


Deciem owns and operates more than ten brands in the beauty world. The beauty company 
develops and produces their products in their Corktown factory in Toronto. Deciem has sold 
over $100 million in products. They are an international company with offices around the 
world. Locations include Canada, England, the United States, Australia and South Korea.  
Deciem has brick-and-mortar stores in Australia and South Korea.  The beauty brand has 5 
brick-and-mortar stores in the GTA 

Deciem refers to themselves as the “Abnormal Beauty Company”. This is based on the criticism 
that taking care of ten brands is over-ambitious. People have told the founder, Brandon Truaxe 
he should streamline their portfolio. But he insists on that this what makes their business 
works. It gives these brands the resources that they couldn’t have afforded if they were on their 
own. The company’s mission is to marry function, design, and authenticity. The founder refers 
what they do as technology, rather than skincare. 

Deciem has told $110 million at retail in their first 3 years. They have more than 120 
employees. Their products are available in 10,000 stores globally. 

Currently, Deciem uses digital media, as well as traditional earned and paid media. Their 

traditional media strategy in Canada has been mostly paid media such as billboards, flyers (with 

coupons), and bus advertisements. Even though Deciem’s has many media hits in other regions 

(Wired UK, British Vogue, Marie Claire, Telegraph), the beauty company has received sparse 

coverage in Canadian media. Their earned media so far includes the Globe and Mail and 

Toronto Life. Truaxe has stated he believes that Canadian media has hindered the progress of 

homegrown beauty start-ups. They also have not received much support from the Canadian 

government. They haven’t been able to secure a meeting with Export Development Canada.  

Deicem is a Canadian company, but it’s having challenges in the Canadian market. Canadian 
sales account for only 1% of their total sales. Deciem has invested money into the Toronto 
market with five brick-and-mortar stores (more so than any other market). This makes it a 
primary objective for the company to increase sales in this market. 

The beauty company’s success in the Canadian market could be helped by the federal 
government. There are government agencies that help businesses grow such as Export 
Development Canada. Building the relationship with them could help the company succeed in 
Canada. 



To make sure Deciem doesn’t confuse the Canadian consumer, this strategy will focus on 
Hylamide, the Ordinary and the Chemistry Brand. 

The company’s overarching goal is to add authenticity to the beauty market. By authenticity, 
Deciem aims to show the customer what ingredients they are using, why they use them, and 
how they give you the desired benefit. They want to be transparent with how they are doing 
things. 

Deciem’s last goal is to make sure that the customer’s needs and wants are met. The skin care 
industry can be difficult for the customer to navigate. Helping them on their skin care journey 
satisfies both the business and the customer’s needs. This includes any step of the purchasing 
process from shipping info to how to use a product. As the business grows, Deciem’s aim is to 
adapt to the customer’s needs and wants, as well as to the industry to stay competitive. 

Summary 

1. Increase sales to 10% in the Canadian market by Q4 in 2017. 
2. Build a relationship with Export Development Canada. 
3. Maintain accountability in the beauty industry, 
4. Maintain high customer service. 
5. Adapt to the customer’s needs and wants.  

The communication objectives outlined in this campaign will focus on the Canada market. This 
year, Deciem will aim to increase sales within this region. To increase sales in the Canadian 
market, this campaign will focus on both traditional media and digital media. The campaign’s 
first priority is to increase earned media. The intent is to increase word-of-mouth. This content 
will educate Toronto buyers about the products and how to use them. Deciem will pitch to 
Toronto-based television shows to feature their products in their programming. This includes 
shows for geared towards woman such Cityline and the Marilyn Denis show. As well as general 
interest programs, like Breakfast Television, Canada AM, and CP24 Breakfast. For print, Deciem 
will pitch to Chatelaine, Canadian Living, Maclean’s, and Reader’s Digest and Now Magzine. This 
campaign will focus on three lines, Hylamide, the Chemistry Brand, and the Ordinary. 

