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If you can develop a creative solution to a problem experienced 
by consumers, then you have a great chance of building a 
successful, profitable beauty business.

INTRODUCTION

The beauty industry 
is highly competitive, 
but there is still real 
opportunity for 
exciting new brands.



And more to the point, how do you turn it into a thriving, 
cut-through brand?

Building on our own extensive experience in creating unique, 
memorable beauty brands, we’ve spoken to industry leaders, 
indie beauty experts and beauty brand founders to get their 
insights. 

We’ve studied the latest research, looked at key trends and 
market intelligence to develop this guide: how build a successful 
beauty brand in 2021. 

We hope it gives you the confidence you need to 
move forward.

How do you take it 
from pipe dream to 
reality?

INTRODUCTION
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INTRODUCTION

MCKINSEY 2020

The good news:
Despite the world-wide pandemic, analysts at Mckinsey believe that 
the beauty industry will remain attractive in the long run.

“The COVID-19 crisis is likely to accelerate trends that 
were already shaping the market, such as the rise of 
the global middle class and the use of e-commerce, 
rather than mark entirely new ground. Consumers 
across the globe are showing by their actions that 
they still find comfort in the simple pleasures of a 
“self-care Sunday” or a swipe of lipstick before a 
Zoom meeting” 



INTRODUCTION

Source: Report from retai l  analyt ics f irm Edited.

The beauty industry 
is currently valued 
at $532 billion and 
may still be on an 
upward trajectory.*
In the UK, consumer spending on beauty 
totalled £27.2 billion in 2018.

The largest share of this came from purchases of care and 
maintenance products, worth £10.4 billion. A further £8.7 billion 
was generated through purchases of personal enhancement 
products, while £8 billion was spent on beauty services. 
(Source British Beauty Council: The Value of Beauty)

If you want a share of this spend, either on a global or country 
basis, you need to make sure you’ve done your research.

Image:  @taral iondaris



Understanding 
human nature, 
sparking creativity

INSIGHTS



INSIGHTS

Think about whether these are long-term, permanent moves or 
short-term adaptations. Don’t get caught out. 

Do your research. For long-term predictions check out Mintel Global 
Beauty Trends 2030. In the short term it’s worth looking at what you 
can learn from how other brands are pivoting. Read ‘Story Saves 
How to Market Beauty During A Pandemic Crisis’ to find out more.

In the post-pandemic 
world, consumer 
habits will change.



“Clean beauty evolves as consumers do more research than ever 
before when making product choices and brand transparency 
spans the product life cycle.”

“Slow beauty will take over with thoughtfully-crafted products that 
encourage consumers to pare back routines” 

“A common sentiment among consumers 
is the time spent indulging on their skin, 
face and body provides the benefit of 
looking good and enhancing self-care 
with relaxation and rejuvenation.”

INSIGHTS

- MINTEL

- STORY SAVES



“Fast beauty and fast fashion have led to 
over-purchasing and clutter. Consumers are 
moving to a more minimal approach, making 
investments in high-quality, high-performing 
products. This will include reuse and up-
cycling wherever possible”

INSIGHTS

As environmental concerns and post pandemic financial shifts 
change consumer purchasing is likely to scale back.

Understanding what’s happening in the market and interpreting 
trends is vital to creating, launching and sustaining your brand.

-  MINTEL

01/ Kiehl’s re-purpose packaging

02/ Summersalt eco delivery bags

03/ Compostable delivery bags 

04/ Body Shop reusable delivery gift box



Your brand

Your Brand

BEAUT Y REPORT



AUDIENCE

Maybe your new product idea captures the zeitgeist, exciting 
Gen Zs and Millennials in search of the new. Perhaps it answers a 
skin aging challenge faced by older women and you are aiming 
for it to become a must-have beauty cabinet staple.

You should know your potential customers almost as well as you 
know your best friends or even yourself.

Successful brands don’t just compile demographic data to 
create a user persona and churn out content, they dissect 
every aspect of their audience until they know what 
motivates them.

Whoever you 
are targeting it’s 
crucial that you 
understand your 
audience in depth.



AUDIENCE

Understand and 
engage with your 
audience to make 
sure you are building 
an authentic brand 
based on real insight
You need to research their buying habits, their media 
consumption, social channels and dig deep into their 
lifestyle. Follow them on social channels. Invest in 
qualitative and quantitative research such as live or 
virtual focus groups and one-on-one interviews and 
surveys. Find their influences and influencers, their likes, 
their loves and pet-hates.



* Test the need for your product

* Develop your product and brand

* Make iterations and improvements

* Construct your brand strategy

* Build your marketing plan

* Grow and improve your brand and product line

A deep understanding 
of your audience will 
help you:

AUDIENCE



A brand is about communicating what you stand for and bringing 
it to life. It can be described as a person’s gut feel about a 
product or organisation.

