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epitome

Mission
At epitome, our mission is to deliver
exceptional marketing strategies and
deliverables that exceed our clients'
expectations. We pride ourselves on being
the epitome of innovative and creative
advertising solutions in the beauty and
fashion indsutry. 



pre-campaign



history
Essie Weingarten founded Essie in 1981
when she left her steady fashion job in New York
to try and sell her polishes to women in Las
Vegas. In less than two weeks, her entire
inventory had found been purchased.
Essie is the true example of organic growth as
word-of-mouth built the brand up and 
resulted in a fairytale business story. After
conquering national  domination, the brand
began to be distributed internationally 
and L’Oreal purchased the brand in 2010.



researchcompetitors

OPI ($9) - Infinite Shine

Salley Hansen ($5) - Miracle Gel 

Revlon ($7) - Gel Envy 

Sinful Colors ($2) - Sinful Shine 

essie's unique feature 

longer wear and easy removal 

variety of nail polish lines 



survey results

Marketing
28%

Health Care
20%

Other
18%

Unemployed
14%

Business
6%

Education
6%

Technology
2%

employment types

100%
Female

Response

most wanted colors



content analysis

"Queen’s favorite"

"Stunning shade"

"Worth the
price"

"Minor chips"

"Love the color,
but have to use
multiple coats"

"Purchase in store to
ensure it's the right
color"

"Dried polish makes
it difficult to take
off the cap"

"One coat is too
streaky"

"Stained my nails"

Pos
itive Negative

 "High durability"

 "Great saturation" 

 "Brush easy to use"

"Too thick"

"Streaky"

"Chips fast"

"Subtle"

"Meh"

"Three star rating"

"Queen’s favorite"

"Stunning shade"

"Worth the
price"

"Minor chips"

"Love the color,
but have to use
multiple coats"

"Purchase in store to
ensure it's the right
color"

"Dried polish makes
it difficult to take
off the cap"

"One coat is too
streaky"

"Stained my nails"

"Easy to take off"

"Cute names"

"Good packaging
design"

"Color was different
once it was put on"

"Bristle not too
straight"

"Too thick" 

"Smell is not the
best"

"Dried fast"

"Unsure whether it
strengthens"

Pos
itive Negative

essie

ulta



creative brief
target market

18-24 year old women that are
entering the workforce and already
avid nail polish wearers

big idea

Essie’s “Gel Couture” longwear nail
polish line allows women to express
themselves while lasting throughout
their hands-on careers.

message objectives

associate Essie with female
empowerment
change the current attitude
about the strength of the
product

tone of voice

inspiring
strong
motivating
proud



print



print
For our print ads we wanted to put Essie into

realistic career settings. By creating ads that
mimic different types of careers, we are able

to directly relate to women in those jobs.
We correlated each new color in the line to a

specific job and featured it as
an accent throughout. When
choosing a magazine for our

print ads to run in we chose
Cosmopolitan because it's read

a lot by our target audience.
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television



television

storyboard

We wanted to represent another
category of our target, students.
Although being a student is not a paid
job, the stress and responsibilities of
students are very real and we wanted
our target to connect with that-
whether it's their current or past selves.





television

key frame



social media



social media
Lemon8

Instagram

An upcoming beauty, wellness, and lifestyle
app. We chose Lemon8 as a platform for our 

It's very popular with our target audience,
and offers many different options for
advertising. We wanted to use every
method of posting to reach as much of
our target as possible.

campaign due to its audience being
majority women and the themes and
goals of the app align with our company.



lemon8



instagram

story

grid post

shop now

reel



reel



instagram

carousel



out-of-home



OOH
We wanted to do one similar to our print ads
and one out-of-the-box. The locations of the
ads are very important to the message they
convey. The first will be set in the interiors of

buses and subways and the second in a busy
corporate area on a digital billboard. We

chose these because we wanted our ads to
be seen by members of our audience to

commute to work each morning.







viral video



viral video
TikTok
We chose TikTok as our format
because it is very popular with our
target audience and a platform
where beauty marketing thrives. The
video is in a vlog-style format, with
the “influencer” speaking to the
camera throughout the video. 
 Currently, it is trending for
influencers, such as Alix Earle, to
make videos of themselves getting
ready and telling fun, casual stories. 



viral video

Viral Video 



viral video

key frame

essie

essie



guerilla marketing



guerilla marketing
Since the big idea in this campaign for
essie is structured around promoting a
new nail polish line dedicated to
hardworking women, we wanted to
artistically emphasize the various colors
and the diverse jobs we are
acknowledging along with them. A large-
scale paint-by-number template will be
posted outside a public college campus to
reach the lower end of the age range
included in the target audience. The mural
will foster discussion among the interactive
audience about essie’s promoted line and
use colors that correspond to each polish.





branded product
placement



branded product
placement Our agency chose Emily in Paris for

Essie’s branded product placement. The
show follows Emily Cooper as she
embarks on her new journey in Paris as
the social media specialist at Savoir
Marketing Agency. The show seems like
the perfect move for Essie as the show’s
main demographic is women and it’s
main character is a hardworking
woman within our target age range.

script



scene 1



scene 2



scene 3



thank you!