1. Increase earned media on traditional platforms to five features in Canada by Q4 2017. 
2. Increase awareness on social media by paying to Toronto-based bloggers. 
3. Moderate skincare communities. 
4. Respond to customer’s questions. Achieve the “Very Responsive to Messages” button 

on the Facebook page. 
5. Pursue content marketing, Inform and educate our customers. Create five resources. 



6. To increase government relations, content will inform the public they are a proud 

Canadian company. 

According to the NPD group, Canadians are spending big on beauty. They are spending in total 

$1.4 billion on prestige beauty products over the past year. That makes Canada the number one 

prestige beauty market with 8 percent growth. This is higher to the United States with 5 

percent growth. Canada is now a global leader in sales of makeup. Here are some facts: 

 Canadian’s are willing to cut down on other costs to spend more on 

beauty products. 

 Makeup has increased 12 percent in sales that makes it the strongest 

performing category.  

 Skincare has 8 percent overall category growth, with the highest growth 

rates in Alberta, the Atlantic Provinces, and Ontario.  

 Average prices are going up, but customers are willing to pay more. 

 Canadians are putting beauty products into their budget. They aren’t 

willing to sacrifice.  

 Luxury beauty brands are showing online growth and presence.  

 For the online customer, efficiency is key when shopping. This shows that 

Canadians are important to target. There is growth across the entire 

country and not just in Ontario or in urban areas, but across the bThey 

are increasingly aware of quality. This research demonstrates that the 

Canadian market is worth investing in. To make Deciem successful, it is 

crucial to increase brand awareness amongst the Canadian consumers.  

For this campaign, for the lines Hylamide, the Chemistry, and the Ordinary, Deciem will focus on 

Canadians. In particular Torontonians and individuals who live in the GTA.  

For Hylamide, the target audience will be gender neutral. The marketing of this product doesn’t 

lean towards masculine or feminine. This makes it easy to sell to any gender. The price point is 

in the mid-range, so the age will skew a little older to 25-35, 35-55. Also, this line features 

products that are anti-aging and blur-primers that hide the signs of aging, this makes the line 

skew a bit older. It is available at Hudson’s Bay, Socialite, Urban Outfitters and Well.ca. 

Hylamide target demographic: 

https://www.npdgroup.ca/wps/portal/npd/ca/news/press-releases/canadian-consumers-spending-big-on-beauty/


 Gender-neutral 

 Torontonians (GTA) 

 Canadian 

 Ages 25-35 and 36-55  

 People who purchase in stores. 

  

The Chemistry Brand is a line of hand and body creams. The line is gender neutral. The 

Chemistry for all areas of your body. It solves a myriad of issues such as aging hands, body, 

stretch marks, scars, and cellulite. This line would be for consumers who are willing to spend 

money for their entire body. Out of all the lines from Deciem, it is carried by the most stores. 

It’s available in Hudson’s Bay, Jacob and Sebastian, Rexall, Shoppers Drug Mart, Socialite, The 

Ten Spot, Urban Outfitters and Well.ca.  

The Chemistry target demographic: 

 Gender-neutral 

 Torontonians (GTA) 

 Canadians 

 Middle to High Income 

 Individuals who are willing to buy products for their bodies 

 People who purchase in stores 

The demographic for the Ordinary will include younger customers, as well as older. The 

Ordinary has many factors that could potentially appeal to Millennials. It is aggressively cheap, 

no-frills, it contains only the ingredients, and uses simple marketing. It also requires research 

and expertise. This know-how comes from spending a lot of time in beauty communities online. 

But, this requires time. Older customers who are professionals, may not have the time to do 

research and find out how the products work into a skincare routine. People with less time are 

willing to pay for convenience. Also, this line is gender-neutral, with simple packaging and 

gender-neutral writing. It is only available on Deciem’s online stores, or in Deciem stores. This 

means that this line’s demographic consumes online.  

The Chemistry target demographic: 

 Gender-neutral 

 Torontonians (GTA) 

 Canadian. 

