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When considered as an Art form, Makeup can be a powerful and formidable tool. It’s a medium which can be used to instil confidence, accentuate one’s natural beauty, or become a colourful means of self-expression and appreciation. Therefore, as a creative person who finds value in the therapeutic release that comes with using makeup, I am intrigued as to how cosmetic brands utilise/present these affirmations and empowerments through the design of their branding.  This proposal for my dissertation will investigate the meaning of three keywords: Cosmetics, Branding and Packaging Design within the context and relevance of Graphic Design. With profound research, along with supporting perspectives from philosophers and theorists, I believe these keywords will act as a catalyst towards my understanding and all the while, forming a question for my independent inquiry.

Cosmetics

The word 'cosmetic' dates back to the 17th century, deriving from an Ancient Greek term meaning "the art of dress and ornament" and was further modified into a Latin form to mean "the art of beautifying, art of anointing or decorating the human body" (Harper, n.d.). However, the semantics of this word steadily changed throughout the centuries, with the connotations closely aligning to "masking, concealing and camouflaging" as it was believed that "true beauty originates from the inner being and could not be created externally" (Lall et ak, 2020: 1). 

The act of using cosmetics or 'makeup' is "as old as, perhaps older than, civilization" (Porta, 2018). Ancient Egyptians are said to be the earliest historical civilisation to use cosmetics- and the vessels which held their cosmetics were monumental to them. Constructed to conceal their cosmetic essentials for the afterlife, these boxes, or packaging, were carved out of different materials and were sometimes inlaid with semi-precious stones (El-Kilany and Raoof, 2017: p.1-2). Nevertheless, while cosmetics were a valued funerary keepsake for the Egyptians, not all civilisations considered them so highly. Seen in the Socratic dialogue Gorgias, written by the Athenian philosopher Plato (lived c. 429 – c. 347 BCE), Socrates condemns rhetoric as a dishonest pretence. In section 465b, as a tool for comparison, he denounces cosmetics as a dishonest impersonation of physical fitness- he labels it as "[...] villainous, deceptive, low-born, and slavish". Socrates argues that cosmetics deceive men by tricking them with 'foreign' beauty instead of natural beauty found through exercise (McDaniel, 2021).

This equivocation between disdain and admiration for makeup continued throughout the centuries. For example, The Victorians did not like prominent makeup; a young Queen Victoria believed makeup appertained to Actresses and prostitutes. Simultaneously, skin pigmentation, such as freckles and blemishes, was deemed shameful. Clear faces, bright eyes, and tinted lips were desirable when considered natural; therefore, driven by the societal and economic benefits associated with makeup, it bought, hidden, and worn in secret. However, in the Edwardian era, a mere few years later, the popularity of cosmetics surged as magazines printed makeup adverts and skincare advice- but women would still buy their makeup discreetly. (Preston Park Museum and Grounds, n.d.) During this period in the modern era, specifically from the 19th century to the mid-20th century, graphic design aesthetics flourished through advertising in newspapers and magazines. Inspired by movements like Art Nouveau, Bauhaus, and Swiss Style, functionalism and simplicity in design were replete. Designers favoured a minimalistic approach to visual communication, reflecting objectivity, seriousness, precise structure, and reason (Kusumandyoko and Ardani, 2023). However, advertising, including cosmetic advertising, got increasingly entwined with social and political problems, such as sexism.
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Figure 1 depicts an anti-wrinkle advert from a newspaper in 1951, in which Dorothy Gray Salon encourages women over 30 to purchase their creams to rescue their youthful complexions- and the love of their uninterested husbands. This advert plays upon double standards and nurtures the idea that men can age- but women should not. During the 50's, "advertising in women's magazines, perpetuated the denigration of women" (Catalano, 2002). 
One of the many sexist stereotypes amongst adverts in the 50s, according to Alice Courtney and Sarah Wernick Lockeretz, was that "Men regard women primarily as sexual objects; they are not interested in women as people" (1971). This ignominious statement is visualised in Figure 1 by the concept that their husbands will only be interested if they look 'youthful', and the 'ideal' beauty is about pleasing the opposite sex.
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Description automatically generated with medium confidence]Whilst the 1960s feminist movement presented a new era of change, sexism was and still can be a prevailing problem within advertising (Croud, 2020). However, as the years have progressed, companies have started comprehending the importance of depicting women as independent, strong individuals whose lives do not revolve around men. "Advertising is no longer overtly misogynistic" (Fisher, 2022).Figure 2: Rare Beauty Advertising, n.d. 


