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Pump PR is a Digital Agency consisting of members from Group 5 

(‘Grwp Pump’) of the Digital Communications Management Module. 

Our client was Aurora, a hair and beauty business located two and a 

half miles north of Cardiff. Originally founded in 2005 by retired nurse, 

Marcia Bennet, the company’s roots lie in in holistic treatments such as 

massage, however began to transition into hair and beauty when 

Marcia’s daughter, Jaimee-Lee, joined the team, bringing with her a 

knowledge of the margins in the beauty industry from her work as a 

web designer for such clients. In 2015, Marcia retired, and Jaimee-Lee 

took over Aurora along with business partner, Kirsty Denver, from which 

point it grew dramatically. Our brief was to launch a campaign that 

articulated the brand’s progression into hair and beauty, as well as 

promote their expanding premises, range of services and the launch of 

their own cosmetics range, Attraxion. 

 

Research 

To learn more about Aurora, we began by interviewing our client, 

Jaimee-Lee Bennett. We also interviewed lead beautician, Kirsty 

Denver, after learning the co-director had had a significant impact 

since joining the team and was the entrepreneur behind their new 

cosmetics range. Both Jaimee and Kirsty believed the USP of Aurora 

was the beauticians; the bonds they formed between themselves and 

their clients made for a friendly, relaxing environment which 

complemented their services well. The clients also felt Aurora had little 

competition as their holistic background distinguished them from other 

beauty salons in the area, however they wanted to move away from 

this aspect and develop their beauty care services. In the process of 

this development, they had gained several more service stations, 

expanded the premises and launched their own brand, Attraxion, and 

wanted to promote these changes and bring in more clients. 

 

Audience 

After learning about our clients and their business, our next step was to 

learn about the market. Aurora’s current clientele were aged between 

20 and 40; though most of their clients were women, they had noticed 

in increase in male users. The clients were aware they were in proximity 

to several student areas and wanted to appeal to younger markets 

too, predominantly those aged 18-25. To better understand both these 



markets, we created a questionnaire and conducted it in proximity to 

other beauty salons to determine the characteristics of attendees. 

Most of the audience were students and homemakers who rated their 

appearance as a high priority. They visited beauty salons at least once 

a month, which were rarely more than two miles away, and preferred 

to go by themselves. The majority of the audience went to beauty 

salons for manicures and haircuts, and were most likely to use Aurora’s 

massage service, followed by brow and lash treatments, for which they 

were willing to spend between between £100-£300. Audiences mainly 

used Facebook and Instagram to obtain information about beauty 

salons and discounts. Google was the main search engine used by the 

audience to get information about beauty salons: location, price, 

service, etc. Official salon websites were also used in conjunction. 

According to our survey, 55% of participants would routinely return to 

the same salon for a service i.e. were ‘regulars’. In order of most 

influential, the audience's repeat visits to a beauty salon were due to 

the following: good service, reasonable price, high quality, 

comfortable environment, previous experience and close proximity.  

 

Strategies & Tactics 

In planning our three-week campaign for Aurora, we aimed to create 

entertaining content for existing clients, and engaging content for 

potential clients, informing them on Aurora’s selling points, their 

Attraxion brand and other services offered. Aurora possessed platforms 

on Facebook, Instagram and Twitter, as well as a website through 

which you could subscribe to their newsletter. They did have a 

Snapchat, however this was made to reserve the @aurora_cardiff 

username, and currently had no followers. As our research suggested 

the audiences we were targeting mainly used Facebook and 

Instagram, these were the social media channels we focussed on, 

however we coupled the Twitter with the Facebook in order to ensure it 

was up-to-date for future usage, and varied our usage of Instagram 

between posts, stories and IGTV to keep presenting content in new 

ways. Each week saw around 2-3 posts on each social media channel, 

typically linked to the blog that was going out that week. We decided 

to release a series of blogs as opposed to newsletters, as it not only 

allowed us to focus and promote individual services more 

emphatically, but we could more closely monitor engagement and 



reach. The team created 21 blogs, of which, 6 were planned to be 

published during the campaign, and the rest were used either as 

insurance for if a certain theme or topic arose during the campaign, or 

by Aurora for the future. Our campaign was themed around a ‘Spring 

Makeover’, taking advantage of seasonal trends to help clients 

blossom. We called this campaign Aurora Bloom, coining a hashtag of 

the same name to communicate the content we had created and 

examine our campaign’s reach. We also liaised with our clients actively 

throughout the campaign, to ensure the success of our social media 

activity was reflected in their sales. The Aurora Bloom Campaign was 

launched in time for the Easter Holidays.  