 Ages, 18-25, 25-40, 40-55, 

 Well-informed about skin care ingredients and products. 

 Spends a lot of time in beauty communities online. 



 Purchases their skincare products online.  

 Cost effective - Students and individuals with low-income. 

The goals for this campaign is to increase brand awareness amongst Canadians. The campaign 

will work to reach Canadians on a national level and will use Toronto-based media. The entire 

Canadian market is important, but Deciem also needs to focus on the Toronto market. 

To target Canadians, especially Torontonians, Deciem will pitch to traditional media for earned 

media. This will allow Deciem to reach a national audience while being cost effective. The older 

demographic buys print and watches television. This is also the target demographic for the 

Chemistry Brand, as well as a segment of Hylamine. This makes print and television the 

appropriate channels to market these lines. 

The Chemistry Brand is available in the most stores out of any Deciem product. The customer 

who shops in stores also buys print and television. This makes it important to use traditional as 

a channel to market the Chemistry Brand. 

To target Torontonians, this campaign will pitch to Now magazine. Deciem is vegan, locally-

made and is not tested on animals. These features of the brand align with Now magazine’s 

audience. 

Deciem will also revisit traditional paid advertising based on whether or not it was successful 

from last year’s results.  

The Ordinary products are just ingredients, customers need to know how to use skincare 

products. This level of expertise lends itself to digital media. The experienced customers who 

know how to use beauty products live on the internet. They engage in online beauty 

communities and this is where they learn about new products that are on the market. Also, the 

customer who wants to learn more about skincare will do their research online. This is the 

perfect opportunity for content marketing. If Deciem provides content to customers which give 

them it keeps the customer engaged with the brand. 

This is where Deciem's blog comes in. Currently, Deciem’s blog is focused on their press hits. It 

focuses on the success of the company. Although this plays a part in Deciem’s story, focusing 

the blog on the company could be a missed opportunity. In 2017, the blog will have a content 

marketing approach. The blog will be used as a resource for Deciem’s customers, as well as to 

tell the company’s story, as well as other features. The categories Deciem’s blog will focus on 

are beauty, wellness, and knowledge. The blogs will feature the products from the lines the 

Ordinary, Hylamide, and the Chemistry directly. It will provide them with resources that will 

help them navigate their product lines. 



The blogs will focus on the Ordinary specifically because these products can only be bought 

online, so this line lends to digital media.  Also the Ordinary requires prior knowledge of 

skincare, so creating resources will help the customers navigate this specific line. By informing 

the customer, Deciem will give them value, while increasing sales by reducing confusion.  

In 2017, Deceim will look to build and maintain strong relationships with press, bloggers, and 

influencers. This will secure coverage for three of its brands, and drive excitement for new 

brand launches. This will include bloggers, as well as Instagram celebrities and YouTubers. The 

goal is to organically increase word-of-mouth to increase awareness of the brand in Canada. 

 The online personalities Deciem will pitch to include: 

 Youtuber and trans activist Gigi Gorgeous. She has 2.2M followers on Instagram 

and 2,423,880. Gigi is from Mississauga, Ontario, and vlogs about skincare, 

makeup, and as well as her personal life. She is popular with millennials.  

 Instagram blogger Christian_dare. He is a men’s lifestyle fashion blogger. He is 

based in Toronto. He doesn’t have that many followers, Dare could be great for 

Toronto-centric content, as he attends many events in the city. Also, he targets 

men’s demographic. He has 5,825 followers.  

 Instagram blogger mrcavaliere is also another men’s lifestyle blogger. He is 

based in Toronto. Cavaliere was voted Canada’s sharpest man. He has 16.3K 

followers. Mr.Cavaliere would be great to pitch to target men specifically. 

For earned media in the digital space, Deciem will pitch the Ordinary line to 

beautyinthesix.com, Beautygeeks, and Beauty editor. These are great Canadian skincare blogs. 

