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1.1 In 2020, repercussions of the coronavirus pandemic swept 
almost every industry in the world, and skincare businesses 

were no exception. As a flood of fear drove a change 
in consumer attitudes and demands, consumer trends 

accelerated in an entirely different direction than what was 
predicted - which meant brands had to adapt to the new 

uncertain climate, and twice as quickly.

That’s when Solace was created, a modern skincare brand 
with the anxious consumer in mind. 

Founded by Aidan Snell, Solace set out to provide a sense of 
comfort and solace for people adapting to the new reality of 
isolation, aiming to soften the heightened panic concerning 

safety and hygiene, through skincare products and the 
appeal of self-care as a coping mechanism.

Our objective is to formulate skincare products of the 
highest quality containing only plant-based and 

laboratory-made ingredients that have a consistent 
performance in safety and effectiveness, noting that we 

never test our products on animals and that we pride 
ourselves on being a vegan, cruelty-free brand.

As a progressive brand, we have a sincere interest in being 
actively conscious of our environmental footprint in every 
aspect possible - with absolute transparency between us 

and our customers on the way the brand operates.

In the crowded skincare market, what makes Solace unique 
as a brand is the fact it was conceived in the midst of a 
global pandemic with the primary purpose of providing 

consolation for consumers in a time of distress and doubt.
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Sustainability

Solace strives to practice sustainability wherever possible, covering not only 
the operations of the brand but also the life cycle of the products - from 
ingredients, to packaging, usage and disposal at the end of life. We also 

encourage customers to reuse their products by offering an incentive where 
they can refill their bottle with a 15% discount.

Simplicity

Our brand is driven by simplicity through our imagery, ingredients and in the 
way we communicate with our customers: meaning that we champion full 

transparency on every detail of our brand, so there is nothing our customers 
don’t know about.

Creativity

Creativity is at the heart of Solace, and we strive to always think outside the 
box to deliver innovative products and the way they are visualised.

Intelligence

Today’s customers are the experts and are deeply educated in what 
ingredients are best for their skin. They have an investigative approach to their 

skincare routines and no longer respond to vague promises - we present our 
ingredients lists exactly how they would be in the labs.

Diversity

As a brand that doesn’t appeal to any specific gender, Solace is built on 
diversity and inclusivity. This means that we have no tolerance for hate against 

individuals based on their gender, race, sexual orientation, or class and 
we promise to uplift the voices of those in minority communities wherever 

possible.
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Solace is an ethical and sustainable brand aiming to deliver 
products of the highest quality, and these are our promises:

Our products are all cruelty-free and not tested on animals.

Our products are all completely vegan-friendly.

Our products contain no artificial colours or fragrances.

We follow the high standards of the European Union, which 
bans 1,300+ ingredients from cosmetic products.

Our products are all packaged in recyclable or biodegradable 
materials, and offer product refill services.

Our products are all within an affordable price range.

Made in Plymouth, United Kingdom.
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As our brand is built on the idea of escapism and comfort 
amidst the coronavirus pandemic, our primary consumer 

would be anybody who has been impacted emotionally or 
mentally by the pandemic and seeking forms of self care 

through new skincare regimes or simply adding to their daily 
routine for a sense of normality.

Solace is a completely genderless brand, which means 
that this primary consumer base is open to men, women, 

and non-binary people of all ages. Again, the fundamental 
reason for launching Solace is to provide comfort to anyone 

who is seeking it.

These consumers would however be attracted to 
minimalistic lifestyles as the brand image very much 

encapsulates that vision, and they would have a passionate 
interest on being actively eco-conscious, as that is at the 

core of our brand values.
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In the research leading up to the launch of Solace, we 
found that 62% of millennials would read the small print on 

product labels in order to avoid certain ingredients - 
as reported by Mintel.

Informed by this, we know that our secondary consumer 
would be “skinthusiasts” - a term for people who represent 

a growing consumer mindset of an investigative nature into 
their skincare products. Skinthusiasts are well educated on 

the ingredients inside their products and they know what 
substances are best for their skin, or the worst - which they 

will actively avoid.

