
Brand Marketing
-Brief brand guideline and marketing strategy for a new wellness brand that reflects 

the brand identity, target consumer, and products/service.



DoWell









Target
Consumer
Profile

PRIMARY SECONDARY TERTIARY

Female, 30-35, Metropolitan 
Professional working women. 
Financially stable.
Obsessed with self-care & wellness
Self-care millennial

Female, 22-29, Metropolitan
School, fitness, dreams
Trendy
Social media 
Generation Z leaders

Female,36-45, Suburban
Working mom, trendy
Anti-ageing, home interior
Exclusive, middle high class
The Cool Moms



Target 
Consumer 
Persona 

1. 
2.

3.

• Primary Target Persona - Kristie
Gender/Age: Female, 31
Occupation: Publicist at a modeling agency
Income: $4000/month + Commissions from projects
Location: LA
Personality: Confident, smart, creative, out-going, sensible,
bright, industrious
Hobbies: Yoga, fitness, cooking, traveling, social-media,
reading
Interests/Values: Female equality, organic foods, nature, vintage, 
love for all, luxury products

• Secondary Target Persona - Julie
Gender/Age: Female, 26
Occupation: Design intern at an established jewelry brand
Income: $2300/month
Personality: Creative, passionate, active
Hobbies: Loves art studios and museums, photography, trying
out new diets and workout trends
Interests/Values: invests in her beauty and health, has
access to exclusive products, wants a successful career, loves 
nature, and unique goods

• Tertiary Target Persona - Susan
Gender/Age: Female, 42
Occupation: Freelance food stylist after retiring from a big
culinary tool retail company
Income: $8000/month
Location: San Francisco
Personality: Down-to-Earth, trendy, friendly, confidence, 
Hobbies: Eating at highly rated restaurants, working-out,
spa, facials, hanging out with friends
Interests/Values: anti-ageing, exercise, education, global-warming





DoWell do ͞owel

Brand Name

The brand name “DoWell” symbolizes the core idea of the brand. 
It is a name to remind the audience that this is the place where woman can truly do well for themselves.
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