For all three brands, the current social media channels Deciem is important to be continually 

used. Deciem will pursue high rates of response time on Facebook, Twitter, and Instagram to 

ensure customer satisfaction. The beauty company’s goal is to achieve the “Very Responsive 

Button”. 

Deciem will also work to moderate skincare communities. The brand will track any feedback 

customers are giving. By focusing on these beauty communities, Deciem will understand the 

customer’s wants and needs are and adapt to them. The communities Deciem will focus on are 

Reddit (skincare addiction), Makeupalley, and the beauty communities on Youtube.   

 Traditional media 

o Earned Media 

 Cityline 

 Marilyn Denis show 

 Breakfast Television 



 Canada AM 

 CP24 Breakfast.  

 Chatelaine 

 Canadian Living 

 Maclean’s 

 Reader’s Digest 

 Now Magazine 

o Paid Media (advertisements, Now Magazine gift guide) 

 Digital Media 

o Owned Media – blogs for content marketing 

o Resource for customers. 

o Health information, not just for skin care, but in general 

o Owned Media – social media 

o Moderate skincare communities. 

 Reddit.com/skincareaddiction 

 Makeupalley 

 Youtube 

o Continue to Engage with customers on platforms Facebook, 

Twitter, and Instagram.  

o Paid Media – paid bloggers.  

o Pitch to beautyinthesix.com 

o Pay content creators to feature Deciem’s products. 

o Ask customers about their beauty routine 

On all platforms, Deciem will continue to use aspects of its message the company has already 

used. This includes informing consumers about their brand. Deciem will continue to tell the 

company’s story. Their narrative will be key in showing customers they are proudly Canadian. 

This will help with in terms of government relations. Presenting Deciem as a local brand will 

show the government they are dedicated to this country. It will also help for a key 

demographic.   

Deciem will continue to show consumers how to use their products. The content marketing 

created by Deciem will have a technical writing focus to educate consumers how to navigate 

their various lines and products. One initiative will be a series of how-to videos that incorporate 

their brands into a routine.   

For television, Deciem will offer to have the founder Bradon Truaxe on their programs. He has 

been the unofficial spokesperson for the brand. He is charming, good-looking and full of energy. 

This would be great for television. Truaxe will speak about the company’s story, talk about their 



products and why they work. He will also highlight that they are located in Toronto and all of 

their products are made in Corktown.  

Earned media is cost effective as Deciem won’t have to pay for it directly. But, the cost will be to ship 

free products to media outlets so that they can feature them. The company has to make sure to include 

the entire line when they pitch a product. For cost purposes, this will include the outlets that are high on 

their priority list.  

For the Hylamide Line, Deciem will pitch two products from each series that includes the Core series, the 

Booster Series and the Finisher Series, as a sample routine for a specialized reason. One example would 

be to beat winter dryness and boost glow. The products that this routine would include are: 

o Core Series - High-Efficiency Face Cleaner-21.00  

o Core Series - Hydra-Density Mist – 18.00  

o Booster Series – Booster C25 – 38.00 

o Booster Series – Booster Glow – 32.00 

o Finisher Series – Photography Foundation – Golden Tan -21.00 

o Finisher Series – Pore Delete – 19.00 

 

The total amount to include the Hylamide into a pitch would equal $149.00 Hylamide will be 

pitched to 9 platforms. Pitching this brand this amount of platforms equals $1,341.  

The chemistry brand is a line of hand and body creams and oils. This line will be pitched to the same 

outlets as stated above. The cost to send each product from the Chemistry brand will be: 

o Hand Chemistry – Hand cream- 20.00  

o Extreme Hydration Concentrate – Hand Cream- 20.00  

o Heel Chemistry – Heel Cream- 15.00  

o Hyaluronic Concentrate – For Hands and Body- 30.00  

o Glow Oil– For Body - 30.00  

o Hyaluronic Body Mist – For hands and body - 20.00  

o Retin-Oil – For body - 20.00 

o Total  $1,395. 

To pitch and send the products to nine platforms will cost $1,395 plus shipping will bring up to 

$1,495. 



