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Analysis of Too Faced 

Too Faced Cosmetics is a successful and well-known makeup brand. I believe they have 

room to grow and expand into the Fragrance category with a specific focus on bath products. 

Bath products have always been popular with all age groups and I think it would be a meaningful 

addition to the Too Faced brand. Fragrances are fun, flirty and feminine – all of these concepts 

tie in with the brand image. Imagine being able to use their signature chocolate scent in the form 

of a body butter or body wash. How nice to have multiple products with one identifying scent. 

As Marketing Manager at Too Faced, I’m thrilled for to be a part of this unique and exciting line 

extension.   

Target Market   

Gender: Female 

Age: 18-30 years old 

Household: Lives with parents in a suburban home or with roommates in an apartment, has 2 

siblings (smaller families), may live with husband and 1-2 children  

Income: Teenager has a part-time job in a retail store like Charlotte Russe, Forever 21 (Earns 

$10,000 a year or less), the customer in her 20s is likely to earn $30,000-40,000 annually in her 

job at an office firm, our late 20s customer earns $50,000-65,000 annually  

Hobbies: Reads Cosmopolitan, Glamour and Allure Magazine, goes to Starbucks with her 

friends (loves to get frappucinos), spends time on social media and posts regularly on Instagram, 

Facebook, Twitter, loves to snapchat with her friends, enjoys going out on dates and attending 

parties on the weekend  
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Education: College student seeking Bachelor’s degree or college graduate with a Bachelor’s 

degree  

Personality: Fun, girly, upbeat and optimistic, lively and bold, opinionated, honest and bubbly  

Brand/Company Background 

To learn more about Too Faced and the company background, I visited 

toofacedcosmetics.com. Too Faced was founded by Jerrod Blandino and Jeremy Johnson. Jerrod 

Blandino serves as Creative Director and Jeremy Johnson is the Chief Executive Officer. Jerrod 

Blandino worked in the industry as a department store makeup artist in the mid-1990s. He saw a 

unique opportunity to help women feel feminine and embrace their individuality. Jerrod 

experimented with available products and tested them out on his clients. The name “Too Faced” 

came from his makeup counter clients who would go from sweet to sour if he was out of their 

favorite lipstick.  
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Jerrod partnered with his soon-to-be future husband in this new venture. They both 

believe in the power of makeup to empower women to feel pretty on the inside. Jerrod is creative 

and Jeremy is business savvy which led them to work well as a team. Their core mission is stated 

this way in their About section, “With exuberant approach to everything we do: We use the 

finest, cutting-edge ingredients to create innovative cruelty-free color cosmetics that women love 

to wear, We are unabashedly pink, pretty and feminine with a playful wink. We show you how to 

create different looks, inspire confidence to experiment, and encourage you to Own Your 

Pretty.”  

Consumer Insight 

Generally, Too Faced has had many positive reviews from their users on social media 

sites and on their website (toofacedcosmetics.com). Too Faced products, as seen on Instagram 

and Facebook, appeal to YouTube beauty gurus and ordinary girls. Girls and women seem to 

enjoy Too Faced as a brand because it enables them to feel pretty and feminine. These women 

don’t need to hide behind their makeup – they view it as a tool of self-expression. To learn more 

about this consumer, I looked at this company’s social media sites including Facebook, 

Instagram and Twitter. I also searched the Too Faced website for reviews on their most popular 

products. The results I found were overwhelmingly positive. Any negative comments seemed to 

focus on issues with customer service and complaints about product quality. Too Faced is good 

about responding to customer complaints. They do their best to make amends in order to retain 

their customers.   
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Too Faced Chocolate Bar Eyeshadow Palette Reviews (from website) 

 

Too Faced Little Black Book of Bronzers Reviews (from website) 
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Selfie Finishing Powder Reviews (from website) 

 

 

Melted Long-wear Liquefied Lipstick Reviews (from website) 
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Retractable Kabuki Brush Reviews (from website) 

