points that spark 
interest in Mary Kay. The target will fall in love with the 
brand, its products, and their respective IBC.

BECOME AN IBC
We will demystify life as an IBC and raise awareness of Mary Kay career benefits. 
The target will see Mary Kay as a perfect fit with their lifestyle and goals. 



RESEARCH APPROACH
To better understand our target market’s cosmetic and skin care habits and preferences, we 
conducted 40 one -on- one interviews with Millennials. An online survey of 392 women from 
30 states helped us discover perceptions of Mary Kay. Blind product tests and a screening 
of a Mary Kay At Play commercial assisted us in gauging reactions to products and current 
branding strategies.

We attended 10 home parties and held a focus group with eight IBCs to discover exactly 
how the Mary Kay experience builds customer loyalty. We also gathered secondary research 
to have a better understanding of the direct sales industry, cosmetic brands, media trends, 
and integrated marketing Communication (IMC) practices.

Our secondary research was taken in part from Ad -ology, MaryKay.com, Millennial 
Marketing, the Pew Research Center, the Barkley Research Report, Nielsen, Marketing 
Charts, Huffington Post, and Ad Age. With our research portfolio bursting, we were able to 
identify our target insights.
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RESEARCH OBJECTIVES

To discover what drives 
purchase consideration 
for beauty and skin care 

products

1 2 3 4
To gain a clear 

understanding of 
brand awareness and 

perceptions of Mary Kay

To identify the valued 
characteristics and 

aspects of the Mary Kay 
brand

To discover why the 
direct sales model is 

a viable and desirable 
source of income, as 
well as learn about 

the opportunities and 
challenges of working as 

a consultant.
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PRIMARY RESEARCH

SECONDARY RESEARCH
257 ARTICLES/REPORTS

51

34

39

25

43

27 38
Advertising Trends Mary Kay and Direct Sales PR, Promotions, 

and CSR

Cosmetics Industry Target Audience Media Trends

Our research portfolio features the following topic areas:

IMC Principles

10

20
 

8

392

40

30

Millennials participated 
in a blind product test

One-on-one interviews with 
non-Mary Kay users

IBCs participated in a 
focus group

Home parties attended

Online surveys States represented in 
online surveys
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• The Mary Kay brand is well  known by the target
• The “try before you buy” model allows customers 

the freedom they love: testing the products before 
investing in them

• Mineral products use high quality ingredients, resulting 
in greater longevity when compared to other brands

• Mary Kay’s primary mission is to enrich the lives of 
women both personally and professionally

• Mary Kay customers are brand loyal
• Consultants earn a 50% commission, one of the 

highest in the cosmetic and skin care industry

• With 3 million IBCs worldwide, Mary Kay is more 
   readily available than the target realizes
• 80% of Millennials are willing to pay more for high 
   quality products (Ad-ology, 2013)
• The brand provides an entrepreneurial opportunity
   for IBCs
• In 2012, the direct sales industry increased 18%, 
   compared to a 10% increase in sales in
   department stores
• Digital tools can be used by IBCs to reach and serve 
   Millennial customers

• Mary Kay products are considered “somewhat 
expensive”

• The independent selling model is perceived by the 
   target as “pushy”
• Millennials perceive the brand as one for women older 
   than them (age 35- 44)
• The initial purchase of an IBC starter kit is over $100, 
   a somewhat large investment for the target
• The average age of an IBC is 42 years old, which can 
   create a disconnect when selling to the target

• Since the target expects immediacy, many women will 
   continue to purchase their products from convenience 
   stores that do not require interaction with an IBC
• Women in the target may continue to purchase 
   cheaper products that better fit their budget
• Mary Kay has limited control over user generated 
   content on the internet
• Mary Kay is often perceived as a pyramid scheme

SWOT AND COMPETITIVE ANALYSIS

OPPORTUNITIES

STRENGTHS

THREATS

DIRECT COMPETITORS

MARY KAY 
RANKINGS:

CURRENT USERS

WEAKNESSES
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Total Revenue: $2.9 billion    
Independent Consultants: Over 3 million

Total Revenue: $259 million    
Independent Consultants: Over 224,000

Total Revenue: $10.9 billion    
Independent Consultants: Over 3 million

Total Revenue: $11.3 billion    
Independent Consultants: ~5 million

2ND
BEAUTY & PERSONAL 

CARE MARKET 

6TH
SKIN CARE

PRODUCTS SOLD

9TH
COLOR

12TH
FRAGRANCE

36%

Average age
of an IBC is 42

of new IBCs in the 
U.S. are between 

18-30

Women
ages 30-50
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TARGET RESEARCH

DIY

PERSONAL

CUSTOMIZATION CONSUMPTION

52%
of Millennials “prefer to Do-it-
Yourself.

