


B EN CH MAR KS https://www.tiktok.com/t/ZTjeJEGNE/

Micheal Cera (CeraVe)
Industry: Beauty & Skincare

Campaign Type: Celebrity Endorsement

Why Chosen: The campaign

features Michael Cera, whose
name resembles "CeraVe," adding
a playful twist that boosted
engagement and relatability.

L L DEVELOPED WITH
Views: 4.6M =3 DERMATOLOGISTS.

Likes: 361.9k

CeraVe @ - 2024-2-10

C O m m e n tS : 4, 3 9 3 We've seen this circulating on the internet.

Please DO NOT WATCH and DO NOT S... more


https://www.tiktok.com/t/ZTjeJF6NE/
https://www.tiktok.com/t/ZTjeJF6NE/

https://www.instagram.com/reel/DFs

BEN CH MARKS tﬁENA5m/?igshzcmZBZzgzZszZXAl

Shot on iPhone (Apple)

Industry: Technology & Consumer

Electronics

Type of Campaign: User-Generated T
Content (UGC)

Why Chosen: Showcased real

customer photography using iPhone, "‘
elevating brand authenticity and '

product capabilities. ‘
Views: 5.6M
Comments: 1,902 P



https://www.instagram.com/reel/DFsthIENA5m/?igsh=cmZ5ZzgzZ2pzZXA1
https://www.instagram.com/reel/DFsthIENA5m/?igsh=cmZ5ZzgzZ2pzZXA1

https://www.youtube.com/watch?v=JNYjRmNCu90

BENCHMARKS

Real Beauty Campaign (Dove)

Raza{f wWomen. Eeaf !mau.‘tta

Industry: Beauty & Personal Care
Type of Campaign: Employee/Influencer-Generated
Content + Social Cause

Why Chosen: Focus on authentic beauty, inclusivity,

and empowering real women to share their beauty

stories. |
Views: 611K /ove
Dove #RealBeauty Is Universal | Celebrate all types of beauty _
* Jove D PH - :
L I kes : 2 O 1 K ey 91é:l{esuh5r:rjbers :
611K vi 8
C O m m e n tS c 7 6 Real B‘Z::t:r is iz?rosni?‘;ne type. It is universal. REn L
From the young daydreamer to the devoted educator; the radiant and curvy multi-tasking mom-of-two BE n UTY
76 Comments = Sortby CAMPAIGN
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CAMPAIGN GOALS

Main Goal: Increase brand engagement,
social media visibility, and client retention.

-
B
-

Specific Objectives:
o Encourage user-generated content (UGC).
© Promote brand culture and luxury service
experience.

o Drive traffic to PAINT Nail Bar's social platforms
and Spotify playlist.

o Build community and showcase creativity.

o Collect content for future marketing efforts.




CAMPAIGN IDEA
PAINT Your Vibe Campaign

PAINTYOURVIBE

Theme: Self-expression through nails + music

Type: User-generated content contest via
Instagram Reels

Concept: Participants post a reel showing their nail
transformation at PAINT with a song that matches
their vibe. Top 3 creatives get featured, and the
winner receives a free nail service.
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AIDA BREAKDOWN

-NTION

Attention: Bold announcement graphics INTEREST

on |G + TikTok with nail + music mashup.

Interest: Showcase influencer examples
with trending songs and flawless PAINT nails.

Desire: Offer the chance to be featured and win a free
service plus be part of a curated Spotity playlist.

Action: Clear call-to-action: “Post your reel with
PaintYourVibe and tag us!”




TARGET AUDIENCE

Primary Audience: Women ages 18-35
e Demographics: Female, 18-35, middle to upper-middle class,
urbban/suburban
e |nterests: Natural beauty, fashion, wellness, sustainability, digital
creativity
e Social Media: Instagram, Facelbook, Pinterest

Secondary Audience: University of Tampa Students
e Demographics: Female college students (18-25), Tampa-based
e |nterests: Campus life, beauty, wellness, sustainability
e Soclal Media: Instagram, TikTok, Pinterest




CAMPAIGN BUDGET & RESOURCES

Prizes: Free nail service ($75-$100 value) Monthly Tools:

Design Assets: Internal designer or Canva Pro subscription  Hootsuite (Social Media
Social Media Manager/Intern: Responsibilities: Schedules Management): $19-$99/month

posts, monitors entries, Canva Pro: $12.99/month
Ad Costs (TikTok & Instagram for 2 Weeks): Estimated Total for Campaign:
1. TikTok Ads: $10-$20/day for a 2-week campaign Ad Spend: $280-$560
=$140-$280 Tools: Hootsuite ($19-$99) +
2.Instagram Ads: $10-$20/day for a 2-week campaign Canva Pro ($12.99)
=$140-$280 Total for the month: $311-$671

3.Total Ad Spend: $280-$560 for two weeks



CAMPAIGN PARAMETERS

Submission Instructions:
o Createareel of your PAINT nail transformation
o Useasong that matches your “vibe”
o Caption must include #PaintYourVibe and tag @PaintNailBar
Privacy: Reels must be public.
Rules:
o Mustbe a PAINT Nail Bar client
o Submission period: 2 weeks
o No copyrighted music outside IG/TikTok libraries
Winner
o Top 3 chosen by team, posted on IG for followers to vote
o Winner = Free nail service!




