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MARY KAY
Building Brand Ambassadors
Mary Kay is one of the world's leading Direct Selling cosmetic companies. Independent beauty counselors purchase their product line wholesale for resale to their own customer base. So while the company has the sales reps as its clients, the end user actually only interfaces with the independent sales reps, who to them are the Mary Kay brand. Although the parent company offers many image driven materials and guidelines for the field, many reps would not invest in them, opting to pocket more profits instead. 

For one unit Director this was a serious problem. New recruitments and sale of her unit were declining due to “homemade” marketing windshield flyers and xeroxed sales brochures being distributed throughout the region which were damaging the brand’s image. Ms. Hicks was tasked with the objective of turning her brand renegades into brand ambassadors that were to extend the proper brand experience and deliver upon the brand’s promise of “Do onto others…”

 After conducting a brand culture-values analysis and several focus group sessions with all 200 unit members, Ms. Hicks developed a comprehensive “living the brand” plan which included branding sessions, sales communication training classes, as well as personal branding image workshops for individual members. To reduce the number of low quality pieces of brand clutter, boost sales and improve the quality of their recruitment efforts, a local marketing calendar and promotional strategy were designed, complete with an integrated creative communications plan that supported the brand’s national new product and seasonal introductions. Tradeshow displays and recruitment materials that filled the needs of the unit and leveraged the image of the brand were also delivered. Ms. Hicks trained and partnered with a local designer and printer who extended competitive reduced prices for their services on all local promotional materials they produced for the unit.  

Not only did the brand building intervention give the unit a stronger, more cohesive and consistent identity in the marketplace, it also satisfied the fundamental needs of the sales reps. What developed was a complete team of professional brand ambassadors (including suppliers) that supported each other, took pride in the unit, the products they sold and the brand they represented to their clients.  

As a result, sales within 1 year improved +12% and the recruitment of new unit members rose an astonishing + 41%. 
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