Instagram Posts (username is @toofaced)	
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Facebook Posts from Too Faced and Posts to Page:  
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Twitter Posts and Retweets (@TooFaced is their username) 
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Competitive Information 

 	  

The three main competitors of Too Faced are Benefit Cosmetics, Juicy Couture and Pink 

Sugar. These four companies differ because of their creative visions. They all have a “girly” 

brand persona but interpret it in fresh ways. Too Faced is all about “owning your pretty” and 

creating a positive experience. Benefit is a color cosmetics brand that is witty, sassy and makes 

applying makeup fun and new again. Juicy Couture has bath products that are fun, cool and 

upbeat. Pink Sugar takes you down memory lane by using nostalgic scents from childhood, like 

in their Cotton Candy body mousse and lotion. I selected these brands as competitors to Too 

Faced as they all offer fun and new ways to market beauty products.  

Benefit Cosmetics utilizes Facebook, Instagram, Pinterest, YouTube, Google + and 

Twitter. They also have a blog on their website called “Friends with Benefit”. This brand uses a 

variety of avenues to showcase their products. Too Faced and Benefit Cosmetics utilize the same 

marketing tools. Juicy Couture is on Twitter, Facebook, Tumblr, Instagram, Pinterest and 

YouTube. They also have their own blog called “The Juicy Blog” which can be found on their 

website. Juicy Couture advertises in women’s magazines such as Teen Vogue, Cosmopolitan, 

Elle and Seventeen. They also have their own television commercials for their perfumes. Pink 

Sugar was hard to find on a google search. Their advertisements are focused mainly in 

magazines and on Sephora.com and ulta.com. Pink Sugar not have any social media that I was 

able to find. A successful product launch was undertaken by Benefit Cosmetics for their “Puff 
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Off” eye cream. Benefit used this fun and quirky image on social media and on their blog 

“Friends with Benefit” to advertise their new product:  

 

This advertisement works well because it doesn’t feel like an advertisement. Benefit is using 

humor in a fun and cheeky way that appeals to its customer base. 
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Product & Pricing 

Too Faced is excited to launch its newest product line, the Neapolitan Bath Collection. 

As the name suggests, all of the scents in this collection are chocolate, vanilla or strawberry.  The 

products being launched include Bubble Bath ($10, 8 oz. and $20, 16 oz.), Body Scrub ($15, 4 

oz. and $25, 7 oz.), Body Wash ($9, 4 oz. and $18, 8 oz.), Bar Soap ($8, 3 oz. and $15, 7 oz.) and 

Body Butter ($11, 4 oz. and $21, 8 oz.). Each of these items ties into our theme of “DIY bath or 

shower experience”. I chose to launch these specific products to allow our customers to create a 

spa-like experience at home. When the word “bath” comes to mind, these products are the 

logical choice. Bubble bath symbolizes luxury for the user while body scrub exfoliates and 

leaves the wearer feeling clean and fresh. Body wash and bar soap cleanse and moisturize the 

skin without any irritating side effects. Body butter completes the experience by sealing in the 

moisture from the use of the other products in this collection. The perceived value for our 

customer is that special feeling of being pampered. This collection is for the woman who wants 

to visit a spa but doesn’t have the time. These products make it easy to re-create that experience 

in the convenience of one’s own home. We are expecting a sales of growth of 5-10 % when this 

product is launched.  
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Bubble Bath Indulgence (Succulent Strawberry) Image 
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Bubble Bath Indulgence (Cocoa Crush) Image 
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Bubble Bath Indulgence (Vanilla Buttercream) Image 

 

 

 

 