35%
of employed Millennials have a side 
business.

96%
of beauty product buyers are more 
likely to be DIY enthusiasts. 
(GCI Magazine)

61%
of Millennials say their generation 
has a unique and distinctive 
identity. (Pew Research)

24%
say technology is their generation’s 
biggest source of distinctiveness.
(Pew Research)

75%
of Millennials see themselves as 
authentic. (Bentley.edu)

54%
of Millennials like for “the sales 
associate to offer advice or 
recommendations that are right 
for me.” (Barkley Report)

51%
of Millennials buy brands that 
reflect their style/personality. 
(Barkley Report)

69%
of Millennial women say they 
“wear make-up to express my 
personality.” (Millennial Marketing)

72%
say “a skin care or cosmetic 
product’s quality is the most 
important factor when making a 
purchase decision.” (Online Survey)

83%
of Millennials will shop at a store 
that supports an important cause/
charity.

71%
of Millennials use cosmetic products 
daily/regular use. (Online Survey)

Millennials are a powerful and dynamic consumer segment. They see themselves as 
unique individuals who are highly motivated and perhaps a bit idealistic. Our secondary 
research generated the following target facts that suggest Mary Kay products and career 
options seamlessly match the lifestyles and needs of Millennial women. 
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TARGET PROFILES

TARGET INSIGHTS

THE NEWLY INDEPENDENT

“Ava”
THE CLIFFHANGER

THE FAMILY STARTER

ONE-ON-ONE INTERVIEWS

Hannah has decided to join the workforce after high school and is not afraid to take 
her future into her own hands. She is a dedicated employee who is working two jobs, 
clocking in more than 50 hours per week. She is looking for new opportunities and 
appreciates breaks in her routine. Just like her life, her makeup routine is all trial and 
error. She freely explores cosmetic options and is adventurous with application. She 
wants her makeup to last from work to play at an affordable price. She’s a beauty 
explorer who relies on opinions and advice from friends and family as she tries to find 
which brands fit best into her lifestyle.

I buy products that are more natural 
and have acne medication in them. 
I also like knowing that they are not 
tested on animals.”
“

I like that idea [of a home party] 
because it lets you expand your 
knowledge and get firsthand tips and 
advice from someone knowledgeable 
in that area.”

“

The skin care and makeup products 
need to be appropriate for my skin 
type.”
“

They are a lot of fun. I’ve been to Mary 
Kay parties before. It’s fun to have a 
girls night and talk.”
“

I like products that are not harsh on 
my skin and are made with natural 
ingredients.”
“

I think I would enjoy that because I 
could try on products before buying 
them.”
“

Avalynn, or Ava to her closest girlfriends, is a junior in college. She wants to have fun, 
but she also wants to be taken seriously at her internship. Balancing her social life, 
school work, internship, and future is a daily chore. That’s why she needs her makeup 
to be dependable and a fit with her lifestyle. She wants products that she can quickly 
apply before class and look great all day, as well as a little touch up that gets her ready 
for a night on the town. She understands that a daily routine of skin care is essential to 
keep her skin glowing and young. Product recommendations by friends and family are 
essential to her purchase decisions.

Rylie is a young mother and wife. She works 8 a.m. to 5 p.m. and spends her evenings 
taking care of the details of home life. Her budget is tight and she allocates most of her 
income towards family needs. Rylie aspires to start her own business because the “be 
your own boss” model appeals to her. She values convenience, affordability, and wants 
to feel beautiful and confident with her makeup application. Rylie wants a young but 
sophisticated cosmetic look to reflect where she stands in life.

“Hannah”

“Rylie”

What factors are most important to you when purchasing cosmetics or skin-care products?

What do you think about the idea of a home party that allows you to meet a beauty consultant and try products?
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THE BIG IDEA
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Our research shows Millennial women associate the Mary Kay brand with older women, 
pink Cadillacs, and pushy salespeople. This perception distracts young women from 

seeing Mary Kay’s essential brand benefits – quality products, personalized service, 
flexible career options, and unparalleled corporate social responsibility initiatives.
 
