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Un mini soin lavant offert dés 75€ dachat

WEBSITE e
https://www.typology.com/

It includes full

information such as NOUVEAU
brand logo, information T
about our brand and

ou r ViSion’ ContaCt info’ Retrouvez le résultat de votre diagnostic

products info, etc.
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<« C @ typology.com/camet/creme-solaire-quelle-quantite-applique * @
Un mini soin lavant offert dés 75€ d'achat
PRODUITS  ROUTINES A PROPOS Typology. Q FRANCEv  CONNEXION @  PANER @
PARIS

BLOG

laie  quelie quantité appliqus

CREME SOLAIRE :
QUELLE QUANTITE
APPLIQUER ?

Le soleil est souvent a lorigine de différents problemes ciblés
comme l'excés de sébum, la sécheresse cutanée, les taches
pigmentaires et les imperfections, ou sur du plus long terme les
cancers de la peau et le vieillissement prématuré. Toute 'année,
vous devez donc vous protéger contre les rayons UV en
appliquant une créme solaire adaptée. Intéressons-nous sur la
dose de créme solaire recommandée.




SOCIAL MEDIA (1)

Instagram

@typologyparis  @typologistes
206k followers 4023 followers

755 posts 24| posts

One account is to promote products
and give skincare advice. The other is
to connect directly with our
customers by building a community
and posting reviews from them. These
two accounts are updated every day in
various forms (picture posts, stories,
reels and IGTV for long-form videos).
The content here follows the
minimalistic but elegant style like our
website interface

Pinterest
712 followers
413k monthly views

Although it seems that we do not
have many followers on Pinterest,
we get a lot of monthly views.
This is crucial platform for us to
get more visits to the website and
to attract new customers.
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LinkedIn

16.3k followers

We post | — 2 posts per month.
This platform is to promote our
new campaigns, show the
engagements to society, recruit
staff and keep connection with
other companies
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SOCIAL MEDIA (2)

Facebook Tiktok Twitter

29,422 people like this 3845 followers 369 followers

31,719 followers 57.5K likes
We do not show our We post short form We only updated regularly
posts on the Facebook videos on this platform on the first few months of
homepage although the but most of them are brand launching. At the
content is updated almost simple, not  very moment, we update every
everyday. Only 3 posts creative 2 to 3 months.

appears there.



SEO

» Google searching results for “Typology”

Go g le typology X $ Q

https://global.typology.com
Typology
Typology products are free from Parabens, Phenoxyethanol, Paraffin Oil and
Face serums - Best sellers - Typology Pass
https://global.typology.com > diagnostic
diagnostic — Typology
Typology products are free from Parabens, Phenoxyethanol, Paraffin Oil and
https:/imwww.typology.com > serums - Translate this page

Sérums - Soins naturels - Typology
Hautement concentrés en actifs, nos sérums permettent de traiter

People also ask

What is typology skincare? v
What is a typology study? v
Is typology vegan and cruelty free? v

n

@

edback

The search results on Google search are about our
brand and our products including our website and
our social platforms on the entire first page. Even
the paid content published over a year ago on a
personal blog and a media website also appear here.
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> Bing searching result for “Typology”

typology - Bing x ==

6] https://www.bing.com/search?q=typology&

Typology
https://us.typology.com ~
Typology was born from a mission: to demystify skincare with simple, straight-
talking transparency. We make naturally active, effective and sustainable skincare
4 in France. About

Diagnostic - Skincare Routines

Typology | Definition of Typology by Merriam-Webster Q
https://www.merriam-webster.com/dictionary/typology ~
Typology definition is - study of or analysis or classification based on types or categories

Typology
https://global.typology.com ~

As with all Typology products, these best-sellers have been formulated without irritating parabens,
phenoxyethanol, paraffin oil or sulphates. Top rated. Tinted Serum. Vitamin C, Squalane & Aloe

Videos of Typology
bing.com/videos
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PAID ADVERTISING

SEA

Google

typology

Q Al (&) Images

About 27,100,000 results (0.47 seconds)

Q Maps

Ads - Shop typology

Typology -
Sérum Teinté |
€23.50
Typology

8
N

By Google

Typology - Trio

de sérums |
€29.20
Typology

59
By Google

() Videos @ News i More Tools

Typology - Typology - Trio Typology -
Sérum de soins | Les. Sérum Eclat |
€18.90 €35.20 €19.90
Typology Typology Typology

(102 (1k+)
By Google By Google By Google

Social Media Advertising

Website Display Advertising

Flash Sale
Save 50%, plus get a free tote.
Cancel anytime,
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four Shortcuts

NEW YORKER

Fiction &Poetry  Humor &Cartoons  Magazine Puzzles & Games Video Podcasts Archive Goings On
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Shop.

BE66

The 2021 New Yorker Festival has begun, with in-person and streaming events. See the lineup »

News & Culture

THE NEW YORKER FESTIVAL

L =N a3

) o] 5 5|

o) Like © Comment & share
4 Typology -
e Sponsored - @

A chaque préoccupation cutanée son soin Typology adapté. Nos
gammes proposent divers actifs adressant tous les types de peau.