 



pg.	19	
	

Body Wash (Succulent Strawberry) Image 
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Body Wash (Cocoa Crush) Image 
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Body Wash (Vanilla Buttercream) Image 
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Body Butters (Succulent Strawberry, Cocoa Crush and Vanilla Buttercream) Image 
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Body Scrubs (Succulent Strawberry, Cocoa Crush and Vanilla Buttercream) Image 
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Sweetheart Bar Soap (Succulent Strawberry) Image 
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Sweetheart Bar Soap (Cocoa Crush) Image 
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Sweetheart Bar Soap (Vanilla Buttercream) Image 
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Distribution, PR & Launch Party 

This line will be sold at Sephora (online and in stores), Ulta (online and in stores) and 

toofaced.com. Selling through these familiar retailers makes sense for our company. Too Faced 

customers are already familiar with and are likely to buy from these retailers.  This familiarity 

creates a sense of trust with our customers. Because these stores and online sites already carry 

bath and fragrance products, our line will stand out in this market as something new and fresh.  

Online sale continue to grow so there are likely to be more opportunities for sale through these 

established businesses.   

Our press kit is a feminine pink box with a ribbon tied onto it. Inside, the wrapping 

features black and white polka dots. 5 sizes of the travel size SKU for each product will be 

included. Also, we have provided an invitation to go with each press kit. This allows us to invite 

industry executives and beauty gurus alike to our Neapolitan Bath Collection launch party. Our 

launch party will be held at the Chateau Marmont located on 8221 Sunset Boulevard in 

Hollywood, California, 90046. This party will take place on March 12, 2016 from 5 pm – 11 pm. 

To attend, our guests must bring their invitation to the party and be 21 or older to attend. It’s a 

party celebrating the new collection’s launch and a fun way for beauty lovers and industry 

executives to socialize and network. We will provide hors d’oeuvres and desserts for our guests 

from the Chateau Marmont bar and restaurant. Drinks include champagne, red wine and white 

wine, along with regular soft drinks, iced tea, lemonade and water. The centerpiece of our food 

selections will be the dessert bar featuring chocolate, vanilla and strawberry ice cream with 

assorted toppings. Mini chocolate, vanilla and strawberry cupcakes from Sprinkles will also be 

featured. A vanilla specialty cake representing Too Faced will be surrounded by chocolate 

covered strawberries. Numerous appetizers will include: baked brie with assorted crackers, 
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breads and fruits, chilled shrimp cocktails, French Fried potatoes with 3 dips, raw vegetables 

served with a variety of sauces and mini carnitas tacos. Complimentary valet parking will be 

available for our guests. A DJ will play music during the entire party and there will be a dance 

floor. We aim to have a fun, upbeat atmosphere with an emphasis on socializing and creating 

new contacts. Once the party comes to a close, we will be giving out gift bags with our 

Neapolitan collection bath products to attendees.  
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Press Kit Image 
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Launch Party Invitation 
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Mood Board 

 

 

 

 

 

 

 

 

 



pg.	32	
	

 

 

Works Cited 

Too Faced Logo. Digital image. Ishareimage.com. N.p., n.d. Web. 31 May 2015. 

Shopgirl. Too Faced Products. Digital image. Www.shopgirlsdiary.wordpress.com. Wordpress, 

Inc., n.d. Web. 30 May 2015. 

"Chocolate Bar Eyeshadow Palette." Www.toofaced.com. Too Faced Cosmetics, LLC., n.d. Web. 

31 May 2015. 

“Little Black Book of Bronzers.” Www.toofaced.com. Too Faced Cosmetics, LLC., n.d. Web. 31 

May 2015.  

“Selfie Finishing Powder.” Www.toofaced.com. Too Faced Cosmetics, LLC., n.d. Web. 31 May 

2015.  

“Melted Long-wear Liquefied Lipstick.” Www.toofaced.com. Too Faced Cosmetics, LLC., n.d. 

Web. 31 May 2015.  

“Retractable Kabuki Brush.” Www.toofaced.com. Too Faced Cosmetics, LLC., n.d. Web. 31 

May 2015. 

Too Faced Cosmetics, LLC. @iluvsarahii. Digital image. Www.instagram.com/toofaced. 