Fortunately for Mary Kay, Millennials want to align themselves with companies 
that display such qualities. Unlike any other generation, Millennials expect 
more than just a product or service from their top brands. And unlike most 
companies, Mary Kay provides so much more than its core product line 
by offering helpful IBC relationships and financially rewarding business 
opportunities that allow women to define their version of success.
 
Millennials like the idea of customizing the benefits they receive from a 
company; they enjoy making it into their own experience. When Millennials 

become involved with Mary Kay, an entire world of opportunities will 
open up to them. Women can make these opportunities real and 

make them their own. Women can Make It with Mary Kay.
This campaign will show them how.
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MARY KAY AT PLAY

MARY KAY AT PLAY REBRAND
Mary Kay At Play is currently branded as a playful and fun product 
line. While the intended target is Millennial women, the creative 
executions are not consistent with what they want:
a natural look that seems effortless.

Millennial women are more focused on everyday, natural makeup. 
Millennials wear makeup in a subtle way to highlight features 
instead of creating an unnatural look. They want to embrace their 
natural beauty, not hide behind overly bold applications of color.

Mary Kay At Play needs to be portrayed in a way that fits into the 
everyday routine of Millennial women. It is budget friendly and 
the colors are versatile for any application. The rebranding of the 
line needs to showcase these qualities so women see it as a line of 
makeup that they would realistically use on an everyday basis.

Current At Play Creative:

Recommended At Play Creative:

IN
S
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MEDIA INSIGHTS AND TOUCHPOINTS
DIGITAL

GUERILLA IBC TOOLS TRADITIONAL

CAMPAIGN OVERVIEW AND BUDGET ALLOCATION

DIGITAL WITNESSES
Making an appearance in the digital 
world is crucial in order to
reach Millennials. 

49%
have seen a product or service 
mentioned in a social network and 
taken action afterwards. 

97%
of our target audience spends more 
than one hour a day at home online.

IT’S A BIRD, IT’S A PLANE...
By creating a unique and surprising 
way to reach Millennials at targeted 
events, Mary Kay will be a featured 
topic on social media platforms. 

DIGITAL EVOLUTION
The current IBC starter kit, while 
helpful, does not reflect what it 
takes to succeed in a digitally 
driven world. By adding updated 
materials to the kit, a new IBC will 
have the option to run her business 
with a digital emphasis.

THE POWER OF PRINT
Adweek reports a study that found 
the majority of Millennials read 
magazines.

93%
of those surveys said they had 
looked in a magazine in the past 60 
days.

MEANINGFUL PARTNERSHIPS
One of the easiest ways for Mary 
Kay to connect with Millennials 
is to interact them in spaces 
they frequently use. This can be 
achieved through partnering with 
brands currently popular 
with Millennials.

Facebook: 97.71%
Instagram: 68.95%
YouTube: 65%
Twitter: 71.24%
Pinterest: 77.12%

PR/PARTNERSHIPS SOCIAL/ONLINE

TRADITIONAL

DIGITAL
PR/PARTNERSHIPS

SOCIAL MEDIA
GUERILLA

IBC TOOLS

MAGAZINES

DIRECT MAIL

“A DAY IN THE LIFE”

SPOTIFY

MOBILE APP

YOUTUBE

HOT AIR 
BALLOON

NIKEiD

THE VOICE

EMPIRE BEAUTY 
SCHOOLS

TOOLKIT REVAMP

According to Ad-ology, direct 
mailing will lead appearance 
improvement seekers to start an 
online search.

MILLENNIAL HOTSPOTS
Social media platforms occupied by 
female Millennials:

5%20%29% 28% 6%
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TRADITIONAL
DIRECT MAIL
Our direct mail strategy is to send Mary 
Kay into the homes of previous Millennial 
customers via a small pink box. According 
to Nielsen, individuals in the Northeast, 
Southeast, and Pacific regions are especially 
high purchasers of cosmetics, so special 
attention will be given to these areas.

WHAT’S INSIDE
Each box will include a featured At Play 
product and a personalized message inside 
that informs the reader of the benefits of 
becoming an IBC.

WHY
The response rate for direct mail to an 
existing customer averages 3.4% compared 
to a 0.12% for email. If the direct mail is 
targeted correctly, it can yield a significant 
return on investment. We want the pink box 
to resemble a small gift, which is something 
current Mary Kay users say they enjoy about 
purchasing Mary Kay products. (Huffington 
Post, 2013)

95 % 
of Millennials say they 

want their brands to court 
them actively, and offers 
sent via email or mailed 
to their homes have the 
most influence on them 

(Accenture)
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MAGAZINES
We will use three magazines to connect our audience with the 
Make It campaign: Cosmopolitan, Teen Vogue, and Seventeen. 
Cosmopolitan is popular among our target audience and is 
currently among Mary Kay’s Top 5 magazines by Ad Spender.