It is formed by the sum of brand experiences and interactions. 
Every touch-point matters: the quality, colour and typeface on 
your packaging, the content and tone of voice on your website, 
every post on every channel. Each element contributes to 
someone’s view of your brand.

According to a study by Boston Consulting Group, post-
90sconsumers could encounter a potential 62 different touch-
points during today’s purchase journey.

What is a brand?

BRAND STRATEGY
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-  STEVE JOBS / APPLE

“It’s a complicated and noisy 
world, and we’re not going to 
get a chance to get people
to remember much about 
us. No company is.
So we have to be really clear 
about what we want them 
to know about us.”



BRAND STRATEGY

For most businesses your brand is the most valuable asset you 
own. A brand strategy should be your north star guiding you 
through your brand development process.

To create and manage this most precious asset you need to 
have a strategy and a plan as to how you will turn your internal 
vision into a set of experiences and interactions that engage with 
your target audience and communicate your message.

 COMMON MISTAKES WE’ VE SEEN:

* Lack of coherent strategy from the get-go

* Slow to react/too fast of the blocks

* Not defining or understanding the target audience

* Lack of initial investment

* Not having ethical, clean credentials baked in from the start

A coherent brand 
strategy



BRAND STRATEGY

Know the competitive 
market
According to retail and e-commerce analysts at Mintel a quarter 
of millennial beauty shoppers add a beauty product to their cart 
because it looks unique or exciting.

According to Global Data more than 80% of Australians, Chinese 
and Indian consumers are always/often/sometimes influenced 
by how unique a product is.

The key take-outs: 
whatever your product and whoever you are targeting, being 
unique is crucial. To be genuinely new and different means you 
need to take a very close look into what’s out there already. 



BRAND STRATEGY

Know your 
competition and 
where you might fit. 
Think about your immediate competition, so other start-ups and 
recent arrivals.  Build a map of brands in the same category or 
niche.  Look at their packaging, merchandising, social media and 
website.  Think about their voice and personality and how well (or 
badly) this comes through all their channels. 

       YOUR CHALLENGE:

How am I going to stand out?

Just because you love another brand, don’t be a copy-cat. 
Living in the shadow is not a great place to be, from a business or 
financial perspective.

Image: Drunk Elephant



To bring your vision to life it’s important to ask yourself a series of 
questions. These should include, but not be limited to:

* What do you want to achieve?

* Are there any competitors you really admire and why?

* What are you trying to fix?

* How do you imagine your customers will describe you to others  
 when recommending you?

Defining your 
brand positioning

01/ Krave 

02/ Mi lk 

03/ Glossier 

04/ Fenty

01

03

02

04

BRAND STRATEGY



NAMING

What’s in a name?
Modern day beauty brands should be searching for 
a name that:

* Perfectly communicates your brand values and position 

* Works in the languages and territories you are targeting 

* Has been tested with your audience and stakeholders

* Has been verified and secured legal and digitally

If you are not confident that your chosen name meets these 
criteria then you may want to consider developing a naming brief 
and working through a robust naming process. 

This should include as a minimum:

* Setting objectives and scope 

* Articulating core identity, points of difference, purpose

* Score-carding

* Basic search 

* Selection process

Image:  Good Science Beauty



-  CHRISTIAN DIOR

“Zest is the 
secret of all 
beauty”
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You’ve developed your brand story and it’s believable, 
authentic and true.

It’s time to bring it to life across all your assets. With so much 
competition and discerning consumers that live life in a 
constantly curated world, attention to detail across every 
touch-point is vital: from colour palettes through to creative 
direction; from typography to tone of voice. 

To create stand-out you need to find the zest, the magic 
thread that runs through your vision. 

Attention to detail

YOUR BRAND

01/ Monday Haircare Art Direction

02/ Clothing Detai l  Tone Of Voice

03/ D2C Packaging Tape 

04/ Bloom & Blossom Fly Posters 

05/ Lulu Lemon Tote Bag



YOUR BRAND

Social and 
digital stand-out
If you are a beauty insider or a smart, sassy, self-confessed 
beauty junkie, you’ll have heard of Glossier, Colour Pop and Drunk 
Elephant. Whilst all now available in a range of bricks and mortar 
and online retailers, they all began life as direct to consumer 
brands, with a strong social presence and passionately loyal 
community. 

So whether you are planning a wholly DTC approach or a mix 
of online and bricks and mortar retail, either way you’ll need a 
powerful, connective social channel approach and a responsive 
e-commerce website. 