INCENTIVES

Main Prize: Free nail servicel

Other Incentives:
o Exposure: Top 3 featured on social media
o Spotify Playlist: Their song featured = digital clout!
o Potential reposts by PAINT brand and stylists

Everyone loves prizes AND being seen.




WHERE THE CAMPAIGN WILL LIVE

Instagram & TikTok: Main platforms

Spotify: Collaborative playlist with all entries' songs l

Company Website: Campaign announcement, rules,
winner reveal.

Email Blast: Sent to PAINT clients to invite participation

Booth in store with campaign Information and a flyer



CAMPAIGN SOCIAL NETWORKS

Instagram Reels: High visual engagement, nail art focus

TikTok: Music-driven and UGC-riendly

Spotify: Unigue engagement element

Pinterest: Adding videos clients post

Facebook: For winner announcement + older audience reach



TIMELINE & PAINT Your Vibe Campaign
CO NTENT SUN MON TUE WED THU FRI SAT

| 0 3 4 5 6 7
( :A L E N DA R Campaign Callto Example Participant G Story
Launch  Action Reel Reel Shared

Remi
Graphic Post Shared eminder

8 9 10 1 12 13 14
Start Date: June 1 Entry
Tips =~ ---------r---- Repost Participant Reels--------1-------
End Date: June 21st Carousel
15 16 7 18 19 20 |9
June 21-22: PAINT selects Top 3 N Last Day  ENtry
————————— Repost Participant Reels----------- Hype Deadline
Story Graphic
June 23-27: Followers vote on |G Story | | | | | |
29 23 04 05 06 07 08
. Voting Last Winner
June 28th: Winner Announced Opens ----- Poll Story---  Chance To Announced

Story Poll Vote Story Post



CAMPAIGN ASSETS

Campaign Theme: Nail art meets music self-expression
Hashtag: #PaintYourVibe
Colors: Blush Pink | Gold | Glossy Black | White

Style: Luxe, playful, bold, on-brand
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LISTENING STREAMS

Track:

o Hashtag #PaintYourVibe

o Mentions of @PaintNailBar

o Direct messages with entries/questions
Tools:

o |G notifications & saved collections

o TikTok mentions tab

o Manual Spotify update with submitted songs

Engage: Like, comment, reshare best entries






PROMOTION THE CAMPAIGN

painttampa Follow s
osts 82 fol 257
ail affair &
| Water-based
S0 ampa, between #cha
nnedy Bivd 1€ mna Florid
ker.comflocati
mayalannan, b
sssssssssssssssssssssssssssssssssss
Example reel POSTtS o

Feature team member’s entries
Paid ads targeting beauty audiences

Influencer involvement




MONITOR AND ENGAGE

D a.i I.y TaS kS: wampa Say hello to your new _

Js5ession!

O RepOSt reels |n StO”eS Our PRIMERS by PAINT line is here, and trust

us—you're going to want to get your hands
(and feet) on this! o %«

O Comment On SmeiSSiOﬂS “- Cleanse & Green - A plant-based, ultra-

gentle cleanser packed with coconut &
lavender oil to keep your skin feeling fresh,

o Respond to DMs/questions

Bodycare Favorites — Think buttercream-
scented lotion, glow-boosting serums, and

O U p d ate p lay i St regu I_ar y silky smooth hydration that feels like a spa day

In a bottle.

O 'y Because your skin deserves the best - Non-
toxic, luxurious, and made to nourish from head
to toe!

E n gage m e n t G O a lS : Come shop the collection at PAINT MNail Bar an

treat yourself to skincare that feels as good -
‘soks!

o 100+ uses of #PaintYourVibe
o At least 10-15 quality reels submitted






ANNOUNCE WINNER

June 22:

e Post celebration video or reel of the winning ‘A

entry

e Announce on |G, FB, TikTok

e Highlight all top 3 on the website + email
blast

e Share full Spotify playlist

e Thank Participants



REPORT AND ANALIZE

1.How did the overall campaign perform?
2. Did the campaign achieve its objectives?

3. Was the campaign a success or failure?

4. What worked, and what did not work?
Hh. What could have been done better?

6. Was the target market reached?



REPORT AND ANALIZE

/. Was the incentive powerful enough?

8. Were enough resources allocated?

9. Was more budget needed?

10. What was the feedback from participants?

11. Did the brand perception change during the campaign?

12. If so, how?



PRIMERS