A skinthusiast would typically be a young consumer within 
the Gen Z or Millennial bracket and would most likely 

maintain some form of online blog or social media page 
relating to skincare, where they would review products and 

inform their followers who also share the same interest.
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In order to encourage customers to spread our brand 
through word of mouth and contribute to organic exposure, 

Solace intends to always deliver outstanding customer 
service and delivery quality. This is extremely important for 

us as we are only emerging on the market and developing a 
strong position in the market is a priority.

We believe that our social media will reflect our friendly 
and overall approachable personality and we will always be 

contactable on Instagram DMs. In the case that our products 
don’t exceed the expectations of our customers, we will of 

course offer an exchange or refund as long as it is requested 
within a 45 day time frame from the date of purchase - 

although we would hope that our customers would always 
contact us if they had any issues at all with their purchases 

and we would see what solution we can come up with.

We intend to ship our products extremely quickly because 
it is crucial that we build a foundation on reliability and 

efficiency. Delivery would be estimated to take between 2-5 
business days to arrive with our customers depending on 

where they are located. 
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1 BALTIC SEA ANTIQUED AQUA OLIVE OIL

NORTHERN LIGHTS PEA GREEN APPLE

HEX: #6D8F8C 

RGB: 109, 143, 140
 

HSL: 175, 24%, 49%

HEX: #86AC9A 

RGB: 134, 172, 154 

HSL: 152, 22%, 60%

HEX: #D9C763 

RGB: 217, 199, 99 

HSL: 51, 54%, 62%

HEX: #99C5A2 

RGB:  153, 197, 162
 

HSL: 132, 22%, 69%

HEX: #BDD7A6 

RGB: 189, 215, 166 

HSL: 92, 23%, 75%

HEX: #CACE7D 

RGB: 202, 206, 125
 

HSL: 63, 39%, 65%

P
R

I
M

A
R

YOur primary colour palette is inspired 
by WGSN’s Resorative Colour report, 

specifically a mixture of their Nourishing 
Earth Tones and Therapeutic Spa 

Tones forecasts which focus on 
grounded colours that are expected to 

be important in a time of uncertainty, 
as people look to nature for a sense of 
restfulness. These colours are Earthy, 
however not typical with browns and 
deep greens. Instead, more uplifting 

shades of blue, green and yellow feature 
and they have more mineral tones for a 

sense of cleanliness. 

Baltic Sea and Antiqued Aqua are the 
boldest shades, and they are accented 

by Pea Green and Northern Lights 
which feel clean and detoxifying, while 
Olive Oil and Apple are lusher takes on 

green and yellow. 

We will use this primary colour palette 
for any type of branding and graphic 
work in order to maintain the brand 

image. Ultimately, our hope is that these 
colours will help consumers feel more 
calm and restful as they navigate this 

new challenging climate.
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2 SAVANNAH SHADE MORNING COFFEE

SEA SALT CHOCOLATE TAUPE

HEX: #A5986E 

RGB: 165, 152, 110 

HSL: 46, 33%, 54%

HEX: #75523A 

RGB: 117, 82, 58 

HSL: 24, 50%, 34%

HEX: #DCD6C0 

RGB: 220, 214, 192 

HSL: 47, 13%, 81%

HEX: #81776F
 

RGB: 129, 119, 111 

HSL: 27, 14%, 47%

S
E

C
O

N
D

A
R

Y Our secondary colour palette is much 
more muted than the primary selection, 

and they are what you would expect 
from a colour scheme reflecting nature 

due to the brown and khaki shades. 
These colours will be used mainly in the 

photographic imagery for the products 
to fill in the gaps and complement the 
primary colour palette but still relating 
to the theme of nature, just with more 

grounded tones.
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3 WHITE

BLACK

HEX: #EEF0EE 

RGB: 238, 240, 238 

HSL: 120, 1%, 94%

HEX: #3B3B3B 

RGB: 59, 59, 59 

HSL: 0, 0%, 23%

N
E

U
T

R
A

LThese are our universal colours that 
should be used for any typography 
or other graphical elements where 

the more vibrant brand colours 
aren’t appropriate. This is the most 
minimalistic the brand colours get.



lo
go

2.
4

#6D8F8C #86AC9A #99C5A2 #BDD7A6 #CACE7D #D9C763

#D9C763

Our primary logo is very simplistic with thin, spaced out lettering and the distinctive wave symbol underneath the letter ‘O’. 
Each letter is a shade from the primary colour palette so the brand image is extremely secure.