This postmodern appreciation of women and makeup has allowed individuals to express their personalities and emotions creatively through colours and application techniques. It is no longer just a beautification tool but a medium to channel confidence (Kusumadinat, Chaniago, and Hasbiyah, 2024). As seen in Figure 2, the Rare Beauty brand, created by Selena Gomez in 2019, is about "celebrating who you are and what makes you different" (ARNSTADT, n.d.). The makeup shades, advertising, and packaging, made explicitly with accessibility in mind, all contain diversity and inclusivity. Cosmetic advertising has become a means of promoting individuality and freedom.  

Branding

In today's densely crowded and competitive market, a brand's visual identity is a key differentiator. Companies continuously aim to become irreplaceable, conspicuous, and dependable in hopes of forming a robust, perpetual relationship with their consumers. A company's branding is a disciplined process that strengthens these intentions, allowing customers to perceive success, thus creating loyalty and trust (Wheeler, 2013). According to the Cambridge Dictionary (2024), the definition of branding is as follows: "the activity of connecting a product with a particular name, symbol, etc. or with particular features or ideas, in order to make people recognize and want to buy it." It is within this process where a Graphic Designer is at their most beneficial to a brand- as stated by Davis and Baldwin in their book More Than a Name: An Introduction to Branding (2005, p.8), "Brands and branding have always been hugely influenced by Graphic Designers. The visual interpretation and translation of brands to an audience is a fundamental element of branding." Davis and Baldwin further argue that a Graphic Designer's knowledge of an attractive identity has the ability to express and emote brand values, and a failure to comprehend this role will "ultimately undersell the brand." 

[image: Brand Archetypes: The Definitive Guide [36 Examples]]Davis and Baldwin's encapsulation of branding and the idea that successful, 'attractive' branding must be designed with prior knowledge of a company's ethos enticed me into looking at content strategies for branding. It led me to wonder: how does the visualisation of a brand’s personality and purpose ultimately result in a specific audience? This interest was how I came across the theory of 'Brand Archetypes' originally devised by Swiss Psychologist Carl Jung in 1919 and later developed by author Carol S. Pearson and brand strategist Margaret Mark in their book The Hero and the Outlaw (2001). These academics' notion that archetypal marketing was once "an interesting bonus to effective marketing [but] is now a prerequisite" (p.8), and this can also be supported by Douglas Holt when he states that an iconic brand should "provide extraordinary identity value because they address the collective anxieties and desires" (2004, p.6). This argument inaugurates the idea that customers will naturally be drawn to stories and personalities that mirror their desires and aspirations, therefore, a company should align its personality with its brand identity to attract its niche target audience. The notion of stories and archetypes can also be seen within Joseph Campbell's Monomyth called The Hero's Journey (1949), whose framework inspired author Donald Miller to adapt the concept into a marketing context, creating the 'Storybrand.' Both theories follow a similar context- Campbell proclaimed, "The hero faces challenges, seeks guidance, and ultimately transforms. Miller adapts this into a marketing context, urging businesses to cast their customers as the heroes and position themselves as the guide" (Results and Co, 2023). These concepts enforce how it is subsequently the Company's and Graphic Designer's job as the 'guides' to portray the brand's traits, using archetypal recurring symbols, brand logos, and other tangible symbols (Campbell, 1949; Roberts, 2010). Designers must adapt the brand visuals, colours, typography, and images to visually represent this personality to create successful, 'attractive' branding. This idea introduces semiotics within branding, which will be examined later in this proposal. Figure 3: Brand Archetypes, 2018.


These concepts and strategies can be applied to Cosmetic branding, a market predicted to reach 758 billion USD by 2025 (Statista, 2024). Cosmetics have become an essential in women's daily routines as they continue to relentlessly follow trends to establish that they belong to a high social class group (Mobil et al., 2019; Kapefer, 2012). Through the branding of the makeup company NARS, designed by the creative director and designer Fabien Baron in 1994, we can understand how a longstanding cosmetic brand has managed not only to survive but thrive through the use of these strategies. 