Instagram. 3 May 2015. Web. 31 May 2015. 

Too Faced Cosmetics, LLC. Primed and Poreless Skin Smoothing Face Primer. Digital image. 

Www.instagram.com/toofaced. Instagram. 2 May 2015. Web. 31 May 2015.  



pg.	33	
	

Too Faced Cosmetics, LLC. @makeupby_ev21. Digital image. Www.instagram.com/toofaced. 

Instagram. 2 May 2015. Web. 31 May 2015.  

Too Faced Cosmetics, LLC. @dulcecandy. Digital image. Www.instagram.com/toofaced. 

Instagram. 1 May 2015. Web. 31 May 2015.  

Luna Faye Beauty. “Luna Faye Facebook Post.” Www.facebook.com/toofaced. 30 April 2015. 

Web. 31 May 2015.  

Too Faced Cosmetics, LLC. Products image. Www.facebook.com/toofaced. 29 April 2015. Web. 

31 May 2015.  

Too Faced Cosmetics, LLC. “Interview with Jerrod Blandino and Jeremy Johnson.” 

Www.twitter.com/toofaced. 1 May 2015. Web. 31 May 2015. 

Emily Spadaford. “Retweet from Too Faced.” Www.twitter.com/toofaced. 1 May 2015. Web. 31 

May 2015.  

Benefit Cosmetics LLC. “Hot Off the Press: Puff Off!” Www.blog.benefitcosmetics.com. 12 

December 2014. Web. 31 May 2015.  

Too Faced Cosmetics, LLC. “About the Founders.” Www.toofaced.com. Web. 31 May 2015. 

"About Us - Benefit Cosmetics." Www.benefitcosmetics.com. Benefit Cosmetics LLC., n.d. Web. 

31 May 2015. 

"Pink Sugar Aquolina." Www.fragrantica.com. N.p., n.d. Web. 31 May 2015. 

"About Juicy Couture." Www.juicycouture.com. Juicy Couture, n.d. Web. 31 May 2015. 



pg.	34	
	

"The Restaurant at Chateau Marmont." Www.chateaumarmont.com. N.p., n.d. Web. 31 May 

2015. 

“Bar Marmont.” Www.chateaumarmont.com. N.p., n.d. Web. 31 May 2015.  

Shampoo Bottles. Digital image. Www.wisegeek.com. Conjecture Corporation, n.d. Web. 31 May 

2015. 

Chocomania Heart Soap Bar. Digital image. Www.thebodyshop.com.sg. The Body Shop 

International Plc., n.d. Web. 31 May 2015. 

Gold Tin. Digital image. Www.sharkdesigns.co.uk. Shark Designs, n.d. Web. 31 May 2015. 

Benefit Cosmetics. Digital image. Www.gurlinterrupted.com. N.d., n.p. Web. 01 June 2015. 

Juicy Couture Logo. Digital image. Upload.wikimedia.org. N.d., n.p. Web. 01 June 2015. 

Pink Sugar Products. Digital image. Pinksguar.it. N.d., n.p. Web. 01 June 2015.  

Too Faced Model. Digital image. www.toofaced.com. N.d., n.p. Web. 01 June 2015. 

Own Your Pretty. Digital image. Www.toofaced.com. N.d., n.p. Web. 01 June 2015. 

Hello Beautiful. Digital image. Www.toofaced.com. N.d., n.p. Web. 01 June 2015. 

Pink Gift Box. Digital image. Www.creativitywindow.com. N.d., n.p. Web. 01 June 2015. 

Body Butter. Digital image. Www.doterraeveryday.com. N.d., n.p. Web. 01 June 2015. 

Homemade Body Scrub. Digital image. Www.blog.onlinelabels.com. Nd., n.p. Web. 01 June 

2015. 



pg.	35	
	

Bubble Bath Container. Digital image. Www.google.com. N.d., n.p. Web. 01 June 2015. 

 

 

 

	