This logo would ideally feature on a plain white background so the brand colours stand out and is the logo that is most 
recognisable to the brand so it would be used as the first option across all marketing and communication. 
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#86AC9A

#D9C763

find solace in your skincare
#D9C763

Our first secondary logo is the letter ‘O’ 
with the wave symbol underneath, as 

it features more than one shade of the 
brand colour palette and is a lot shorter 

than the primary logo which makes it 
perfect for social media display photos 

and browser icons on the web.

Also, a white version of the primary 
logo can be used over the solid 

brand colours or over brand imagery 
- however the image used for the 

background should not be crowded or 
distracting so that the logo stands out. 
This would be used on the website as 
there is a image banner at the head of 

the home page.

Our tagline is ‘find solace in your 
skincare’ to harness the brand story in a 
short sentence while using the wordplay 

on the brand name, and it can be 
formatted in any of the shades from our 
colour palettes, but it should match the 

visuals around it.
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6 ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

0123456789

So not to stray from the brand image, 
Solace’s primary font is very simple. 
It is a serif sans font which indicates 

honesty and sensibility, according 
to psychologists at Fabrik, and the 
rounded style reflects smooth and 

calming characteristics. 

Our choice of font, Acumin Pro, is very 
similar to the typography of the primary 

logo, however it does differentiate 
slightly. This font is available in several 

weight variations but the 6 styles on the 
right would be used most often, ranging 

from Acumin Pro Light to Acumin 
Pro Semibold, along with their italic 

counterparts.

Semibold would always be used for 
titles and headings, while the rest of the 

thinner styles would be used for main 
bodies of texts, using various styles for 
accents to portray a voice or highlight 

an important phrase.



pa
ck

ag
in

g
2.

7
Our products are packaged in aluminium 

bottles ranging in capacity from 30ml to 250ml 
depending on the product, as well as a one size 

75ml aluminium jar for the moisturiser.  All of the 
aluminum packaging is fully recyclable and rust 

resistant, and it is also lined inside with epoxy 
which provides a protective layer between the 
bottle and the product in order to avoid cross 

contamination and enhance the overall product 
safety. Due to the durability of the aluminium, the 

bottles and jars can be washed and reused time 
and time again. Our bottles are also secured with 
white lotion pumps and flip top caps (depending 

on the bottle size) and both of which are also 
completely recyclable.
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97 mm

50 m
m

54 m
m

140 mm

77 m
m

150 mm

97 m
m

150 mm

124 m
m

The labels on the bottles are produced 
with recyclable, matte white sticker 

paper that is sized long enough to wrap 
around the bottle as one piece. 

Printed on the front side is the brand 
name, the name and description of the 

product along with key information 
such as skin suitability, the cruelty 

free declaration and the product size. 
The back side of the label includes a 

detailed description of the product, 
directions of use and a full list of the 

ingredients inside, as well as the 
industry standard symbols for recycling, 
expiry date, and cruelty free and vegan.
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Imagery for Solace is most present on 
our website and social media channels, 

particularly Instagram due to its visual 
content base. Our visuals should always 

align with the brand colour palette 
to enhance overall cohesiveness and 
make our images easily recognisable 
to people familiar with the brand, and 

every image should feature at least one 
product which can either be still in the 
set or interacted with by a model. Also, 

any props used in the shoot should 
have strong references to nature for a 

rustic, grounded feeling - for materials, 
stone, wood and towelling are all good 

choices.

On Instagram, images should be posted 
in series of threes so that each row 

has the same visual tone and explores 
a slightly different mini colour scheme 

within the overall palette.
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S
T

R
E

N
G

T
H

S

W
E

A
K

N
E

S
S

E
Sstrong social media presence with direct 

communication with customers

unique and recognisable branding

authentic brand story

on trend and innovative products

strong ethical and sustainable values at the core of 
the brand, appealing to the modern eco-conscious 
consumer

sustainable packaging made from aluminium and 
other recyclable materials

reusable packaging which reduces waste

being a small scale brand allows for personal and 
direct customer service

friendly tone of voice

vegan friendly and cruelty free products

products are 100% free of artifical colours or 
fragrances

limited funding and budget could affect advertising

small scale brand means no manufacturing team for 
busy periods

launching during the coronavirus pandemic and 
looming recession

new brand means no established reputation and 
difficult to compete with bigger brands

small staff count means vulnerability to vital staff 
members being off work ill

limited initial product range for the launch of the 
brand
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O
P