#’s for magazine readership (reach for 18-24 year old women):

Average age | Target age range:

TRADITIONAL

Cosmopolitan:
Teen Vogue:

Seventeen:

Cosmopolitan:
Teen Vogue:

Seventeen:

The At Play print ad features an eye shadow sample in 
the lower right-hand corner to stimulate trial use of an 

At Play color palette. 

The Jenna ad announces the Day in the Life event 
where women can get a first-hand look at the IBC 
experience from the comfort of their own homes.

The Meet Carole! ad highlights the flexibility of life as an 
IBC and showcases May Kay’s charitable initiatives.

21 | 18-24
23 | 18-24
21 | 18-24

3,694,000
1,935,000
3,987,000
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DIGITAL

“A DAY IN THE LIFE”
GOOGLE GLASS
Mary Kay believes all customers and prospective IBCs should have a 
chance to try products and experience the IBC opportunity before 
they commit. Through a real time, interactive web experience, the 
target will have the chance to see life as an IBC and learn more about 
the business. Viewers will get to see everything that goes into the 
home parties and client relationships.

Five Mary Kay IBCs will be chosen through voting on social media 
for the chance to wear Google Glass for 24 hours to show viewers a 
“Day in the Life of an IBC.” There will be a subdomain for the site with 
the videos and a Twitter- like feed for viewers to give their thoughts 
directly to the IBC. Social media and magazine ads in Cosmopolitan 
will promote the campaign for the month before the execution.

GLASS

The IBC Google Glass participants will be chosen through 
three rounds of voting:

ROUND ONE
Customers will nominate their IBC by uploading an Instagram 
picture of them with their IBC. They use #MakeItMyIBC and 
#MakeItMK, and tag the Mary Kay Instagram account in their 
picture. The top 25 most liked Instagram pictures go on to 
round two.

ROUND TWO
The top 25 IBCs will make a 30-second Facebook video about 
why they deserve to be chosen as a participant in the “Day 
in the Life of an IBC” campaign. They will use the hashtag 
#MakeIt30Seconds on Facebook. The videos will also be 
shared with the official Mary Kay Facebook page.

ROUND THREE
At the end of Round Two, the top five videos with the most 
likes will be declared the winners and become the IBCs 
representing the “Day in the Life of an IBC” campaign.
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DIGITAL

SPOTIFY 
Mary Kay will purchase 15 second advertisements that 
will be heard by Spotify® users who do not have a paid 
membership. These ads will play after every fourth 
song and will boost awareness of Mary Kay’s NIKEiD 
partnership and the ability to customize a pair of 
shoes, using a Mary Kay At Play color palette.

Spotify is a perfect medium to promote the 
partnership with NIKEiD because:

 Our audience is likely to listen to Spotify while 
    working out

 Spotify allows customers to create unique playlists
 The 1 billion free playlists make it a larger music 

   source than its competitor Pandora®

SPOTIFY PLAYLIST

of Millennials listen to 
music online

68.8%
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DIGITAL

MARY KAY MOBILE APPLICATION
We recommend combining all Mary Kay mobile applications 

into one official Mary Kay app, streamlining the brand’s mobile 
presence. The app will give users the ability to connect with local 
IBCs by simply typing in a zip code, similar to the website. Users 

can then choose to connect with an IBC near them. This brings 
IBCs more business, as well as creating a convenient way for 

customers and IBCs to communicate.

CURRENT MARY KAY APPLICATION ICONS:

RECOMMENDED MARY KAY
APPLICATION ICON:
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SOCIAL MEDIA
Mary Kay will sponsor posts on BuzzFeed, a popular blog that 
Millennials visit daily. The Mary Kay logo to be displayed at the top and 
bottom of each post. These sponsored posts will be light hearted and 
funny, making it easily relatable to the target.

Examples of posts and quizzes:
 “10 different kinds of morning makeup”
 “What kind of cosmetic product are you?”

10 Different Kinds Of Morning 
Makeup
Taking the day’s makeup off before bed is such a hassle, so let’s be 
honest, we skip it. Here are a few ways your face might greet you in the 
mirror the next morning.   

