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o a new decade!” says

Richardson.

The new branding

includes

*  Website

*  Marketing fhyers

* Stand backing cards

*  Make-up application
booklet cover

*  Consumer brochure

* DVD cover

*  Trade Product Directory

* Banners

*  Letterhead

Business cards.

The rebranding campalgn has also
resulted in some great benefits for salons
and in terms of customer awareness, with
information packs sent out to salons, a
campaign including
an online and digital media campaign
focusing on a host of online epportunities,
and a new website with full product range and
’ descriptions, video demonsteation and salon
NAI URAL c OMPATIBLES locator to showease the product sold natic
Natural Compatibles also supports salon:
professional make-up application and product

n.nnmg to aid in selling product and make- up
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Focusing™ technique to Australian women of all agy
he product range and application guidelines makes »-n—
minefield of make-up choice easy. The Feature Foc
technique shows clients how to highlight the main
communicating features of
b0 create a variety of contermporary stylish looks.

“After years of delivering timeless make-up enhancement
ywomen, it's time for

he face = the eves and the lips -

solutions to thousands of Australl
our brand to have an extreme makeover,” says Denise
Richardson, founder and managing director of Enhance

by Natural Compatibles. “Enhance encompasses all that's
contempaorary and embodles our philosophy that all we need
15 to enhance our natural beauty to maintain a book that's
timeless and vouthful”

“Enhance by Natural Compatibles’ principles are based on
‘style” rather than ‘fashion trends) promoting a Iun;, -lasting
ship between the brand and its loval users.

1l our corporate materials, POS and communication
tools reflect this exciting new image
model, font and logo makeover. This
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