P
O

R
T

U
N

I
T

I
E

S

T
H

R
E

A
T

Slarge audience reach on social media channels

innovative pop up stores around the country

room to expand the initial product range to offer 
more products for specific skin types

PR packages sent to social media influencers for 
exposure

music playlists on leading streaming services that 
reflect the brand image

potential for an educational blog page on the website

communication with the media

collaborations with other skincare / lifestyle brands

branch into other areas such as hair and body care 
i.e shampoos, body lotions, hand soaps

being overshadowed by other bigger competitors in 
the market

already crowded market

limited funding and budget 

motivating potential customers to purchase from an 
eco-friendly brand

conceiving new fresh ideas for products

small audience reach due to limited marketing 
budget

may not be able to keep up with technological 
advances due to lack of resources and funding
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Solace is an emerging, modern skincare brand that offers 
high quality products at affordable prices. As a brand that 

has launched extremely recently during the coronavirus 
pandemic, because of the coronavirus pandemic, there are 

no major competitors who have done exactly what we have. 

However, if we had to position ourselves in the pre-existing 
market, we would be between Aesop and The Ordinary: 
two very established skincare brands that offer different 

products and services, but we believe we are the perfect 
middle ground. 

Our similarities to The Ordinary are on account of their 
stripped-back brand image and elimination of unnecessary 

ingredients in their products. The Ordinary targets 
skinthusiast consumers because of their approach to 

communication and the desirability of a “make your own” 
skincare routine with pure concentrated ingredients.

Meanwhile Aesop is a forerunner of the current “clean” 
trend. They are a very authentic brand with a distinctive 

image and a sincere consideration for culture especially in 
their retail store design. While Aesop’s product prices are 

considerably higher than ours, they have set a benchmark 
for innovative branding and offer products of remarkable 

quality.

Ultimately as Solace is a developing brand, we look to these 
brands for inspiration and motivation to reach their peaks 

and go beyond.
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ESolace has an initial product range at the time of the 
launch consisting of 8 products, which are:

• Gentle Daily Toner with Green Tea Extracts

• Cream Facial Cleanser with Chamomile and 
Papaya

• Liquid Exfoliant Solution (2% BHA / Salicylic Acid)

• Hyperpigmentation Serum (10% Azelaic Acid + 2% 
Hyaluronic Acid)

• Daily Hydration Serum with Cactus Flower and 
Jojoba Oil

• Targeted Blemish Serum (2% Salicylic Acid + 10% 
Niacinamide)

• Daily Moisturiser with White Tea and Aloe Vera

• Reusable Bamboo Cotton Pads with Cotton Mesh 
Bag

These products are the essential components of a 
general skincare routine and they are all suitable 
for all skin types, which makes this a great initial 
product range. In the future, this will be expanded 
to tailor to more specific skin types and conditions 
that need special treatment. Our products are all 
100% free from artificial colours, fragrances, animal 
cruelty and they are suitable for vegans. All of the 
products are contained in aluminium bottles (with a 
plastic pump / flip top cap) or aluminium jars - all of 
which are either widely recyclable or biodegradable. 
We would like to also branch into other areas of self-
care such as hair, body and hand products when the 
brand has expanded enough.

Our product range will be priced between £5 - £20, 
and the prices for each product are as follows:

• Gentle Daily Toner with Green Tea Extracts (£10)

• Cream Facial Cleanser with Chamomile and 
Papaya (£8)

• Liquid Exfoliant Solution (2% BHA / Salicylic Acid) 
(£16)

• Hyperpigmentation Serum (10% Azelaic Acid + 2% 
Hyaluronic Acid) (£5.50)

• Daily Hydration Serum with Cactus Flower and 
Jojoba Oil (£6.10)

• Targeted Blemish Serum (2% Salicylic Acid + 10% 
Niacinamide) (£5.50)

• Daily Moisturiser with White Tea and Aloe Vera 
(£6.80)

• Reusable Bamboo Cotton Pads with Cotton Mesh 
Bag (£8)