1. Raccoon Eyes
I swear I didn’t put this much eyeliner on. 
Like, how did this even happen?

Buzzfeed Partner

Mary Kay

Mary Kay

Mary Kay

Mary Kay

We only take our makeup off with Mary 
Kay Oil-Free Eye Makeup Remover. 
What about you?

1,561,580 people like Mary Kay

BUZZFEED

The applicants for the scholarship will be asked to upload a 
photo to Instagram or Twitter capturing a moment when they 
felt they truly succeeded or “made it.” They must also include a 
caption that explains the picture.

Voting will take place over a one- week period, and 100 winners 
will be chosen by the Mary Kay Executive Board. These 100 
winners will then be asked to create a female  empowering 
playlist on Spotify, and the 10 contestants with the most 
followers will win the scholarships.

With the goal of giving women the tools they need to succeed, 
Mary Kay will give away 10 scholarships worth $10,000 each to 
women pursuing an education at a cosmetology school, a four-
year institution, or a community college.

SCHOLARSHIPS

According to

blogs are highly likely 
to prompt readers to 
start an online search.
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SOCIAL MEDIA WEEK
This is a sample week-long media schedule 
for the Make It Mary Kay campaign. It uses 
platforms that Mary Kay currently occupies 
while adding media not utilized at this time.

1. MAKEUP
2. AFFORDABLE
3. COSMETICS
4. ACNE
5. SKIN CARE
6. QUALITY

By investing in Search Engine Optimization 
(SEO), Mary Kay will be able to use keywords to 
draw users to the company’s website, app, and 
occupied social media sites.

SEO

FACEBOOK TWITTER INSTAGRAM PINTEREST SNAPCHAT

FR
ID

AY
TH

U
R

SD
AY

W
ED

N
ES

D
AY

TU
ES

D
AY

M
O

N
D

AY

Be sure to tell us how you 
“make it” with Mary Kay!

Share your story with us. 
How do you #MakeItMK?

Check out our new spring 
product line!

Get ready for the weekend 
with the tuxedo palette!

Check out how to coordinate 
At Play with your outfit of 
the day. #MakeIt a collection.

Learn how to do the perfect 
smoky eye with
@Sophie_IBC‘s tutorial!

Our professional make-up 
tutorial will help you land 
that summer internship.

Mary Kay is giving away 
10 $10,000 scholarships. 
Follow this link for more 
details: www.MaryKay.com/
scholarships

This is our Monday morning. 
What does yours look like? 
Reply to us with a picture!

@Elsa’s fresh MK NIKEiD 
kicks! #MakeItMatter

@Leigh_IBC makes it as 
a cosmetology student & 
barista. Show us how you 
#MakeIt

Get inspiration for your big 
day from @IBC_Carole’s 
blog!

We found the balloon! 
Have you? #MakeItMK 
#BalloonSelfie

It’s #FilterFreeFriday! Here 
is @Sara_Intern’s beautiful 
face. Show us yours!

Get a look into our new part-
nership with Empire Beauty 
Schools: www.MaryKay.com/
empirebeautyschools

Remember to share the story 
of how you made it with 
#MKScholarships

Download our new and 
improved app here! www.
MaryKay.com/app

The IBC opportunity is open 
to everyone! Get the details 
here: www.MaryKay.com/
gettingstarted

Keep an eye to the sky! 
#MakeItMK #BalloonSelfie

See what is going on 
with our IBCs! Follow this 
link! www.MaryKay.com/
adayinthelife

SOCIAL MEDIA
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SOCIAL MEDIA

YOUTUBE IN-STREAM AD
When it comes to Millennials, two things are certain: they 
love taking selfies and sharing on Instagram. Whether 
it’s earning a degree, working 40 hours a week, starting 
a family, or mixing it up with friends, Millennial women 
make it happen every day. Mary Kay will ask Instagram 
users what they do on a daily basis to make it in this 
chaotic, schedule -filled world. Responses will be in the 
form of Instagram videos, all of which will illustrate the 
busy lives of Millennial women. User- submitted videos 

will be selected and compiled for the opening of a YouTube 
in -stream ad. Viewers will appear to be watching these 
clips on a smartphone. As more and more videos appear in 
rapid succession, accompanied by the sounds of their busy 
lifestyles, the screen will cut to a black background. A Mary 
Kay IBC will appear and say, “At Mary Kay, we know you are 
busy. But, at the end of the day, we want you to make it. 
Visit marykay.com to find out how you can make it happen 
with Mary Kay.”

