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Brooke28She  is  a  graduate  currently  l iv ing  in  Brooklyn

NYC .  She  is  28  and  established  in  her  career

path ,  she  is  creative  in  the  media  industry ,  she

has  a  big  vis ion  for  her  career .  She  is  ‘woke ’  and

a  Natural ista  in  her  heart .   

 

The  NATURAL  HAIR  MOVEMENT  is  what  woke

her  up  and  she  is  unashamedly  black  and

comfortable  mixing  with  people  of  all  races .

She  values  investments  over  short-term  gains

and  understands  the  importance  of  building  for

the  future .   

 

She  supports  black-owned  businesses  where

she  can .  Proud  of  her  appearance  she  is  will ing

to  invest  in  quality  protective  styles  that  f i t  in

with  the  natural  ethos ,  protect  her  hair  and

help  her  slay  on  the  daily .  

 

Once  she  f inds  a  brand  or  a  style  that  she  l ikes

she  will  support  the  company  and  purchase

many  alternative  styles ,  showing  them  off  on

social  media .  She  is  a  natural  brand  advocate .  

She  is  a  trendsetter  and  the  coolest  in  her

fr iendship  group .  She  l ikes  to  stand  out  and

share  her  cool ,  l i f t  and  woke  l i festyle  on  social

media .  
3
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BACKGROUND
A  Pro f e s s i ona l  g radua te

on  a  s t r ong  upward

ca ree r  t r a j e c to r y    

Crea t i v e  o r  Med ia

Indus t r i e s  

No  ch i l d r en  ye t  but

wa i t i ng  t o  s e t t l e  down  t o

have  k id s  a t  the  r i gh t

t ime .

DEMOGRAPHICS
25 -34  age  g roup      

Succe s s fu l  and  dr i v en  

$40 ,000  -  $ 100 ,000 +  

Uppe r  and  midd le -c l a s s

l i f e s t y l e  

US  Eas t  Coas t  C i t i e s  (NY ,

Brook l yn ,  Wi l l i amsbu rg

e t c )  

L i v e s  i n  the i r  own

apa r tment  ( r en ted  o r

owned )  i n  an  a l r eady

e s t ab l i shed  o r  f a s t

upcoming  a rea .  May  l i v e  i n

a  house  sha re  wi th  l i k e -

minded  women  o r  l i v e  wi th

pa r tne r .  

Af r i c an  Amer i can .  Pre t t y ,

coo l  and  a t t r ac t i v e  (and

knows  i t ,  has  the  s e l f i e s  t o

p rove  i t ! )  

SOURCES OF 
INFORMATION

BOOKS :  Af r i c an

Amer i can  Hi s to r y

and  Po l i t i c s    

MAGAZ INE :

Es sence ,  Ebony ,

B lack  Ente rp r i s e  

BLOGS /WEBS ITES :

Es sence ,  Natu ra l

Ha i r  Ru le s ,

Re f i ne r y  29 ,  BET

(B lack

En te r t a i nment

Te l e v i s i on )  

FEST IVAL /EVENTS :

B lack  L i f e  Mat te r

Ma rch ,  Af ro  Punk ,

Es sence  Fe s t ,

Ca rn i va l s    

GURU :  My  Natu ra l

S i s t e r s ,  Naptu ra l 85 ,

Eve r ybody  Hate s

Ange l ,  How  To

B l ack  Ha i r ,  Jazz

N i co l e ,  Boho  Loc s ,

Natu ra l  Cur l y  
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Pas s i ona te  abou t  l ook ing  and  f e e l i ng  the i r

be s t  

Pas s i ona te  abou t  be ing  s een  a s  a  l e ade r  and

the  coo l e s t  wi th in  the i r  f r i endsh ip  g roup  and

pee r s .  

Want  t o  L IVE  THE IR  BEST  L I FE  and  l i v e  a  f u l l

and  i n t e r e s t i ng  l i f e .  

Want  t o  t r a ve l  and  exp lo r e  the  wor ld .  

Be l i e ved  s t r ong l y  i n  pe r sona l  deve l opment

and  the  impo r t ance  o f  bu i ld ing  a  ca ree r ,

bus ine s s  o r  a s se t s  f o r  you r se l f .  

Pas s i ona te  abou t  bu i ld ing  the  b lack

commun i t y .  Want s  t o  move  f o rwa rd .  

Pas s i ona te  abou t  l ook ing  good  on  soc i a l

med i a  

LIFE GOALS, DREAMS AND 
DESIRES

U l t ima te  goa l  i s  t o  l i v e  comfo r t ab l y  and  have

d i sposab l e  i n come .  