These prices are calculated from the price of 
sourcing the products, the packaging but not 
including the shipping. It should be noted that we 
offer a 15% discount on all of our products when it is 
brought to one of our pop up stores to be refilled, in 
order to encourage our customers to be actively eco-
friendly as this is a core value of our brand. 
We aim for our products to be as cheap as possible 
so they are widely available for people within the 
lower income brackets, and this is made possible 
by eliminating excess, unnecessary ingredients and 
putting slightly less money into advertising.
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NSolace products will be sold on the official website 
(solaceskincare.co.uk) however in the future we 
would like to offer our range to other e-commerce 
retailers such as beautybay.com, cultbeauty.co.uk 
and boots.com for external selling. On the external 
retailers websites, there would be advertising which 
includes a feature in their email newsletters (if they 
have one) and banners on their website homepage 
in order to attract attention.

There is also potential for pop up stores in the 
future in busy cities such as London where all of 
the Solace products will be sold. However, due to 
the low funding of our brand currently, these stores 
will be open in the future when our brand is built 
up slightly. While this may seem like a drawback, 
there is potential for this to attract more traffic when 
they are open as they will be somewhat exclusive. 
Every pop up store will be a coronavirus-considered 
environment with hands-free dispensers for the 
customers to refill their bottles and jars while 
avoiding the spread of bacteria, as well as staff and 
customers being expected to follow all appropriate 
safety precautions such as face coverings and 
distancing, and more which will be detailed later in 
the promotional strategy.

Besides the pop up stores mentioned, we have 
multiple other promotional tactics...

In order to deliver more affordable prices on the 
product range, we have cut some of the funding on 
advertising as far as billboards and moving media 
slots are concerned. However, we aim to make our 
social media presence very known and make this 
our primary channel of promotion by making use 
of all the features they offer and maintaining strong 
interaction with our followers. Instagram will be the 
main social media platform we use as it is very visual 
based which we plan on making a key strength of the 
brand image through aesthetically pleasing product 
photography. As well as this, Instagram is where 
the most appropriate influencers are, so we plan 
to collaborate them for exposure by sending them 
gifted packages in exchange for dedicated posts on 
feed and story.

We will also be curating monthly playlists on leading 
streaming services like Spotify and Apple Music 
that we encourage our consumers to listen to while 
they enjoy their skincare routine. These playlists will 
consist of music that has a calm but uplifting sound 
and we believe this will boost interactivity between 
us and our consumers.

While we plan on cutting back on the budget for 
advertising, at the time of new important launches 
we may fund external advertising such as street 
posters however this is not a priority currently.



to
ne

 o
f v

oi
ce

3.
6

Informative

Science is at the core of our brand, and we believe that customers of Solace 
products should know exactly what their products are and what they do. We 

aim to be as educational as possible when communicating with our social 
media audience by explaining the in-depth information about our products.

Fun

While education and knowledge is important, we want to avoid this 
translating as pretentious or boring because of our young target consumer. 

As a modern and trendy brand, we are able to maintain engagement on 
our social media channels by including references to pop culture and using 

casual langage.

Inspiring

We want to be a positive voice and we aim to empower our audience in any 
way that we can. Lots of people face insecurities for skin conditions and 

one of our paramount objectives is to inspire our consumers to love the skin 
they’re in. 

Comforting

As our main objective is providing consolation for consumers in a new reality 
riddled with worry and anxiety, it is important for us to be soft spoken always 

and use language that puts readers at ease.

Authentic

We intend to always be true to our core values. As mentioned previously, 
sustainability is a focal point of our brand and we are always considering our 
environmental footprint, and we encourage our audience to do the same. We 

also value truthfulness and will always be transparent on every topic. 
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As most of our social media work can be done internally, 
this eliminates the need for paying a marketer to do this 

for us. Being a small brand means we are currently able to 
balance the aspects of promoting and producting. Our visual 

production can also be accomplished in house with very 
minimal equipment needed, although props for shoots could 

cost anywhere between £20 - £50 depending on the size.