YouTube reaches 
more US adults 

age 18-34 than any 
cable network

(Nielsen)

“I’m a student” “I’m a mom” “I’m starting a career”

“I am relocating” “I’m a wife” I am a traveller”
“I’m a volunteer”

(Voices continue to fade...)

(Voices fade into white screen) “At Mary Kay, we know you are busy. But, at the end of the 
day, we want you to make it. Visit marykay.com to find out 

how you can make it happen with Mary Kay.”

HOW DO YOU

#MakeItMK
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GUERILLA

HOT AIR BALLOON
Hot air balloons grab attention wherever they go. Mary Kay will 
seize this opportunity and purchase a balloon of its own as a 
guerilla marketing tactic.

The sleeve, or the balloon portion, will be designed to look like 
the bristles of a makeup brush. Attached beneath the basket, 
thick black streamers connected to a counter weight will hang 
down to serve as the brush handle. The Mary Kay logo and the 
hashtag #MakeItMK will appear on both the balloon and the 
handle. After the initial purchase of the sleeve, Mary Kay will 
only have to pay the organization hired for flight days.

A social media contest will solicit submissions from the public 
at Mary Kay events. The contest will require participants to 
spot the balloon, take a selfie with it, and post the picture to 
Mary Kay’s Twitter account with the hashtag #MakeItMK. The 
most creative selfie from the event will be retweeted by Mary 
Kay as the winning photo. The winners from all of the Mary Kay 
events will get the opportunity to ride together in the balloon 
at a later date.

The balloon will appear at events that raise funds for the Mary 
Kay Foundation. For our campaign, the balloon will make an 
appearance at the MK5K in Dallas. In the future, the balloon 
can appear at Pink in the Park, the Mary Kay Charity Golf 
Classic, and other fundraisers.



PR PARTNERSHIPS

NIKEiD®
Since Millennials are a fitness-oriented, active generation, it can be 
beneficial for Mary Kay to partner with an athletic company. After 
all, physical activities create a consumer need for effective skin care 
products. Nike® is the most-liked brand on Facebook and the most 
followed brand on Twitter (leading against Apple®, ESPN®, and 
Starbucks®). At NIKEiD.com, the customer can customize shoes of their 
choice with a Mary Kay At Play color palette.

Partnership Highlights:
 For a limited time only, NIKEiD will offer an At Play palette

   for shoe customization.
 This will showcase the At Play colors in a non-traditional form.
 Nike would donate a portion of the proceeds to domestic violence  

   awareness, cancer prevention, or the Pink Doing Green program.
 Each purchase of shoes with At Play colors will include a free At Play 

   and Botanical Effects sample.

BADGES
The Mary Kay Foundation makes a difference by supporting domestic 
violence awareness, cancer prevention, and the Pink Doing Green 
program. Putting badges that symbolize these causes on Mary Kay’s 
various products and advertisements will heighten awareness of Mary 
Kay’s Corporate Social Responsibility (CSR).

Suggested Badge Use:
 Green Leaf badge: Supports the Pink Doing Green program and will 

    be on Botanical Effects products
 Purple Heart badge: Supports domestic violence awareness and will 

    be on Clearproof products
 Pink Ribbon badge: Supports cancer prevention and will be on 

    At Play products
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of Millennials bought 
more of a product 

because it supported 
a cause that was 

important to them.

36%

of our target said 
they switched to and 
paid more for a brand 

supporting a cause that 
was important to them.

More than

33%
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PR  PARTNERSHIPS

EMPIRE BEAUTY SCHOOLS®
There are 141 Empire Beauty Schools in the nation, with 
approximately 100 students at each school per year. Mary 
Kay will provide 50 of the schools, all located in Mary Kay’s 
highest selling regions, with At Play products and Clear 
Proof The Go Set for students to use as part of a one week 
campaign. This partnership will expose students to the Mary 
Kay business opportunity and products. Highlights:

 IBCs will give informational sessions about the company 
   and their individual experience

 After students use the products, the top IBCs in the 
   region will share the opportunity to become an IBC

 This week will include a “Mary Kay Day” where all 
   services provided by students using Mary Kay products, 
   will be discounted

 “Mary Kay Day” will be a modified at home party 
   allowing the students to use the products and IBCs to 
   connect with more customers

THE VOICE®
Mary Kay will partner with the reality 
competition show “The Voice.” This was voted 
the top show on broadcast networks by 1,8 49 
year olds (NBC Zap 2 it). In the past, Coca-
Cola®, AT&T®, and Ford® have teamed up with 
American Idol® and enjoyed successful product 
placement partnerships.