Within the NARS Brand Film, founder François Nars is quoted saying: "We are not afraid to be a bit different"; "Rules are boring" (NARS Cosmetics, 2020). In an interview, he states his makeup philosophy is "allowing the skin to show through" and bringing "transparency to complexion" (Latest in Beauty, 2019). These statements can be linked to the 'The Lover' [image: A group of black boxes with white text

Description automatically generated]archetype, as value promoting self-love while encouraging customers to be themselves.  (Jadhav, 2019). Understanding this archetype, Baren describes NARS' identity using a concoction of adjectives: bold, audacious, liberating, and empowering (Baren-Baren, n.d.). He understands the brand's need for boldness by stating that it should not be like other cosmetic brands, which have little logos that are very pretty, well-written, and positioned- the logo should be significant and blasted on the packaging, as seen in figure 2. He then suggests that Nars had the same idea through the names of product colours- they were both aiming to break the rules and be less precious, and he believes this was done successfully through branding (models.com, 2018).Figure 4: NARS Packaging, 2018.


Packaging Design

Packaging design is the process of designing and developing a container (pack-age) to contain, protect, transport, dispense, store, identify, and promote a product (Klimchuk and Krasovec, 2018, cited in Srivastava et al., 2022). This definition elucidates how a designer's role within the Packaging process is crucial. Designs must be attractive whilst based on consumers' preferences; they must persuade and stimulate purchasing behaviour and, at the same time, serve as a brand communication vehicle (Srivastava et al., 2022; Mohamed, Romo, and Medina, 2018). And when it comes to cosmetics, these objectives are augmented. 

A cosmetic store is a place of sensory stimuli; therefore, innovative and aesthetically pleasing packaging has a "high propensity of attracting a first-time buyer of a beauty product who has no prior contact of the product" (Adofo, 2014: p.14). This argument is strengthened by Kauppinen-Räisänen when he explains, "70% of all brand decisions are made in-store, even if consumers enter the store with the intention of buying certain products" (2014). Gelici-Zeko et al. suggest in their study that "the importance of communicating appropriate product and brand signals on the packaging is considerable as well as achieving the level of visual stand out" (2012). They later say that packaging generates expectations about products, emerging from design cues such as colours, words, symbols, materials, shapes, and images. Thus, indications on packaging may carry "specific semiotic significance." 

Semiotics theory, developed simultaneously by philosopher Charles S. Peirce and linguist Ferdinand de Saussure, provides a framework for understanding how humans study signs and sign processes in culture and nature (Nöth, 2018). While language is a dominant means of communication, humans coincidently converse by several nonverbal means: gestures, facial expressions, clothing, accents, and hairstyles to complete information release, convey, and receive. A human's five senses are instrumental in the symbolisation of 'things' and are labelled the symbol makers and receivers (Wu et al., 2009). And whilst interpersonal communication can be recognised in human society, so can it be perceived in design. Packaging design uses a variety of performance factors, as mentioned earlier by Gelici-Zeko et al. (2012)- "these factors form a 'language', which is a common symbol to express the semantics of goods" (Wu et al., 2009). Through this concept of language for design, "the release, transmission and reception of goods information can be completed" (Wu et al., 2009). Consequently, when a designer understands the semiotics of objects, communicating a product's intended messages and purpose through packaging will be more effective, augmenting the product's brand, identity, and marketability "while avoiding potential design flaws or misinterpretations" (Edwin, 2023). This is reinforced by the results of Mohamed, Romo, and Medina's questionnaire, where they discovered that "88.37% said that they could differentiate products depending only on their packaging designs", and additionally "[…] the majority of the respondents confirmed their ability to identify the brand, using only the packaging design (2018). Ergo, Packaging "is not merely a protective casing or a container, but a silent ambassador, whispering the brand's story into the consumer's consciousness" (PackMojo, 2023).
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Description automatically generated]To further understand the impact of visual mnemonics within cosmetic packaging design, we can look into the makeup brand MAC Cosmetics, seen in Figure 3. MAC was launched in 1984 in Canada by makeup artist and photographer Frank Toskan and beauty salon owner Frank Angelo. The duo created their first lipstick in the kitchen of Angelo's salon- packaged adroitly in black, sleek pots, it was pertinently presenting the luxurious brand to their high-fashion clientele (Fashionabc, 2023; Kleimenova, 2015). And even as the company prospered and its target audience widened, the branding and packaging did not falter.Figure 5: MAC Cosmetics Packaging, 2024.