Influencer charges will be the most expensive part of our 
promotional activity because of their high following, they are 

likely to charge more for paid posts. Typically, influencers 
will follow a “one penny per follower” rule and adjust the 

calculation on a number of factors like the duration of 
the campaign, how many posts are being asked for, and 

engagement rate. This means that our plans for influencer 
promotion may be possible considering the rest of our 
promotional activities require very minimal amounts of 

money to accomplish.
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From our promotional activities, our objectives include:

Exposure

Organic exposure is important for us to achieve because we are 
a small scale, emerging brand. We will measure this through 

our social media interactions and customer feedback.

Spreading The Message

Solace aims to provide relief and comfort in a post Covid-19 
world that is difficult to navigate physically and emotionally.

Through our brand promotion, we want to spread this message 
and inspire people to employ a positive outlook. 

Business Growth

We intend to increase our number of sales, measured monthly.

Establishment

We want to build the brand’s reputation and position ourselves 
within our competitors in the market by delivering high quality 

products and customer service, as well as amplifying our online 
presence.
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Social Media is a vital tool in developing 
an online presence and general marketing 

and exposure. We plan on making full use of 
Instagram because this is where our audience is 

primarily based and it is built on visual content 
which Gen Z and Millennial audiences will 

respond to.

Leading up the launch of the brand, we posted 
some teaser images of the brand colours and the 

logo, captioned ‘find solace in your skincare... 
coming soon’ - the intention of this was to create 

mystique and anticipation for the brand.

On launch day, we posted images of all the 
7 products split into 6 ‘puzzle piece’ images. 

As they uploaded one by one, followers were 
meeting the products for the first time and this 

built more hype for the brand.

Since then, we have been posting on our 
Instagram once a day at peak times - that’s 
midday BST during the week and 6pm BST 

at the weekends - sharing information about 
products and updates on flash sales to build 

website traffic.

Every 3 posts on our Instagram follows a mini 
colour palette within the brand colours and they 
are posted as singles. This makes our feed look 
aesthetically pleasing and carefully considered. 
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Harmonising with our brand image, we aim to post in a lighthearted voice to enhance the comforting and 
calming mood with witty plays on common phrases and alliteration in order to create catchy captions. 

We will always include information about the products ingredients and what their benefits are, in order to 
inform potential new customers and maintain interest engagement with our existing followers.

We will also use Instagram Stories regularly to keep our followers updated on restocks and new launches, as 
well as behind the scenes content on shoots and production.



sp
ot

ify
 p

la
yl

is
ts

4.
5 Gen Z are always seeking discovery. 

They crave finding new hobbies, ideas, 
people, information, experiences.. and 

music. 72% of people Spotify surveyed 
in 2018 said that discovery boosts their 

happiness and they enjoy new things. 
As well as that, 50% of respondants 

agreed that audio is a good escape from 
too much visual stimulation.

In reponse to this, we will be releasing 
‘Solace Monthy’ music playlists on 

Spotify during the first week of every 
month. They will be specially curated 

with a mixture of well known and 
under-radar artists in order to engage 

listeners, but the sound of the music will 
always be chilled and feel good.

Our playlists will be marketed as 
something for consumers to listen 

to while they do their daily skincare 
routines, as we know from the research 
mentioned previously that background 

noise is a big part of people’s lives. 
Ultimately, we hope that these playlists 

will enhance listeners moods while they 
use our products.
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Aligning with our ethical stance and views on sustainability, we have carefully considered the packaging for 
our PR packages that will be sent to social media influencers and media outlets. We have made every effort to 

make our packaging 100% recyclable:

In order to make the box stand out as ours and be easily recognisable when it is first seen on social media, 
it is vibrantly decorated in our brand logo, tagline, colours and secondary logos. The box itself is a flip-up 

cardboard box and inside we continue to use eco-friendly materials. You are first greeted with a sheet of paper 
printed with the brand essence and a thank you note, and our products sit underneath on a bed of cardboard 
zig-zags instead of more harmful alternatives like bubble wrap or polystyrene. Our PR Packages also contain 

our A5-Printed Product Book which explains all of the products with brand imagery.
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These PR Packages will be sent to a limited number of online 
influencers due to the fact that we are a small-scale independent 

brand and our budget wouldn’t fund too many packages being given 
away for free. As a compromise for this, we will pitch our brand to a 
select few online influencers who have a larger online following so 

our exposure reach is still wide but there are less products being sent. 
We have chosen 3 influencers for our launch:

Skincare by Hyram

Hyram has a huge following on YouTube (3.39M Subscribers) and TikTok 
(5.57M Followers) however he is a very humble creator and regularly 

discusses smaller brands. This makes him perfect for our PR list as he fits 
the criteria and his target audience is similar to ours.