The first eight episodes of The Voice are 
considered story sharing episodes and give a 
glimpse into the lives of the contestants behind 
the scenes. During these episodes:

 Mary Kay products will be placed on the 
   vanities used by the contestants and the Mary 
   Kay logo will appear on the mirror

 Mary Kay will have ad space during the show

 NBC will provide advertising space online with 
   their website and hashtags
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IBC TOOLS
IBC STARTER KIT REVAMP
The current IBC starter kit, while successful, 
does not reflect what it takes to succeed in
a digitally dependent world. By adding 
updated materials to the kit, a new IBC will 
have the option to run her business with a 
digital emphasis.

SQUARE
A mobile credit and debit card reader, that 

works with Apple and Android® products, 
would allow Mary Kay IBCs to accept any 

form of payment virtually anywhere.

SOCIAL MEDIA GUIDE
A guide to social media platforms helps 
IBCs choose the platforms that best support 
their interactions with clients.

SIX MONTH WEBSITE TRIAL
By allowing new IBCs the chance to have 
a free trial of their personal website, they 
would be able to see the benefits of having 
an online presence without having to spend 
money up front. After seeing the benefit 
of the website, they will be more willing to 
pay for it in the future.

INTEGRATED CALENDAR
This is a new feature for the 
company. IBCs can sync the 
company- wide calendar with their 
personal calendar on their phone, 
which would put all important dates 
on their phones automatically. IBCs 
also have the ability to have their 
own integrated calendar on their 
personal website that will share 
dates with their customers like order 
dates and appointments.

45%
of Millennials spend 

more than an hour a day 
looking at retail-oriented 

websites.

(Urban Land Institute, 2013)

27 % 
of all point-of-sale 

purchases were made 
with cash in 2013

Only

(Huffington Post, 2013)
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CONTOURING KIT
Contouring is a blossoming trend and Mary Kay 
will claim this market niche with its new product 
line of contouring kits. Kits will incorporate the 
Facial Highlighting Pen, Bronzing Powder, blush, 
and foundation for every ethnicity.
Why contouring?

• Instagram has more than 58,500 hashtags 
   dedicated to contouring.
• Over 903 Pinterest boards are consumed with 
   contouring images and tips.
• Celebrities like Beyonce, Carrie Underwood, 
   and Adele use contouring products to 
   emphasize their natural bone structure.

The kits will encourage women to try new 
cosmetic products, and will include materials 
to educate consumers on proper application of 
contouring products.

PRODUCT AND PARTY RECOMMENDATIONS

TARGETED TOUCH POINTS

GOOGLE HELPOUTS®
Given the Millennials’ desire for personalized advice and 
recommendations, we suggest IBCs keep the party going with 
Google Helpouts. Mary Kay will put a new twist on Google 
Helpouts by training IBCs in the Millennial demographic to host 
real-time cosmetic and skin care conversations for the target 
audience. Google Helpouts allow users to bring conversations to 
life with group video call sessions. Online assistance by IBCs is 
both easy and convenient. When an IBC receives her starter kit, 
she will get directions in the Social Media Guide on how to host 
her own Google Helpout session.

While print, digital and social media executions put this campaign on a national stage, select tactics will allow Mary Kay 
to communicate with specific segments of the target audience.

• Direct Mail:  According to Nielsen, high concentrations of Millennials who are likely to purchase makeup and skin care 
   products live in the Northeast, Southeast, and Pacific Northwest. Direct mail of a product sample and information on 
   IBC opportunities will take the Mary Kay brand into the homes of our target audience.

• Empire Beauty Schools:  Young women who aspire to work in the beauty industry enroll in beauty schools like the 
   Empire Beauty School to learn their trade. Most of these schools are located to the east of the Mississippi River and 
   allow us to double our concentration of messaging in the Northeast and Southeast United States.

• Guerilla/Hot Air Balloon: Dallas is the ninth largest city in the nation and home to Mary Kay headquarters. It will be 
   impossible to miss our guerilla marketing tactic at the annual 5k Mary Kay fundraiser.

