
 

 

 

AE2 Dermalex Pitch 

Beth, Mathilde, Kristine and Lily 

 

 

Script notes: 

● We are excited to help gain exposure and drive sales for Dermalex's new product 

launch, the ‘Repair+Restore’ cream. We also plan to showcase Dermalex as a 

conscious brand aware of current trends and issues. 

 

 

 

 

 

 

 

 



 

 

Brief situation analysis and objectives: (Beth) 

Slide:

 

 

Script Notes: 

- Situation analysis is “an analysis of the internal and external factors of a business” 

(Lake, 2020) 

- SWOT, PESTLE, Enhanced SWOT and competitor analysis all completed 

- Strengths: strong brand image 

- Weaknesses: low levels of social media usage, lack of education about the products 

benefits 

- PESTLE: 63% of women “said they would feel more confident in themselves if they 

saw women in adverts who reflected the way they look.” (The Independent, 2019). 

- Important that Dermalex are progressive in their representation of women with 

skin differences to challenge the stereotype of beauty to make it more inclusive. 

- Competitors such as Dove are beginning to do this. 

 

Additional Notes:  

Situation analysis is “an analysis of the internal and external factors of a business” (Lake, 

2020). For this campaign a SWOT, Enhanced SWOT, PESTLE and competitor analysis were all 

completed. The current strengths of Dermalex are the brand identity as all social media 



 

accounts and their website all have a consistent image. This helps to establish Dermalex as 

a reputable brand which is recognised amongst consumers. However, their social media 

usage is low, resulting in low followings. This is potentially closing themselves off to a large 

portion of their target audience. Furthermore, the content online isn’t educational which 

may prevent some consumers from purchasing. Moreover, as displayed in the PESTLE 63% of 

women “said they would feel more confident in themselves if they saw women in adverts 

who reflected the way they look.” (The Independent, 2019). When looking at competitors 

it is evident that a skin care brand rarely represents a realistic image of beauty. Therefore, 

it is important for Dermalex to portray a diverse and realistic image of beauty. 

 



 

Objectives: (Beth) 

Slide: 

 

 

Script Notes: 

- Overarching goal of the campaign is to publicise the launch of Dermalex’s new 

product ‘Restore+Repair’. 

- In order to make sure we have achieved this; a series of SMART objectives were 

set. 

- As social media use was the main area of weakness, these SMART objectives have 

been divided between each social media platform we intend to use as part of the 

campaign 

 

Additional Notes: 

The SMART objectives are: 

1.  Increase traffic to the Dermalex website by 5 percent over the next 3 months. 

2.  Reach 500 followers on Dermalex’s Instagram account over the next 3 months. 

3.  Create a Dermalex Tik Tok account and reach 200 followers and 1000 total likes 

over the next 3 months. 

4.  Create a Dermalex UK Twitter account and reach 200 followers over the next 3 

months. 

5.  Increase the number of Facebook likes by 5 percent over the next 3 months. 

6.  Post 10 times per week on Twitter over the next 3 months.  



 

7.  Post 10 times per week on Tik Tok over the next 3 months.  

8.  Post 10 times per week on Instagram over the next 3 months.  

9.  Post 5 times per week on Facebook over the next 3 months.  

10.  Sell 1000 of the ‘Repair+Restore’ products over the next 3 months. 

 

  



 

Audience profiling: (Mathilde) 

Slides: 

 

Script notes:  

- It is important to know who your target audience is. 

- Primary target audience is mostly women in the age of 16-24  

- It is the ones who suffer from chronic skin diseases such as eczema  

- Surveys show that skin diseases often lead to psychological issues.  

- The “Repair + Restore” campaign should therefore capture an audience who can 

relate to both aspects of the campaign.  

- The secondary target audience is defined as 25-40 years old women  

- Which mostly are mothers of children who suffer with eczema-  

- Research shows a higher stress level within these mothers.  

- Therefore, it is important to use clear and simple communication in the campaign 

that everybody understands and at the same time provide a positive effect on a 

larger proportion of people’s lives 

 

Additional notes:  

Knowing your target audience is one of the most important elements in order to create a 

great campaign. If we take a look at dermalex’ primary target audience, we can see that 

it’s mostly women in the age of 16-24 who suffer from eczema and as a result of that 

struggle with low self-esteem. Findings show that adolescents who suffer from chronic skin 

diseases such as eczema often also struggle with psychological issues such as anxiety and 



 

depression. Therefore, it is very important that the Dermalex ‘Repair+Restore’ campaign 

captures an audience who could benefit from not only the physical benefits of using the 

product, but also benefit mentally in order to become more confident in their own skin.  

