
5 Ways to 
Build Brand 
Equity with 
Digital 
Innovation.



Within a rapidly accelerating 
digital landscape, we explore 5 
routes for creative innovation 
which simultaneously build 

equity for premium brands in 
the beauty category. 

CREATIVE INNOVATION IN BEAUTY



Wellness  
Content

Over 70% of beauty consumers report heightened stress due to 
finances, work, or relationships—according to a recent Mintel poll. 
These consumers are turning to calming content, as evidenced by 
the launch of Spotify’s Daily Wellness playlist which debuted in 
April 2020. Wellness content, consumed in conjunction with 
product builds richer brand experiences enabling brand to play a 
bigger role in consumers lives.

D E R M A L O G I C A  S O U N D  S L E E P  A P P  

Paired with its Sound Sleep Cocoon night 
cream, Dermalogica launched a night-time 

app with sleep-inducing sounds, restful 
tips, and deep sleep massage tutorial. 

BEAUTITATION MEDITATION APP 

Capitalizing on the growth of wellness 
audio content, Beautitation provides 

meditation guides and soothing  
sounds paired with K-beauty  
product recommendations.
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Shoppable 
Entertainment  

Imagine if the Fenty runway show or an episode of Euphoria were 
instantly shoppable.  As experiential and destination retail struggle to 
re-emerge, shoppable entertainment represents the new frontier of 
immersive commerce. With a rise of media consumption and mobile 
streaming hours, brands can take live content, product storytelling, 
and see-now-buy-now launches to a new level. Snapchat just 
announced its first shoppable mobile show ‘The Drop’ with limited 
edition designer collaborations.

M A C  A T  T M A L L  S I N G L E S  D A Y  G A L A  

China pioneered the shopping festival as 
entertainment experience through Tmall’s 
Singles Day Gala, a variety show featuring 

top celebrities and influencers, which 
raked in $4.68 billion in sales within the 

first 10 minutes.

CLINIQUE SHOPPABLE LIVESTREAM 

Clinique ambassador Emilia Clarke went 
live to share her skincare and makeup 

routine and take audience questions. All 
the products were instantly shoppable on 

Clinique’s website, and viewers tuned in to 
receive a discount and gift code (EMILIA).
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Game-fied  
CRM 

It’s more important than ever to re-engage existing customers and 
build loyalty through CRM. Brands are moving beyond simple profile 
creation, product recommendations, and discounts to grow customer 
relationships with rich content and digital experiences. Mobile games 
provide a captivating way of re-connecting with consumers, educating 
them through interactive storytelling and rewarding them for 
engaging with the brand.

G U C C I  M A S C A R A  H U N T  

Gucci developed a 3D game to launch the 
new line of Mascara l'Obscur. A mix of 

bowling and minigolf—and featuring 
visuals from the ad campaign—the game 

allows the user to collect rewards and hunt 
for the perfect mascara.

MIU MIU ‘MIU-VIE’  STAR 

To launch their new fragrance, Miu Miu 
developed a pixel art game starring Elle 

Fanning on an adventurous romp through 
Hollywood and beyond which telegraphs 

product benefit and invites the user to 
become their very own ‘Miu-Vie Star.’
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Virtual  
Consultation

According to WWD, virtual consultations are paying off for major 
beauty brands such as Kiehl’s and Clarins to smaller players such as 
NuFace. The big question is, how to turn these video calls into branded 
experiences? Dermalogica schedules sessions with “skin therapists” 
and Glossier calls their virtual assistants “live editors.” The key to 
innovation will be developing backgrounds, graphics, and bite-size 
personalizable content to express the brand within live chats.
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G L O S S I E R  L I V E  E D I T  

Glossier has launched a pilot program for 
virtual consultations called Live Edit. The 
execution demonstrates a commitment to 
Glossier’s look and feel and positioning as 

an editorial brand. 

ATELIER CHANEL BEAUTÉ  

Chanel lets consumers book sessions with 
Master Artists, and offers services ranging 
from live personalized make up tutorials 

to skincare consultations for a fuller brand 
experience that goes beyond product.



Engage  
with Purpose

M A C  S T A N D S  A G A I N S T  R A C I S M  

In addition to outlining a plan to increase 
corporate accountability and diversity, 
MAC Cosmetics pledged $250,000 to 

nonprofits fighting racial injustice, and 
offered employees making donations a 

500% donor match. 

LA MER SAVES THE OCEANS 

In a continuation of its commitment to 
protecting the world's oceans, La Mer 
launched a limited edition product and 

pledged to donate $25 to the La Mer Blue 
Heart Oceans Fund for each post to 

hashtags associated with the campaign. 

In the current cultural climate and social media landscape, it’s crucial 
to communicate brand values. Beauty brands making commitments 
to inclusivity, sustainability, and equal rights need increasingly 
sophisticated messaging and creative to express what they stand for 
within their communities. Initiatives should deliver on every level 
from diverse production teams and casting, to inclusive UGC 
activations and community-based causes that give back.
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Spring is uniquely positioned to 
concept and deliver aesthetically 

elevated, connected experiences and 
culturally conscious campaigns. 

If you’d like to discuss how Spring can help you,  
please reach out to us at info@springstudios.com
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Thank 
you

10


