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case study
re-brand of clearskin



old NO INVESTMENT IN THE BRAND. NOT RELEVANT. WHO WAS BUYING IT. FALLING SALES. LACKING PERSONALITY.



concepts THREE ROUTES TESTED: BECAUSE YOU LOVE THEM (MUMS)
REBELLION & LET THEIR CONFIDENCE SHINE WHICH WAS ALL 
ABOUT REALISM. PERSONALITY. ENERGY. RELEVANCE.



actions FOLLOWING TESTING IN THE UK, SPAIN, BRAZIL AND RUSSIA, 
LET THEIR CONFIDENCE SHINE WAS THE WINNING ROUTE.

investment in the brand: Budget was assigned initially to facilitate a one day model shoot using 4 
regular kids to capture as many natural frames as possible and align with as many new product formula’s 
possible. Investment in new pack designs and innovations. 
Team began to work on copy and messaging that was cohesive with the imagery as well as new 
graphic design that would have impact on the brochure page as well as online.

relevant: Who wants to see kids with already perfect skin who look as though they have been paid to look 
happy, where is the personality? The Let Their Confidence Shine mood-board portrayed natural emotion, 
personality and teenage realism that set the tone for casting and the shoot.

who is buying it: Mums and their kids, but the kids don’t associate with the current promotions, 
imagery or tone of voice. Mums really see the affect teenage skin can have on their child’s confidence. 
Both groups wanted to see a brand that spoke to them in a normal way. 

personality: Agreed to photograph regular kids (not models). I made the decision to cast kids from stage 
schools who were used to focus being on them but who could let their own personalities shine through. 
By meeting and talking to these kids I highlighted the ones I felt I could interact on set with to achieve the 
most natural shots.



newPERSONALITY. MODEL IMAGERY. PACK DESIGN. PROMOTIONS. DIGITAL ASSETS











results