During 2016, Deciem used billboards, flyers, and bus ads. Deciem will evaluate if these efforts were 

worth the money. In case the beauty company decides to pay for more advertising in 2017, this 

campaign budgeted to do so. This advertising campaign will focus on Hylamide and the Chemistry Brand. 

The projected cost will be $7,500. 

Deceim was featured on BlogTO in an article this year, which makes only one media hit in 

Canadia digital media.  In 2017, Deciem will pitch the Ordinary to: 

 Buzzfeed Canada 

 Daily Xtra 

 Beautyinthesix.com 

 Beautygeek 

 Beautyeditor 

Deciem will pitch and send these products to five digital media outlets/blogs. The cost to do 

this will be: 

 Advanced Retinoid – pure retinol- 9.80  

 Vitamin C Suspension 23% – Vitamin C cream- 20.00  

 100% Organic Cold-Pressed Rose Hip Seed Oil – Heel Cream- 9.90  

 Hyaluronic Acid– 6.80 

 Buffet– anti-ageing serum - 14.80 

The projected cost to pitch to three bloggers and 5 digital media outlets is $306.00 including 

shipping will bring it up to $400 

 

Product Line Channel(s) Media Type Cost 

Hylamine Print and television Earned $1,391 

Hylamine Advertising Paid $7,500 

The Chemistry Brand Print and Television Earned $1,495 

The Ordinary Digital Media Earned $400 

The Ordinary Digital Media – Online 
Personalities 

Paid $30 



  Total Cost $10,816 

Content will be posted on Facebook every day around 1-3pm. Facebook will be the primary 

channel to market to because it’s a catch-all for the demographics for every line. Content is 

posted at this specific time because that is when people are on the platform the most. Happy 

content does well on Fridays, so cute videos will be posted on Fridays,  

Instagram is another key platform for Deciem. Videos are big on Instagram, so this will be used 

to showcase the brand.  
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7 
Facebook 1-
3pm 
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Facebook 1-
3pm 
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3pm 
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3pm 
Instagram video 
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3pm 
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Marketing Blog 
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Marketing blog 
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Facebook 1-
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Video 5 pm 
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The blog was created for content marketing purposes will have scheduled posts every 

Wednesday and Friday. The posts will be health Wednesdays and skincare routine Fridays.  

The traditional media hits are scheduled at the beginning and end of the month because print 

goes to stands. 

Deciem’s goal to be known as a transparent and accountable skincare company. This is what informs 

their content. As of right now, the beauty company’s goal in their social media content is to show the 

customer what ingredients are in their products and why they work. This has led to many posts including 

content that is about science. While this goal is admirable and the intentions are good, with too much 

information, these posts can be overwhelming. With many posts that including science info, the brand 

can be read as cold and not user-friendly. 

The brand won’t be completely overhauled, but in 2017, the goal will be to create content that softens 

Deciem’s message. The content will feature more empathetic writing, which will focus on the more 

human side of things. One example would be how a regimented skin care routine has a connection to 

better mental health mental health. Content will be geared to their products make people feel,  rather 

than wholly on the science of their ingredients.  

This isn’t to say that the content will change completely. People do care about the science behind their 

products. They want to know why a product can give them the desired effect. But the message may 

have to be distilled for a general audience for them to understand it.  

This campaign has specific goals that will be measured to evaluate success. This campaign that 

has consisted of traditional and digital media. At the year end, these efforts will be measured in 

through specific methodologies. The evaluation will be based: 

1. Compare the costs of the communication strategy to the amount of profit. Deciem’s 

projected goal is to increase sales to 10% in the Canadian market by Q4 in 2017. 

2. Respond to customer’s questions. Achieve the “Very Responsive to Messages” button 

on the Facebook page. 

3. Deciem will evaluate if the Deciem brand has increased awareness amongst Canadians. 

This will include online tests, beauty community monitoring, and possibly if budget 

pertains, Deciem will pursue focus groups. 

4. Secure a meeting with Export Development Canada. 

 


