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Jurlique

Edit profile

631
posts followers following

28K 217

The most radiant skin, the most natural 
ingredients.
jurlique.com

19:33Company

Jurlique
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Capture more close up shots of the influencers, this time looking 
at the ground then moving their eyes to the camera.

Capture a range of close ups shots of our influencer’s faces as 
they are being photographed.

Shoot our influencers from their perspective. Shoot our influencers from the photographer's perspective.

Showcase product set up around the shoot.Candid shots of the women interacting with each other on set.

We open on a sequence of shots of our Influencers arriving at 
Beta Bar. 

Cut to a sequence of close up shots of our influencers interacting 
with our Beauty Experts. We capture this exchange from a 
number of angles, mostly shot in close up.

We capture a range of shots of the women testing product –
trying it on their hands, playing with the packaging etc. 

We cut to multiple shots of the influencers inspecting their skin in 
a mirror, capturing a range of different expressions.

Cut to an establishing shot of the photography stations. Optional 
to shoot a time-lapse sequence here too. 

We also capture shots of women holding the product with 
packaging in shot.

End on a product range shot End frameClose ups of botanicals.

Jurlique
-

Experience Radiance

OVERVIEW

Aim is to capture as much memorable and useful content  
of our influencers as possible.

Focusing on our two hero influencers, Jacquie and Georgie,  
as content involving them will be used to form social content 
throughout the entire year.  

We need to make sure we’re capturing a diverse range  
of shots (stills and moving) of all women, however, making 
sure our look & feel remains consistent.

Shots to feel natural and relaxed, ensuring they align with 
the brand. Let’s try to capture candid content of the girls 
laughing, talking to one another, testing Jurlique products, 
handling products, looking at their skin in the mirror, 
touching/holding flowers etc.

Footage to feel organic – not staged or forced. 
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RESULTS

The video ad achieved +300% of its target sales within 20%  
of its budget.  

Video view rate was 29.05% (25% completion rate).

Assets were also deployed in other markets - Japan,  
UK and HK

VIDEO 60s - https://vimeo.com/300095328

VIDEO 15s - https://vimeo.com/300095044
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https://vimeo.com/300095328 
https://vimeo.com/300095328
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SHOWREEL 2017

Showreel for upcoming campaigns.

ANIMATION - https://vimeo.com/301523968

http://ANIMATION - vimeo.com/301523968
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