Gel nettoyant exfoliant |
PHA 5% + aloe vera|..  Shop Now

Hydrolat | Fleurs
dOranger Bio | 100m!
€90

oY Like (O Comment /> Share

Sponsored

Le top pour
4,99€/mois*

orangebank fr

Free Code Quality &
Vulnerability Checker

Contacts o Q -
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EMAIL MARKETING

We make a lot of effort to obtain customers’ email addresses. We get customers’ email

addresses by encouraging them to subscribe to our newsletters or implement skin type

diagnosis on our website. Our newsletters provide customers

with information about products pre-launches (twice a month), back in stock, discounts

and offers (once a week) or news about the brand (once a week).

REFERRALS p—

typologistes
News Opinion Sport Culture Lifestyle More A
: 4 S
Fashion Food Recipes Travel Health & fitness Women Men Love & sex Beauty Home & garden Money Cars = “shr-105 ;! '
T ST
[
£

i . A AANT. puRzE)
SaliHughesonbeauty The best new online beauty brands St

Beauty D x
Try stylish vegan skincare from Typology and quality =
customised makeup from Il Makiage -

w
!’v
Sali Hughes

andbeauty #gifted Did you know
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WEBSITE TRAFFIC PARIS

Export
Organic Traffic 130,917/month
Distribution by Country Organic Traffic Paid Traffic ® Notes v ™M 6M 1Y 2y Alltime
Countries Traffic Share Traffic ~ Keywords 160K
Worldwide e 100% 130.9K 22.9K 120K
80K
Il FR 61% 79.8K 8.7K
40K
= GR 1% 14.5K 76 .
E= s 7.7% 101K 3.6K Feb 2020 Jul2020 Dec 2020 May 2021 Oct 2021
g8 UK 5.1% 6.6K 1.4K
Other 15%  19.9K 9.1K The tOP 5 traffic by
> |n the last 2 years, the average .
] ] ] countries:
website organic traffic is | France
SERP Features & Us 130,917/month. 2. GR
o > The amount of the traffic
45% . 3_ US
30% INnCreases.
15% 4. UK
o 5. OTHER

semrush.com
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OUR PERFORMANCE VS OUR COMPETITORS FRIRTE
Typology The Inkey List The Ordinary
Monthly Visits 252k 249k 3.3k
Backlinks 14.5k 1.7k 21
SEOQ score (%)* 86 93 84
Keywords 23.3k 8.8k 766k

* SEO score: @ 0-49 50-89 90-100



SEO METRICS

Here presents the searching

keywords of Typology:

It is suggested that our official website

can only be found while searching the

words that have "Typology", otherwise

there is very little chance of finding

our website.

Organic Keywords 22,895
Top3 @ 410 11-20 21-50 51-100

24K
18K
12K
6K
e e e T ® 5 5 5 # 0
Feb 2020 Jul 2020 Dec 2020 May 2021 Oct 2021

Organic Research Eus
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Top Organic Keywords (3,611)

Organic Position Distribution

100%

Keyword Pos. Volume CPC(USD) Traffic% =

typology v 1 18,100 6.46 84.38

typology skincare v 1 1,000 4.50 4.66

50%

typology paris v 1 320 7.82 1.48

typology com v 1 170 7.20 0.78

micellar water ingredients v 3 480 1.28 0.42 —_— | } L | | | |

13 4-10 11-20 21-50 51-100
View details Positions on Google SERP
Advertising Research Eus
Top Paid Keywords (34) Paid Position Distribution
Keyword Pos. Volume CPC(USD) Traffic% = 100%
cosmetics 1 49,500 1.49 44.01
typology + 1 18,100 6.46 16.08
50%
typology + 1 18,100 6.46 16.08
cosmetics v 3 49,500 1.49 8.42
cosmetics « 3 49,500 1.49 8.42 0% —
1 2-3 other

View details

Positions on Google SERP

semrush.com



PAID ADS
TRAFFIC

Social c

71.05%

=0 -3I®|n |'~

Display Advertising

Display Advertising

Top Publishers G

=

https://www.similarweb.com/website/typology.com/

56.52%

30.31%

10.08%

1.55%

1.44%

Top Ad Networks G
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> Here comes the traffic
data driven by paid ads

> Most of them is driven
by the Facebook
audience

> Youtube is the top
publisher of our display
advertising but only got
2.33% traffic
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COHERENCE OF CONTENT PARIS

WEBSITE The design of the site is harmonious and matches the "natural"
theme of the brand. The transparency regarding the compositions is
respected and well visible. The fact of having a "Reviews" page is a plus that

allows to build customer loyalty and to bring seriousness and quality to the
brand.

INSTAGRAM The publications are turned towards the products with purified settings. The
brand wanted to remain as sober as possible to make its products semi-luxury.
It misses all the same the nature side to the photos, it is too little present.
Posting influencer videos is also a way to prove the quality of our products.