Caroline Hirons

Caroline targets a slightly older audience demographic, however she is 
one of the most popular skincare influencers in the UK and she often 

appears on ITV’s This Morning where she provides information on 
skincare products. Currently, she has 511k followers on Instagram and 

243k subscribers on her YouTube channel.

Chemist Confessions

Chemist Confessions is an Instagram page and blog run by skincare 
chemists Victoria and Gloria. They worked for a big beauty conglomerate 
before they took their love for skincare to the internet, and now they have 

grown an online following of 128k people. Chemist Confessions are a 
great fit for our brand because their brand is also based on science which 

means their target audience is likely to be engaged with our content too.
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Solace’s website is a place for customers to 
read our brand story, brand promises and keep 

up to date with our latest Instagram posts as 
well as being able to purchase our products 

through our online shop.

The design of our website is extremely 
minimalistic and features lots of white space. 

This enhances the calming atmosphere 
because the website design isn’t overcrowded 
or difficult to navigate. White space also helps 

the information and visual content to stand out 
against the background.

We intend to update the website regularly to 
keep our followers and repeat customers in the 

loop on the latest offers. We also have a box 
at the bottom of the home page for people to 

sign up to the monthly Solace newsletter if they 
would like to receive notifications and exclusive 

content straight to their inbox.



br
an

d 
fu

tu
re

5.
0



se
ct

io
n 

ou
tli

ne
5.

1

Brand Future outlines our 
objectives for the brand in the 

future, and what advertising 
we intend to accomplish 

after establishing the brand 
and building our finances 

after the initial launch. These 
promotional activities require 

a lot more money which is why 
they are not yet possible, but 

here is what we aim to achieve 
in the near future...
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After building an online presence and demands for products begin to heighten, we will look for new ways to sell our products. 

From e-commerce, the next venture is naturally brick-and-mortar shopping. However at first we will just be testing the waters, so 
we intend to open pop-up stores in a select few locations. Our first pop-up store would open in London as this is a very large city 

that is high in tourism and is easily accessible for people wanting to travel in to visit the store.

However, with the implications of the coronavirus pandemic, we understand that this may not be comfortable for many people as 
we face a new reality of worry and caution around social distancing and hygiene. Therefore, there will be multiple measures put 
in place in order to ensure a safe environment for shoppers. We aim to increase our innovation by installing hands-free product 
dispensers for customers to fill their own bottles, along with limited-contact self service at the point of purchase. There will be 
staff members on the shop floor, however they will be wearing appropriate protective clothing and always keep their distance 

from customers. We would offer an incentive for customers to visit and receive 15% discount when they refill their bottles instead 
of purchasing new ones as this promotes eco-consciousness and aligns with our brand values. We would also use Solace tote 

bags for customers to pack their shopping as an alternative to plastic carrier bags. 
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As previously mentioned, we are an 
independent and newly emerging brand 

which means our budget only covers a 
limited amount of advertising. Besides 

social media exposure which is free for the 
most part, there aren’t many options that 

don’t cost a lot of money. 

Therefore, only after increasing our brand 
growth to the point where we can afford 

external advertising, we would implement 
our visuals into poster form and pay for 

bus stop and indoor advertising slots. This 
would increase our brand exposure to 

people who haven’t yet noticed us on our 
social media channels and drive traffic to 
our website which would be linked at the 

bottom.
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Once we have enough traffic on our website 
of people purchasing our products, and we 
are able to expand on production costs for 
both manufacturing and staff, we intend to 

expand our point of sale from internal to 
external. Meaning, instead of just selling 
on solaceskincare.co.uk, we would also 

share our products with some major 
retailers in Europe, such as Boots, Beauty 

Bay, LOOKFANTASTIC and Cult Beauty. 
Ultimately, this would mean we could sell 

more products without compromising 
our own website and it would generally 

contribute to building our online presence 
and establishment in the market as many 

other competitive skincare brands are sold 
by these retailers.
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