01/ Glossier

02/ Drunk Elephant

03/ Drunk Elephant 

04/ Glossier
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Retailers often test small brands online and, once they reached 
online sales targets, they make it on to store floors. In our post 
COVID world the e-commerce route is even more relevant. 
Brands that can manoeuvre effectively in e-commerce scenarios 
will be highly coveted.

For retailers, the importance of social media performance has 
grown significantly. Engagement shows there’s a community. The 
community demonstrates loyalty and that the brand has growth 
potential.

So more than ever your brand needs to stand out and to bring joy 
into your customers life at every touch point.

Create joy at every 
touch point

YOUR BRAND

01/ I  Dew Care 

02/ Ritual  V itamins 

03/ Lush
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03

02



-  SYLWIA WIESENBERG 
Founder, Bawdy Beauty and DOPE Naturally

“Branding is very important 
and good designs matter, 
you want to work with a 
professional team in order 
to ensure your packaging 
is on point with a brand 
message and vision that is 
communicated within the 
first three to five seconds.”

Image: Bawdy Beauty



Eco & Ethical

BEAUT Y REPORT

WHERE DO I  STAND?

New beauty brands have to be better than those that 
have gone before.  Here’s a run-down of key things to 
consider to ensure your eco and ethical credentials are 
going to stand up to the scrutiny of today’s discerning, 
educated eco-conscious customer.



ECO & ETHICAL

Product & 
Packaging
* Design packaging for sustainability: fully recyclable, plastic free   
 and light weight to reduce shipping costs, good for your business  
 and the environment

* Consider packaging that can be refilled and look at super-sized   
 versions for your hero products

* Focus on zero waste and zero impact wherever possible like   
 biodegradable and compostable products

* Investigate formulations with longer shelf live 

* Look for bi-products that can be re-purposed, this supports the   
 circular economy

* Reduce your environmental impact through carbon neutrality and  
 off-setting policies 

* Offer more sustainable delivery and online return practices for   
 example alternative options to next day delivery

01/ The Conscious Beauty Co highl ighting their  recyclable ethos. 

02/ Loop by Terracycle 

03/ Y TTP low-impact packaging

04- 05/ Balance Me are on a journey to close the loop on al l  their  packaging
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* Act with authenticity and transparency, wear your sustainability credentials  
 with pride across all your platforms. Ensure clear messaging to engage  
 the widest audience 

* Build a reputation for responsibility by amplifying sustainability messages 

* Demonstrate a brand culture of evolution and an appetite for change 

* Develop a story that customers can follow, promoting and reporting on  
 your journey to improvement 

* Invest in campaigns with emotional return that encourage a change in  
 behaviour

* Provide hints and tips to consumers about how to extend the product life 

* Demonstrate after-use of products and packaging

* Aim to secure recognised sustainability credentials and partnerships,   
 focus on those that are rewarding for customers and compelling 
 for your business

* Include goals that define your contribution towards a circular economy 

* Employ off-setting initiatives and regeneration principles 

* Invest in the brand experience to reduce the environmental impact of   
 high return rates: clear photography and videos, diagnostic tools 
 and chat capability 

* Embrace new, consumer-facing, eco-ethical technology

ECO & ETHICAL

Product & Packaging

01/ REN Clean Skincare developing a bott le using reclaimed ocean waste plastic. 

02/ by Humankind plastic free packaging 

03/ by Humankind Instagram emotive messaging

04/ Y TTP Upcycle discovery kit  onl ine ‘how to’  v ideo 

04/ Haeckels innovative packaging
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Invest

BEAUT Y REPORT
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Creating cut-through can be expensive. Julie Fredrickson, co-founder and CEO 
at Stowaway Cosmetics, told Vogue Business that it costs at least $1.5 million to 
fund the first 12 to 18 months of a beauty brand. Of this $1.5m, $150k was brand 
development, assets and website and $370k was spent on marketing. 

A comprehensive brand strategy including packaging and asset designs 
working with a specialist creative agency costs around £20k.  

If you are wanting to create something with scale that sustains more than one 
person, that can grow and possibly attract angel/VC/equity backing then it’s 
definitely worth investing in your brand from the get-go. 

The right 
investment

INVEST

01/ Good Science Beauty

02/ P ixi 

03/ Versed 

04/ Biossance

“Beauty begins at the moment 
you decide to be yourself.”
-  COCO CHANNEL



-  HARRIET TUBMAN

“Every great dream begins with a dreamer”



Let’s get 
started

ALMIGHTY

If you are looking for brand building 
experts to partner with along your journey 
then we are here to help.

Naming, Strategy, Brand Identity, Packaging and Digital Design

T. 07866 807520 
hello@almightybrands.co.uk 
www.almightybrands.co.uk