TOUCH POINTS AND RECOMMENDATIONS
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MEDIA BUYS

Traditional Media
Direct Mail $1,000,000 1,000,000

Magazine Ads $1,935,000 18,150,435

Digital Media
A Day in the Life $1,500,000 27,078,626

Youtube Video Ad $300,000 32,000,000

Spotify Audio Ads $200,000 49,275,000

App $25,000 12,000,000

Guerilla
Hot Air Balloon $100,000 24,062,768

PR/Partnerships
NIKEiD $1,300,000 88,956,920

The Voice $500,000 62,800,000

Empire School $950,000 24,067,768

Social Media
Buzzfeed $200,000 16,147,109

Scholarships $100,000 12,126,850

SEO $250,000 25,200,000

Facebook -- 203,370,310

Twitter -- 62,040,000

Instagram -- 10,720,500

Pinterest -- 12,622,400

Snapchat -- 15,600,000

IBC Tools
IBC Toolkit $630,000 10,000,000

At Play Rebrand -- 82,188,304

Evaluation $510,000 --
Contingency $500,000 --

Total $10,000,000 662,176,111
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EVALUATIONS

Objective 1: Increase awareness
Metrics:
Magazine Ads & The Voice Partnership: Recall and recognition via pre- and 
post-testing
YouTube & Spotify Ads: : Number of users, click through rates
Social Media & SEO: Impressions, click through rates
A Day in the Life: Website traffic
Hot Air Balloon: Recall and recognition, Number of entries for contest, 
social media impressions
 
Objective 2: Increase positive perception
Metrics:
Magazine Ads & Direct Mail: Attitude tracking via pre- and post-testing
Spotify User-Generated Playlist: Number of followers
Buzzfeed Articles: Shares, comments
Social Media & A Day in the Life: Engagement, followers, fans, likes, and 
mentions
Scholarships: Number of entries, surveys with participants
 
Objective 3: Increase purchase consideration
Metrics:
Direct Mail: Changes in sales through samples
One Improved App: Number of app downloads
Nike ID: Sales percentages for each charity, Changes in sales through 
promotional period
Empire Cosmetology School: Changes in sales through week partnership
IBC Toolkit Revamp: Number of tool kits purchased
 
Objective 4: Increase number of IBCs from Millennials
Metrics:
Direct Mail: Number of new IBCs recruited through Mary Kay incentive box
A Day in the Life: Number of new IBCs recruited through contest
Empire Cosmetology School: Changes in sales through week partnership
IBC Toolkit Revamp: Number of toolkits purchased

 SELECT LIST OF CITATIONS
Campaign Tracking
We will assess our campaign’s performance on an ongoing basis by 
tracking target engagement and experiences across multiple platforms. The 
effectiveness will be measured in terms of recognition, recall, awareness, 
consideration, attitudes, and sales through IBCs after running the one- 
year campaign. Post-testing will be conducted to examine the increased 
awareness and consideration levels, and ultimately investigate the growth 
rate in sales and the market penetration of target consumers,
females 18-25 years old.

PROMINENT SECONDARY SOURCES
Ad-ology, Advertising Age, Adweek, Barkley 
Research Report, Biz Journals, Bulldog Reporter 
Daily Dog, CNN, Edelman, eMarketer, Forbes, 
GCI Magazine, Huffington Post, IBM, Journal 
of Marketing Research, Journal of Research 
Advertising, Market Research, Marketing Charts, 
MaryKay.com, Mashable, Millennial Marketing 
Website, Nielsen, Nike.com, Pew Research Center, 
Social Media Today, Trend Reports, USA Today

CONTINUING THE CAMPAIGN
Make It Mary Kay doesn’t have to stop in February 2016; it will reach 
Millennials while being consistent with Mary Kay’s brand identity. Our 
campaign can seamlessly fit into Mary Kay’s current brand efforts based 
on direct selling model. It will also provide new avenues for exploration by 
using Mary Kay’s original brand voice.

1. Mary Kay (2014). Mary Kay. [ONLINE] Available at: http://www.
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   to Grow in Volume. [ONLINE] Available at: http://www.huffingtonpost.
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     millennial-shoppers-what-do-they-really-want-retail.aspx. [Last     
     Accessed 14 March 2014].
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     Available at: http://www.cosmomediakit.com/r5/showkiosk.
     asp?listing_id=360482&category_id=27810&category_code=. [Last 
     Accessed 14 March 2014].
13. Bentley.edu (2013). Center for Women and Business 
     Millennials in the Workplace. [ONLINE] Available at:http://
     www.scribd.com/doc/158258672/CWB-Millennial-Report?secret_
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WHO ARE WE?
We are 30 Advertising Fiends. A team 
of digital natives and street-smart 
brand managers, we are a truly full-
service agency aspiring to flip ideas 
that engage today’s audiences.
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