To fully understand MAC's branding, we can look at Figure 4: a Brand Identity Prism, a model developed by Jean-Noël Kapferer in 1996 that Academic Olga Kleimenova has adapted to investigate MAC branding (2015). 
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In an interview, MAC's creative director, Drew Elliot, stated, "Our approach to packaging is to keep the elements you love from MAC, the colour codes and the ease of use while bringing modernity". "The packaging was historically made for ease of use for professional artists" (2023). Its heavy use of black in the packaging connotates modernity, whilst the white logo shows openness- "it tells about the professional level of cosmetics and shows that the company focuses more on what is inside the package, not outside" (Kleimenova, 2015). This also aligns with their slogan 'All ages, all races and all sexes', the idea that it doesn't matter what you look like; makeup is a means of creative expression.Figure 6: MAC Brand Identity Prism, 2015.


These keywords have been instrumental in my understanding of cosmetic branding. Through 'Cosmetics', I learned the historical opinions of makeup and how astronomical the impact of advertising has been in promoting a brand's perspective and values. This led me to investigate the postmodern marketing strategies and psychologies behind 'branding' and how Graphic designers can use these to their advantage. The mention of semiotics within branding directed me to research visual elements' influence on cosmetic 'packaging' and how they align with consumer buying intentions. Each keyword, along with the supporting theories and artworks, allowed me to intricately dissect the value of Graphic Design in the branding industry through different mediums. Concurrently, they guided me to explore the significance of branding from an analytical, psychological perspective and discover how visual messages can have a more effective result than words on consumers when used correctly. This proposal has only skimmed the vast amount of research into cosmetic branding. This acknowledgement has, therefore, intrigued me to question what further design implements could be applied to enhance branding and how important it has become to target all genders and sexes interested in the art of makeup. 
The sub-questions raised were 'How can we use marketing strategies and visual elements to elevate a cosmetic brand, broadening the audience and not solely focusing on females?' and 'In a society where diversity and inclusivity are vital, why are cosmetic brands not including males as a conceivable target audience? How does this affect the designer's role?' 
Consequently, based on these ideas, my proposed question for the Independent Project will be, 'How can a graphic designer make a cosmetic brand more prosperous and inclusive?' A possible practice-based project could be designing branding that fits all genders and sexes by studying psychological marketing strategies and the principles of design elements.
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Does Your Husband Look Younger than You do?

You may side-step the tragedy
that overtakes so many wives . ..

Glance about nmon§ your friends. How many
of the wives look older than their years. . .and
tragically older than their husbands?

Unfair though it may be, the tiny lines, the
trace of wrinkles, the loss of skin tone and
color, matter very little in the measure of a
man’s attractiveness . . . but they can make a
heart-breaking difference in a woman'’s,

Yet thousands of women over thirty have
learned to stop living by the calendar. They
have found a way to deny the years . . . to
combine the poise of maturity with a fresher,
radiantly confident younger look. Their secret
lies in the daily use of a famous cream—

Dorothy Gray Cellogen Cream. And it can
help you side-step the tragedy of the middle
years.

A natural way to
look younger after 30

Noted specialists have
proved that estrogenic
hormones applied to the
skin can help women
M look younger. And the
CRRRL A o tnes in Cellogen
Cream are natural substances, working in the
most natural way in the world to counteract
the effects of the gradual loss of your own
beautifying hormones. They literally get
under your skin . . . work from beneath to
“plump up” dismaying lines and wrinkles, give
skin a softer, fresher, truly younger look.
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Happy results reported by women every-
where. Thousands have written gratefully to
Dorothy Gray, reporting actua% results of
Cellogen Cream. Here is a typical comment:
“After using one jar of Cellogen Cream, my
skin appeared much softer and smoother, the
lines were less noticeable . . . my complexion
appeared much more youthful and supple.”

CELLOGEN CREAM. Every ounce
contains 10,000 International
Units of natural estrogenic hor-
mones. Smooth Cellogen Cream
r face faithfully every
on overnight when
soon you'll see re-
ed in your own mirror
- .. and in your husband’s look
of renewed interest.

$3.50 and $5.00 plus tax.

DOROTHY GRAY SALON

CELLOGEN LOTION . . . companion to
Cellogen Cream, with the same active
hormone ingredient. Smooth over
neck, hands, elbows; use as a powder
base for effective 24-hour treatment.

$5.00 plus tax.

HORMONE HAND CREAM. A silky van-
ishing cream containing both hor-
mones and emollients . . . ideal
for telltale hands. Use daily.

$2.00 plus tax.

445 Park Avenue, New York 22, New York
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Visit the Dorothy Gray Salon and let our salon experts demonstrate the famous Dorothy Gray beauty methods. Or call PLaza 5-6110 for an appointment.
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