 

Content Creation 

When it came to creating content, we had to ensure it took 

advantage of current trends in order to gain popularity, whilst 

maintaining relevancy to Aurora and their services. To do this, we 

looked at Google Trends surrounding Aurora’s main categories of 

service: 

• Lashes 

• Brows 

• Hair Extensions 

• Tanning 

• Nails 

• Skin Treatments 

• Hair Removal 

• Male Beauty Treatments 

By doing this, we could use Search Engine Optimisation to guide users 

to the microsite. For example, as ‘waxing pain’ was a related query to 

‘Hair Removal’, when the beard threading was reviewed, we knew to 

address the potential discomfort and put an emphasis on how to 

manage it. As ‘on-fleek’ was a term used to described good brows 

and lashes, we used #onfleek with every Instagram post following a 

brow or lash treatment. We also gave each week of the campaign a 

sub-theme, so it still acquiesced with our overall campaign, yet took 

advantage of a new trend every time. 

 

 

 



Execution 

Week 1: Get hands-on this Spring 

Our theme for Week 1 doubled up as a call to action, asking people to 

look at their own personal Spring Clean and participate. As our market 

research indicated participatory content such as quizzes and 

competitions were popular among our target audience, we began 

with our ‘Egg-spress Yourself’ Competition, which garnered initial 

participation, mostly through Instagram and Facebook. The rest of the 

week focused on hand and nail care, as well as nail polish trends for 

Spring, acting like a reward for those who had engaged with the 

competition or theme. 

 

Week 2: Have your Bro-Bloom 

As aforementioned, Aurora had noticed an increase in their male 

clientele. Subsequently, we decided to do a week where we focused 

on addressing the stigma around male beauty treatments, inviting men 

to have their own ‘Bro-Bloom’ and challenge the stigma. As tanning 

was a treatment commonly asked for by both men and women, we 

decided this would be the week to announce the first product in 

Aurora’s own range, Attraxion. From our research, we found that 

tangibility was a big selling factor in beauty treatments and wanted to 

find a way to utilise this in a digital format. Both the treatments focused 

on this week – the very manly beard threading and the spray tan – 

were sampled by members of the team, who then provided reviews 

via blog and IGTV. The audiences’ ability to relate to those featured 

also made these particularly successful campaign elements. 

 

Week 3: Shed your Winter Skin 

The final week focused on skin treatments. Many of the skin treatments 

provided by Aurora used high-quality tools and ingredients e.g. a 24k 

gold face mask, chemical peel using fruit acids etc. Whilst this was a 

selling point, some of the terminology used was hard to understand 

and sounded particularly invasive, therefore we tried to take a more 

descriptive angle on the topics, by portraying it as “a shedding of 

winter skin” or “a butterfly emerging from its cocoon”. To negate the 

less comfortable elements of some of the hair removal treatments 

discussed in the previous week, we also looked at hair and lash 

extensions. On our penultimate day, we featured the ‘My-Lashes; What 



kind of Eyelash Extensions are you?’ quiz to drive numbers, which, when 

launched on Instagram, did 95% better than other posts.  

 

Though our content and launch dates were pre-planned, the 

timetable was reorganized throughout the campaign in response to 

audience numbers or current events. In addition, the team in salon also 

posted the results of treatments done that day. Though there were 

concerns this would clash with our social media timetable, it seemed to 

be effective as it ensured a mix of supportive topics and current 

events. Aurora had developed a layout on their Instagram, whereby 

after every two images, the logo was posted, creating a column of 

logos on their profile. Whilst this did little in terms of promotion, we were 

able to use these posts to section themes of the week.  

 

 

Evaluation 

Throughout the campaign, we monitored numbers on each of our 

platforms including the microsite to determine the effect we were 

having on the Aurora brand, and what components were most 

effective. On Facebook, we averaged a ratio of seven organic views 

to four paid ones, due to which we saw a steady increase in the 

number of followers. Instagram saw the most notable success, with 619 

accounts reached and 231 actions taken. IG posts reached a high of 

around 800 impressions, with others averaging between 300 and 500. 

Twitter reached almost 9000 impressions overall and 295 profile visits, 

making for much better usage in future. Finally, the microsite reached 

720 views and almost 300 visitors during the campaign.  

 

Our client was extremely pleased with the Aurora Bloom campaign. 

They witnessed an increase in sales that correlated with the campaign 

and received much positive feedback from customers about the 

online content when they came into the salon. The team liaisons 

contacted both Jaimee and Kirsty to thank them for the opportunity to 

work with them and have since discussed a contract for future work. 

 


