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THE RISE OF 
BEAUTY TO SHARE

THE LAURA GELLER CASE STUDY

THE CHALLENGE

THE STRATEGY

Laura Geller is a cosmetics brand created and 
launched on QVC over 20 years ago by Laura Geller, 
the famous make up artist. In 2014, the challenge was 
to make the Brand more relevant and modern while 
re-enforcing its DNA, to define a clear and strong role 
for Laura herself, and present the brand in a way that 
allows for important growth in dif ferent markets and 
distribution channels. The Agency could intervene  
on all aspects of the Brand including packaging.  
Two years of important growth later, and after a most  
successful collaboration with Elana Drell Szyfer,  
Laura Geller New York’s CEO and her team, the Brand’s 
great potential was clear to everyone.

Expertise is no longer communicated to the consumers  
through the authority of a Brand or even its ambassadors 
but mainly through peer influence. Beauty is now 
a “hobby”, consumers change their looks many 
times a day and social media, selfies etc. push 
them to be in constant representat ion mode. 
Beauty brands must adapt their offer to this new  
lifestyle (textures, tools, techniques, colors etc.). 
Laura Geller did not only adapt but anticipated these 
changes. This gave rise to the concept of Beauty to 
Share, the brand’s new motto, completely in line with its 
DNA but also building a totally new Brand experience.

The most familiar way to come  
together and share, is often  
around a table. So the table  
became the brand’s symbol. PRIMARY PRODUCT DESIGN

All touchpoints have been renewed from the Brand 
symbols to the role of Laura herself. For example:
- The most familiar way to come together and share, 
is often around a table. So the table became the 
brand’s symbol and women, with or without Laura, 
share their beauty secrets gathered around it.



Laura, always driven by the belief that beauty is 
for everyone and should be a pleasure, shared her 
tips around the table too. Inspired by the process 
of cookbooks ‘Laura’s t ips’ became a special  
feature of the Brand, with its own special logo. As  
a result, the Brand Laura Geller - as an institution of 
“Beauty to Share”– and Laura herself each had their 
own voice avoiding any confusion for the consumer.

The textures: We established the photographic and 
styling code for all products with a gourmet culinary 
approach. This way the connection to cookbooks 
as well as the Brand’s casual, non-intimidating 
philosophy towards makeup was further established. 
The textures appear across all secondary packaging 
as well as across all branding, website and collateral.   

A culinary approach: Laura is now established as  
a beauty chef who instructs in an easy, comprehensive 
and non-intimidating way how to get the look, which 
tools to use, how long it will take and what the steps and  
process are to achieve it. An inviting, inventive and 
creative way to come together, learn, practice, make 
a mess and satisfy all beauty cravings.

INTRODUCING OUR

iconic baked sculpting lipstick
VIBRANT COLOR • ALL-DAY WEAR • CONDITIONS AS IT COATS 

BITE INTO DELICIOUS COLOR

LIP STRIP SMOOTHING SUGAR SCRUB $16    SUPREME LIP SPACKLE $23    ICONIC BAKED SCULPTING LIPSTICK $21

New York became a part of the signature, not  
only because it is the origin of the brand but also 
because it represents the true philosophy of Laura 
Geller: cosmopolitan, active, international, with 
inspirations from the best places of the world, street 
smart and colorful.

MAIN LOGO LG PERSONAL LOGO

THE STRATEGY

BRANDING AND COLLATERAL

We established the photographic 
and styling code for all products 
with a gourmet culinary approach.



WALLPAPER PATTERNS

LIMITED EDITION KITSEYESHADOW KIT

QVC SET DESIGN

ULTA GONDOLA DESIGN

THE CREATIONS

Tone of voice: We expertly defined the Brand’s tone 
of voice in order to capture Laura Geller ’s authentic, 
approachable essence and sharing spirit along with  
authority and expertise. The result was a celebration 
of women and beauty–those who create it, love it, 
style it, enjoy it, and everything in between–as also 
best captured by the tagline “Beauty to Share”. 

Design: We created a unique branding and packaging 
identity for Laura Geller to express the Brand’s fresh 
femininity. Sleek and modern typography was paired 
with handwriting to indicate the brand’s message. The 
bold design of the Brand visual codes was creatively 
and inventively applied across al l categories: logo, 
branding, collateral, primary and secondary packag-
ing, advertising, POS signage, web, digital and social,  
limited editions, kits, retail space and events.

Results: The brand not only raised its consumer 
awareness across all of its channels but it also  
increased its demand and popularity. We saw double 
digit growth since Air Paris joined us as the strategic 
and creative partners. Elana Drell-Szyfer, CEO.

QVC VS Retail: We brought strong synergy between 
the Brand’s two main channels of distribution, while 
maintaining strong consistency, philosophy and 
aesthetics. QVC strategically remained Laura’s main 
platform while retail assumed a more formal voice and 
the web married the two beautifully. QVC set design, 
styling, hair & makeup, thematic kits and limited edition 
collections also received the same kind of treatment 
for a tremendously cohesive and on-brand result.

It was crucial to find the right  
creative partner for us. Results 
have been phenomenal; the 
brand has seen double digit 
growth ever since Air Paris took 
on the task. ELANA DRELL-SZYFER, CEO.



PACKAGE DESIGNS DIGITAL ADVERTISING

LIMITED EDITION KITS

THE CREATIONS

Today, exper t ise is no longer 
communicated to the consumers 
through the authority of a Brand 
or even i ts ambassadors but 
mainly through peer inf luence.

VIDEOS: HOW TO, MAKING OF, TUTORIALS, CAMPAIGN, BTS
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