 

The secondary target group for the Dermalex Campaign is defined as the 25–40-year-old 

women who are mothers of children who suffer with eczema. Research demonstrates that 

mothers of children with eczema have a significantly higher stress level in comparison to 

mothers of children without eczema. As a mother you want to do what is best for your 

children, but if you have not dealt with eczema before then it can be very stressful and 

very hard to navigate in which cream to buy because the options are many. Therefore, it 

is important that we use clear and simple communication in the campaign in connection to 

how the cream works, is it perfume-free, steroid-free etc. so that the target group gets all 

the information they need or know. But they also have to know where to find more 

information about the product if needed.  

 

 

 

 

 

 

 

 

  



 

Communications strategy: (Lily) 

Slide:

 

 

Script notes: 

Key messages we want to convey include: 

● Using hashtags on social media including ‘#StrongerSkinStrongerWithin’ and 

‘#Filterdrop’ 

● We want to showcase Dermalex as a current brand that young people will be engaged 

with and that are aware of current trends and issue such as women being shown 

edited images and having unrealistic beauty standards 

● Use social media to convey the message via digital communications that women our 

beautiful and strong before and after treating their eczema using Dermalex Repair + 

Restore cream  

● Educate - Dermalex is steroid free and can prevent the recurrence   

● Brand identifiers like Dermalex’s logo and colour scheme 

● floral designs to connote femininity and beauty and appeal to the TA 

  

Additional notes: 

Our strategy is to gain exposure for Dermalex’s new product launch and spark advocacy by 

aligning with current issues to prompt action. This will be achieved with digital 

communications of Dermalex’s newly launched ‘Restore+Repair’ cream. We will also share 

educational communications about the benefits of using the product including that it is a 



 

steroid free product and prevents eczema reappearing. Dermalex will promote the message 

that all women are beautiful regardless of eczema flare ups and help to restore and repair 

not only women's skin but their confidence. We want consumers to know that Dermalex is 

taking responsibility and that real pictures with no filters and no edits are used in all 

communications to help tackle mental health issues that come with the presentation of 

unrealistic beauty standards. This demonstration of Corporate Social Responsibility will 

encourage advocacy amongst consumers. We also want to highlight that the product is new 

and a clear call to action will be communicated. #ReDefinePretty is a campaign by ACN 

which explores whether unattainable modern beauty standards are to blame for feelings of 

low self-esteem and self-worth, which will also be included in our campaign. 

 

  



 

Social media tactics with mock-ups: (Lily) 

Slide: 

 
Instagram caption- “**NEW** Dermalex Repair+Restore cream for eczema. At Dermalex we 

don’t just want to show ‘after’ photos of our customers, once they’ve treated their 

eczema with Dermalex Repair+Restore cream. We promise to share, real unedited images 

to prevent unrealistic beauty standards. Buy yours now on the Dermalex website! 

#FilterDrop #StrongerSkinStrongerWithin.” 

Designed using Procreate and some secondary source images (Gymshark Limited, 2021.)  

 

Script notes: 

● Digital outcomes will be shared across a range of platforms including Instagram, 

Twitter, Facebook, Tik Tok appropriate for both the primary and secondary 

audience  

● This particular digital communication is transferable across platforms. 

● Other platforms will be used to educate alongside a giveaway (will be covered 

later).  

● Gym wear and standing in a power pose to connote strength (both mental and 

physical) hashtag ‘stronger skin stronger within’. 

● Instagram is primarily used by the primary target audience.  

● We want to showcase Dermalex as a young user-friendly brand aware of current 

trends and issues. 



 

● Shows they are engaging with the trend ‘#filterdrop’ as they are showing the 

women natural skin - before using Dermalex rather than only showing the ‘perfect’ 

after pictures - demonstrates responsibility  

● Call to action - Visit Dermalex.co.uk 

● Will remain true to their key messages by including a diverse range of women in 

their social media outputs. 

 

Additional notes: 

We want the brand identifiers like Dermalex’s logo and colour scheme to remain 

consistently identifiable in all of our outputs, as well as floral designs to connote 

femininity and beauty and to appeal to the target audience. Dermalex can take advantage 

of the momentum of an existing campaign known as hashtag filter drop, as well as, having 

their own hashtag ‘stronger skin stronger within’, which shows Dermalex not only supports 

physical health of the skin but cares about women's mental health. Content for the 

campaign will demonstrate Dermalex’s responsibility in regard to the mental health of 

their customers which will encourage advocacy amongst consumers. 