FACEBOOK The same publications as Instagram. Addition of the composition of each
product presented and tips. Some publications are shot internationally. A big
advantage with the "Reviews" page that allows followers to give their opinion
on the products.
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TONE OF VOICE
FORMAL — . INFORMAL
PROMOTIONAL N " SPONTANEOQUS
REFINED = | ' COLORFUL
INFORMATIVE H ' RECREATIONAL
SERIOUS | - CHEERFUL

EVERYDAY | B - EXTREME




WEBSITE UX ANALYSIS Credible: The website was designed with theTy p (0 I ogyo

objective of conveying a simple and pure image. PARIS
The reminder of nature through light, brown and

Valuable: Typology's value proposition is .
eauabe: 1Pl Prop green colors is present throughout the site. All

to enable consumers to use products that

images and illustrations are clean and the font of

are good for them and th\SEEEIIEEIEES the site refers to the typography of typewriters
Credible SrEPy ST '

affordable prices.

Desirable: Anyone wishing to buy nature-
friendly products at low prices would like to

Useful: Organic cosmetics are useful.
They allow you to apply make-u

yETOW YOu To Py 1 Useful
while respecting nature and the health
of the user. These products are more

buy one of our products. The "power of
organic" is an important factor in the

and more sought after nowadays market today.

Valuable

Accessible: The accessibility of the site is
quite good. The products can not be

Ji\(olot-03410) [0 confused with their color because only the
name changes. It does not irritate the eyes

Findable: On our site, the products are
classified by categories of care. This allows users .

yeos . Findable
to choose a product according to the need they

g sing some pages, and is easy to use. Finally, the mobile version

such as a button redirecting to the blog. is working perfectly
We don't have an automatic reader for the

visually impaired, but this could be an idea
Usable: Organic cosmetics are used in the

same way as any other cosmetic. Typology
often posts tips on how to use and apply its
products.

for the future.
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CUSTOMER REVIEW ON WEBSITE

€ C @ typology.com * @

*okokok ok

succeed in encouraging customer to 16:!-69 avis cinq
review their products. étoiles.

get hundreds of reviews for each S bats s o ot o RT3
product on our website e

mostly positive on how simple their

products’ ingredients are yet

efficient.

VOIR TOUS LES AVIS



" want to consume better but
without spending a fortune *

Work Comn N at
Family: Married wit
Location: Paris

Character: Archetype

Personality
Introvert Extrovert
=
Analytical Creative
o

Loyal Fickle
=

Active Passive

Goals

- Living a more ethical life
- Save money

- Consume better and less
- Bevegan

Frustrations

+ Julia has a limited budget but everything organic is also very
expensive

« She has little time to shop and is not attached to any particular
brand

Bio

Originally from Essonne, where she lived in a bungalow with her
parents, Julia graduated with honors. After a bachelor's degree
in marketing and communication in Paris, Julia started her career
as an executive assistant and then as a communication assistant
She has been in a couple for 7 years with Alexandre and has two
children. She pays more and more attention to her health and
the health of her children. She prefers organic and
environmentally friendly products. She goes to work by bicycle

Motivation

Price

Health

Accessibility

Innovation

Preferred Channels

Online press

Blog Media

Instagram

&
s
c
o
@

Typology.

PARIS

CUSTOMER
PERSONAS

HERE PRESENTS
OUR CUSTOMERS
PROFILE IN
AVERAGE



Retention: Typo I OgY'
CUSTOMER jOURN EY - Receive newsletters PARIS

regularly and discover new
Conversion: offers

-  Read  product
reviews and opinions
about our brand on

- Follow social media posts
to get more insights into our

products
Awareness: website and social
1 Q
- Reach our brand media
from online ads - Create a customer
- Get recommended account

by friends

, . Advocacy:
Consideration: Purchase: Recommenduenn
- Visit Typology website 2 - Undergo ‘ 6 roducts to finms
-Implement the skincare routine payment process >

- Make regularly

diagnosis on our website and leave
purchase

email address
- Compare with other brands
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l1l. EVALUATION OF OUR
STRATEGY



OUR DIGITAL MARKETING STRATEGY

|.« ORGANICS » IMAGE

Our brand connects all the digital

activities with the "natural",

"organic" theme as our products:

website colors, images,
publications, press articles,
emails...

4. TRANSPARENCY

The  transparency of  our

compositions is one of our
major assets. We share with our
customers the full ingredients list
of our on all

products our

networks and website.

2.BUILD OFA
COMMUNITY

We try to be as close as possible
to our consumers by multiplying
digital interactions. We want to
build a loyal and close-knit
community.

5. PRESS
ACKNOWLEDGEMENT

We rely heavily on the press to
make ourselves known. It is our
main source of publicity. It also
brings us natural

thanks to backlinks.

referencing
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3.SOCIAL NETWORKS

We targeted the social network that our
customers use the most and where we can be
most responsive: Instagram. We post as often
as possible, to introduce new products, or give
tips on how to use them. We also post some

influencer’s videos on our social page.

6. COMMUNICATIONS

We communicate a lot with our customers,
through the website, emails, newsletters
and the Instagram community. We answer
questions and give feedback. Our goal is to
build
We have also a blog connected to our Pinterest

inform, educate and loyalty.

page and our newsletters
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