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Aloréa Beauty is a skincare brand created for you, by someone like you. We specialise in solutions for melanin-rich
and hormonally reactive skin, combining clinically proven formulations with dermatologist expertise to address the
unique concerns of our customers. Rooted in science, simplicity, and inclusivity, our products integrate seamlessly
into everyday skincare routines.

Vision

Aloréa Beauty strives to become the leading brand for melanin-rich and hormone-affected skin. Our vision extends
beyond skincare — we are building an informed, supportive community where individuals feel seen, heard, and
empowered. Through high-performance formulations and meaningful connection, we help people embrace their skin
and natural beauty with confidence, at every life stage.

Mission

We are committed to creating safe, effective, and streamlined skincare in collaboration with expert dermatologists.
Our mission is to close industry gaps by delivering targeted solutions for the distinct biological needs of underserved
skin. Backed by research, customer engagement, and continuous learning, we simplify skincare while delivering real,
lasting results.

Core Values

* Inclusivity — Celebrating and addressing the skincare needs of diverse skin tones and conditions.

Efficacy — Prioritising clinically backed, high- performance ingredients for visible results.

Simplicity — Streamlining skincare with multifunctional products that fit real routines.

Science-Backed Skincare — Every formula is grounded in dermatology and tailored for melanin-rich and hormonally
reactive skin.

Community — Creating a space of support, education and shared experience.

Transparency — Offering honest communication about ingredients and benefits, so customers feel confident in
their choices.

Moisturisers remain the most widely used skincare product in the
UK, with 64% of consumers incorporating them into their routine
(CTPA, 2023). This highlights the centrality of moisturisers in
R £3.7bn consumer purchasing behaviour.

Figure 1: Global Skincare Market Value
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Figure 2: Top 5 Markets for Facial Skincare
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By Year 5, Aloréa will expand to a six-product range targeting concerns like hyperpigmentation, acne, dryness, and UV protection

Year 1: Launch Aloréa Beauty with the Quench Quad, achieving 5,000 unit sales and collecting 100+ verified customer
reviews to validate product—market fit.

Year 3: Utilise insights from early customers to develop 3 additional products (serum, cleanser, SPF),

completing two of five Skincare Calendars and increase the repeat purchase rate by 20% through expanded core
offerings.

Year 5: Complete the full 5-part Skincare Calendar range by launching 3 more products. Integrate the Al
personalisation tool with a 35% customer adoption rate and transition 30% of packaging to refillable formats.

Year 1: Identify 3 high-potential international markets and assess 5 UK retail partnership opportunities to inform
strategic expansion planning.

Year 3: Establish one major UK retail partnership (e.g. Boots, Sephora) and increase total business sales by 30% while
diversifying beyond direct-to-consumer channels.

Year 5: Enter the U.S. market, generating 15% of total sales internationally, and secure 2 additional UK retail
partnerships and 1 U.S.-based distributor or retail partner.

Year 1: Collect 500+ community-driven insights via post-purchase surveys and behavioural data to establish an early
benchmark for retention performance and product development insights.

Year 3: Increase customer lifetime value by raising the repeat purchase rate to 30%, supported by expanded product
range and operational improvements.

Year 5: Achieve a 40% customer retention rate across digital and retail channels, demonstrating strong long-term
loyalty and satisfaction.

Year 1: Maintain a minimum profit margin of 40% by keeping unit costs below £5 and optimising supplier and
production efficiency.

Year 3: Raise £60,000 in external funding to support operational scale-up and reduce delivery time by 25% through
streamlined logistics.

Year 5: Decrease manufacturing costs by 15% and ensure that 30% of product packaging adopts refillable or reusable
formats to support long-term cost savings and sustainability targets.
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Figure 5: Search for "hyperpigmentation skin" Figure 6: Search for "moisturiser” Figure 8: Search for "skincare brand"
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Year 1: Launch with 5 nano/micro influencer collaborations and reach 100,000 impressions across TikTok and
Instagram to drive early DTC sales and awareness.

Year 3: Establish 3 long-term creator partnerships and hit 500,000 impressions, driving a 15% uplift in traffic to
products and supporting future retail partnerships.

Year 5: Launch an ambassador programme with 200 loyal customers generating 500+ UGC posts, increasing organic
reach by 30% and supporting international market entry.

Year 1: Achieve a 5% engagement rate via educational content, Q&As, and user testimonials to build trust and drive
first-time purchases.

Year 3: Launch a “Skincare Calendar Match” campaign, achieving 3,000 quiz completions and converting 25% into
customers through tailored product suggestions.

Year 5: Integrate Al to personalise routines, increasing conversion by 20% and repeat purchases by 15%, key for
scaling globally.

Year 1: Collect 200+ reviews and reshare 30+ community posts to build social proof and brand trust.

Year 3: Launch a loyalty programme driving 30% repeat purchases through referrals and exclusive content drops.
Year 5: Offer loyal customers event invites and product trials to boost retention by 40% and lifetime value by 25%,
supporting retail success and expansion.
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(Family Member) Develops and Tests o) Budget: Furvding Oversees R&D and and Commun ity Handlespustomer@uenes, Loyalty
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Meet the Quench Quad - four moisturisers, one mission: targeted
hydration for melanin-rich & hormonally reactive skin.

From hyperpigmentation to eczema and breakouts, each cream is
uniquely formulated to hydrate, calm, and restore — through every
phase, flare-up, and skin shift.

Say Hello to Glow

Because gorgeous, glowing skin
is for everyone.

QUANTITY

£17.99 =1+

C ADD TO CART )

HOW DOES IT WORK?

SHOP NOW

INGREDIENTS
FROM OUR COMMUNITY
CLICK TO JOIN THE COMMUNITY
O, INTUITIVE SKIN MATCHING BRAND LOGOS
NOT TRACKING YOUR CYCLE? JUST LISTEN TO YOUR SKIN
HERE'S HOW TO PICK YOUR CREAM: Py oo™ WFIATRO  WESBFAA  WEFFFFF
Soft, muted pinks and neutrals create a calming, refined feel. ‘l()loé‘ \
Skin Concern Best Match The palette blends a sense of modern femininity with a clean, 4 (l 4
clinical edge, supporting trust, care, and elegance.
Inflamed / Breaking Out Cloud Cream @
The lotus flower paired with the
FONT SIZES This logo u‘ses elegan't typography bold “A” symbolises purity,
Dull / Uneven Tone/ Scarring Glow Cream FONT (Giaza Stencil) and Aloréa's soft colour growth and beauty, creatinga
palette to convey sophistication and memorable brand mark that
BARLOW BODY . luxury, fitted for the brands target reflects Aloréa Beauty's
Dry / Flaky / Eczema-prone Sooth Cream W ( ) Headlngs 40pt audience. commitment to nurturing and
BARLOW - BOLD . empowering skin.
Subheading 20 pt
Lacking Glow / Stressed Skin Clear Cream & (SUBIHEAD'NGS
Body Text 12pt
y BRAND TONE OF VOICE
THE QUENCH QUAD COMPLETELY HEALED MY HORMONAL INGREDIENTS Barlow is a minimalist, versatile typeface that balances warmth and Aloréa speaks with empathy and expertise, blending
ACNE, IWILL 100% BE REPURCHASING! clarity. Its clean structure allows professional communication, while bold science-led insight with softness and care. Aloréa’s tone is
FROM OUR COMMUNITY styles add impact for key messaging (HipFonts, no date). clear and confident, rather than clinical or cold.