 

 

 

 

 

 



 

Partnership tactics with mock-up: (Lily) 

Slide:

 

Instagram Caption - “**NEW** This was me before using Dermalex’s new steroid free 

Repair+Restore cream. In the past I would only have posted the after picture as eczema 

flare ups would knock my confidence. Since joining @dermalexuk community, I know I’m 

beautiful regardless of skin differences and I can rely on Dermalex’s Repair+Restore cream 

to sooth my skin with long term results. Try it out honeys, you can buy it now on the 

@Dermalexuk website. #StrongerSkinStrongerWithin #FilterDrop” 

Designed using Procreate and secondary source images (Instagram, 2020). 

 

Script notes: 

● Our campaign also includes collaborations with both micro influencers and bigger 

influencers such as ‘Busybee.carys’ she is within the chosen primary demographic 

and she is an eczema sufferer 

● Her post highlights that the product is new tags Dermalex’s instagram page and 

uses the hashtag filter drop as she is showing her skin when she first has a flare up 

before using Dermalex  

● She is using the hashtag #filterdrop #strongerskinstrongerwithin as she is showing 

how she has gained confidence despite having eczema in her posts  

● She has a large following so ideal to gain exposure -806k 

● Also making clear that it’s an ad so consumers aren’t misled 

 



 

Additional notes: 

We plan to collaborate with both micro-influencers such as “theskinandhealthblog” and 

“itsanitchyworld” on Instagram, and @nicolaljohnston on TikTok who all produce eczema 

related content, as well as bigger influencers such as 'busybee.Carys' to gain exposure for 

the launch. Her page is not solely for eczema-based content; however, she regularly posts 

about how she suffers with eczema and how she's learnt to be confident with eczema. She 

is perfect to represent Dermalex's key message that all women are beautiful regardless of 

skin differences and also can help publicise the new product with her large following.  She 

is the same age as the primary target demographic for the launch. She is showing her 

natural skin as part of the ‘#filterdrop’ trend, which was started by the makeup artist 

Sasha Louise Pallari to fight against unrealistic beauty standards caused by “Retouched 

Paid Beauty Ads”.  

 

  



 

Promotion tactics with mock-up: (Mathilde) 

Instagram giveaway: 

Slide:  

 



 

 

Facebook and Twitter: 

Script notes:  

- Create awareness  

- Use hashtags to spread the message and gain recognition  

- Getting more people to try the product 

 

Additional notes:  

It is important that we boost SEO by creating more content online about the 

‘Restore+Repair’ cream across a variety of channels. As a part of the tactics, we have 

developed an Instagram giveaway, a twitter account and a Facebook post. To begin with I 

would like to introduce you to the Instagram giveaway which will take place at the end of 

the month, Kristine will go through that later on in the pitch. An Instagram giveaway is 

developed in order to create more awareness of the product and Dermalex as a brand, it is 



 

important that we include the hashtags: #Strongerskinstrongerwithin, #Redefinepretty and 

#Filterdrop in these promotions, in order to spread further awareness of message and gain 

recognition. A giveaway is a competition where someone has to interact with the post on 

Instagram like tagging two friends, like the Dermalex profile and use the 

#Strongerskinstrongerwithin. It is therefore important to use clear communication so that 

the audience knows what to do, in order to participate in the giveaway. The recognition in 

our campaign is also gained by using brand identifiers like Dermalex’s logo and colour 

scheme and also flowers as a part of the design.   

 

Slide:

 



 

 

 



 

Script notes:  

● Scientific content  

● Communicates the benefits of using the product  

● Use hashtags to spread the message and gain recognition  

● Establish partnerships on Twitter: 

- @eczemasociety 

- @nationaleczema  

 

Additional notes:  

Furthermore, we have created more scientific content as a part of the campaign which 

communicates to the target audience the benefits of using this steroid-free non-

prescription product. This content should be released on Facebook and Twitter, and it will 

appeal more to the secondary target audience which are mothers of children with eczema 

that need some more knowledge about what to buy and why. Therefore, this content will 

focus on the science behind the cream, and how this product will improve eczema by 

targeting all layers of the skin. It is important that this content also uses the 

#StrongerSkinStrongerWithin in order to create a digitally convergent campaign. 

Furthermore, it will be important to establish partnerships with organisations such as 

@eczemasociety and @nationaleczema on Twitter, as their content focuses on giving 

information and advice to their audience who struggle with eczema. It is also important 

that the content should continue to include the message that everyone deserves to feel 

beautiful regardless of skin differences. It is also important that the design of this content 

includes brand identifiers like Dermalex’s logo and colour scheme and also flowers as a 

part of the design to gain recognition of Dermalex’s new product “Restore + Repair”.  

 

 

 

 

 

 

 

 



 

 

 

 

Online media tactics with mock-ups: (Beth)  

Press Release: 

Slides: 

 

Script notes: 

- Press release is the first example of digital tactics 

- Press release on Dermalex website announcing the launch of the 

‘Repair+Restore’ product. 

- Secondary source imagery was used to create a strong visual link to the 

social media campaign 

- #StrongerSkinStrongerWithin and a discount code were integrated 

 

Additional notes: 

- Secondary source imagery used 

- Created using InDesign 

- “On the 1st of June 2021 we are launching our new ultra-hydrating 

‘Repair+Restore’ cream, specially formulated for individuals with dry and 

very dry skin. The ‘Repair+Restore’ cream is ideal for use in-between eczema 



 

flare ups and it is both steroid and antibiotic free, meaning it is suitable for 

long-term use. At Dermalex it is important that our products offer solutions 

to our customers with skin imperfections, allowing them to feel more 

confident in and about their own skin. Our CEO stated “It is our mission at 

Dermalex to provide relief for all individuals who suffer with skin conditions. 

Therefore, we are launching our new ‘Repair+Restore’ cream specially 

formulated to be ultra-hydrating to provide relief for individuals who suffer 

with eczema”. Our research indicates that one fifth of dry skin and eczema 

sufferers don’t use an emollient or dedicated dry skin moisturiser to alleviate 

or prevent symptoms due to a lack of suitable products available on the 

market. We want to change this by making stronger skin attainable for both 

eczema sufferers and non-eczema sufferers. For more information on the 

science behind the product please visit www.dermalex-repair+restore.com. 

Furthermore, wed love it if you could share your Stronger Skin, Stronger 

Within journey with us on social media by using the hashtag 

#StrongerSkinStrongerWithin.” 

 

Blog Post: 

Slides: 

 

Script notes: 

- Blog post created to display how earned media sources may also be obtained 

about:blank
about:blank


 

- From the perspective of a consumer who has struggled to find the right 

eczema cream her whole life and frequently reviews moisturisers on her 

blog to help her audience who also struggle with eczema. 

- A blog post like this would help boost SEO, whilst also adding legitimacy to 

the product by having a respected voice review it 

- Has some promotional aspects as the blogger has mentioned a discount code 

(NICOLA20) for her audience to get 20% off their order. 

 

Additional notes: 

- Created using secondary source imagery of Instagram used @NicolalJohnson 

- “Hi, how are you all doing? I hope you are all well and if this is your first time 

on my blog, welcome, my name is Beth and I ramble on here about my 

interests, passions and life. In the past week, I received an amazing PR 

package containing the new Dermalex ‘Repair+Restore’ cream. As you all 

know, I have suffered with eczema for my whole life and whilst some 

prescribed products have eased my symptoms temporarily, I have struggled 

to find a permanent solution to my eczema. If you, like me, struggle with 

eczema or dry skin, I have a series on my blog where I review drugstore creams 

in order to see which products are worth purchasing. Naturally, I was sceptical 

when the blue box from Dermalex appeared on my front doorstep, but when 

I opened it up and saw it was the new ‘Repair+Restore’ cream I was excited 

to try it out. The cream is steroid and antibiotic free meaning it can be used 

on a day-to-day basis to ease symptoms of eczema by hydrating each layer of 

the skin. When I first applied the cream, I was shocked at how fast it absorbed 

into my skin. I hate the usual oily residue which is left on my skin when I apply 

moisturiser so when this product is absorbed quickly it put a smile on my face. 

I was sure to concentrate the application of the product to my dry patches in 

order to see if it eased itchiness. The bottle says to apply the cream twice a 

day, so I did just that. Low and behold after just a few days of using this 

product, my skin wasn’t itchy and dry patches were visibly reduced. I couldn’t 

believe it! That was two weeks ago, and I can safely say I think this product 

is my new holy grail moisturiser! I can’t believe how much it has helped my 

skin. I only recommend products which I truly believe in and this is one of 



 

them. Dermalex ‘Repair+Restore’ is available at Boots, Superdrug, Amazon 

and online at www.dermalex.co.uk. If you want to purchase, be sure to use 

the code NICOLA20 for 20% off the price. I look forward to hearing about your 

thoughts on this product in the comments below. Have a good week!” 

  

http://www.dermalex.co.uk/
http://www.dermalex.co.uk/


 

Timeline - Gantt Chart: (Kristine) 

Slides: 

 

 

 

 

Script notes:  

● The best days to post on Instagram are Mondays and Tuesdays, and the best 

times are between 8-9 AM and 5 PM. 

● B2C communications on Twitter performs 17% better on weekends. 



 

● The best days to post on Facebook are weekends, Thursday and Friday. 

Weekends have almost double the engagement rates as weekdays. 

● The best days to post on TikTok are Tuesday, Thursday, and Friday 

Additional notes: 

We are planning to publish a press release at the end of May. It will give us a 

month to create rich and relatable content for those who will visit the Dermalex 

website and social platforms after reading the press release. Once the content is 

there, the message will be clear, and people who connect with the message 

potentially will follow the brand on the social platforms.  

The giveaways are planned at the end of each month during the 3-month 

campaign. In meaning, we will have 3 giveaways. 

Collaboration with influencers will take place once a month. It will be organised 2 

weeks before the giveaway. It will allow raising the interest amongst people and to 

participate to get a giveaway. Part of the collaboration will involve blog posts that 

will be shared by influencers. Therefore, it will take place on Monday. As 

NEILPATEL (2021) stated, “for maximum traffic, the best time to publish a post is 

on Monday in the late morning around 11:00.” 



 

Budget: (Kristine) 

Slides: 

 

 

Script notes: 

We have broken down the 5-thousand-pound budget over the next 3 months. The 

budget is prepared to have in mind that the hourly rate is £100. If we see that 

certain activities require fewer hours along the way, we will add the extra hours to 

the activity that will benefit from these extra hours.  

 

Additional notes: 

For this campaign, we are not using any paid-for activities. Regarding the 

giveaways, we plan to give away the Dermalex product for those picked for the 

giveaway.  

 

  



 

Evaluation: (Kristine) 

Slides: 

 

 

 

Script notes: 

Evaluation is an essential part of the plan to allow progress to happen and assess 

progress. 

● Firstly, it is essential to plan our communication with a client. At this point, 

we are planning to hold our communications once a week, for example, on 

Mondays.  

● Google Analytics will help us track our progress regarding our aim to grow 

traffic to the Dermalex website.  

● For the campaign, the 7 step AMEC framework will be a helpful tool. It will 

help us to fill the gaps in the plan and find where the improvement is 

needed. It also will help us showcase our client to showcase what exactly 

and why we have decided to do to reach our objectives.  

 

Additional notes: 



 

Communications with the client are planned weekly. For example, it could be on 

Mondays to discuss the previous week progress and a plan for the upcoming week. 

The preferred days for the communications can be adjusted accordingly. The 

communications are planned to be held mainly through emails, but this is a matter 

that can be adjusted accordingly if there are different preferences. For example, 

if a client prefers phone calls, text messages or any other form of communication, 

we can allocate time for that. It will help the client have a clear vision of what is 

about to happen regarding the product launch, and if a client believes that there 

are changes needed in a specific week, it will allow acting accordingly. 

  

Google Analytics PROWEB (2020). Since our goal is to drive traffic to the website, it 

is important to track the progress in this regard. For that, we have decided to use 

the google analytics program. Google Analytics is the most popular and free tool 

for businesses to analyse and understand their visitors on a digital platform. 

Google Analytics will help us to understand the behaviour of the visitors. For 

example, it will show what page they are spending the most time leaving and from 

which platform they visit the website. For this campaign, it is appropriate to use 

Google Analytics 1-2 times a week, and every second week we will look into the 

existing trends. If there will be aspects standing out that bring the most traffic, we 

will adjust accordingly every second week to gain the maximum number of visitors 

during the 3-month campaign.  

AMEC framework PRCA (2021).  For the campaign, we are going to use the AMEC 

framework. The framework consists of 7 steps that complete each other 

(organisational impact, outcomes, out-takes, outputs, activities, impacts, goals).  

Filling the framework will help identify all the aspects of the campaign needed to 

reach communication and organisational goals. The framework also will be 

extremely helpful along the way, as it will allow us to come back to it and see if 

we are successfully moving towards our objectives and adjust accordingly when 

needed. If we find that something has to be changed, the framework will point out 

which area needs improvement. The framework also will allow our client to review 

the plan in these 7 simple steps, understand what we are planning to achieve and 

get involved if a client wants to make some changes to the plan. 



 

 Questions:

 

Script notes: 

● We are open to feedback or any further questions you may have. 
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