Goa l  t o  soon  become  a  homeowne r  i f  they  a ren ’ t

a l r eady  one .    

U l t ima te  goa l  i s  t o  L IVE  THE IR  BEST  L I FE  and

have  l o t s  o f  un ique  expe r i ence s .  

They  have  a  l i v e l y  soc i a l  l i f e  wi th  l o t  o f  f r i ends

on  the  s ame  page  

They  want  t o  be  s een  a s  the  COOL  and

D IFFERENT  B lack  Woman .  (The  new  b lack )  

T ra ve l  –  they  have  a  s t r ong  des i r e  t o  t r a ve l  and

see  the  wor ld  AND  show  i t  o f f  on  soc i a l  med ia .  
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IDENTIFIERS
Someone  wi th  a  s t r ong  s ense  o f  pe r sona l  s t y l e

and  someone  who  t ake s  pr ide  i n  the i r

appea rance  and  s t and ing  ou t .  

They  a re  comp le te l y  so ld  on  the  NATURAL  HAIR

MOVEMENT  and  be l i e ve  tha t  i s  a  move  f o rwa rd

fo r  the  b lack  commun i t y .  

As  a  r e su l t ,  they  a re  PRO  BLACK  and  a re  keen

to  i n ve s t  i n  a  PRO  BLACK  bus ine s s  when  they

can    

A  NATURAL ISTA  o r  someone  who  has  j u s t

begun  the i r  na tu ra l  ha i r  j ou rney      

Someone  who  i s  i n t o  and  use s  soc i a l  med ia

p l a t f o rms  l i k e  I n s t ag ram ,  Facebook ,  YouTube

to  sha re  the i r  l i f e s t y l e .  They  a re  popu l a r  on

the i r  soc i a l  med ia  channe l s .  

HAIR GOALS – PRIMARY GOALS? 
SECONDARY GOALS?

The i r  goa l s  wou ld  be  t o  pro tec t  the i r  na tu ra l  a s

i t  g rows  number  1 .  

They  want  a  s t y l e  tha t  LOOKS  NATURAL  and  f i t s

i n  wi th  the  NATURAL  they  a re  i n  the i r  hea r t .  

They  want  a  s t y l e  tha t  i s  ea s y  main tenance  and

someth ing  tha t  i s  ve r s a t i l e .  

I f  they  f i nd  a  s t y l e  o r  brand  they  l i k e  they  a re

l i k e l y  t o  want  t o  t r y  i t  mul t ip l e  t imes  i n  a  r ange

o f  s t y l e s  and  co lo r s  where  pos s ib l e .  

HAIR 
CHALLENGES

The  pr ima r y

cha l l enges  wou ld

be  f i nd ing  a  s t y l e

tha t  l ook s

na tu ra l ,    

They  a l so  want  a

s t y l e  tha t  i s  COOL

look ing  and  ea s y

to  app l y  

They  don ’ t  mind

spend ing  money

on  the i r  ha i r  but

they  want  t o  be

su re  t o  ge t  va lue

fo r  the i r  money .  

PRO BLACK



WHAT CAN WE DO
We  o f f e r  pro tec t i v e

s t y l e s  FOR  NATURALS

BY  NATURALS  

They  a re  premium

qua l i t y  pro tec t i v e  s t y l e s  

We  prov ide  r e sou r ce s  t o

he lp  them  ge t  the  bes t

ou t  o f  the  produc t    

S te l l a r  Cus tomer

se r v i ce ,  where  we  t r ea t

each  cus tomer  prompt l y

and  wi th  due  ca re  and

a t t en t i on .  Reso l v i ng

i s sue s  ea s i l y  and  g i v i ng

each  cus tomer  a  happy

re su l t .  OVERCOMING THE 
COST OF THE PRODUCT
D i s t r ac t  them  f r om  the  co s t  by

d r i v i ng  them  t o  f o cu s  on  the  qua l i t y

and  na tu ra lne s s  o f  the  produc t ,

pos i t i v e  r e v i ews  and  who ’ s  wea r ing

the  produc t !  

Crea te  a  L I FESTYLE  f o r  the  brand ,  t o

fu r the r  r emove  the  pr i c i ng  f o rm

the i r  minds .  

Encou rage  the  l o ya l t y  s cheme  –

r ewa rd ing  cus tomer s  wi th  d i s coun t s

f o r  pu rchas ing    

I n t r oduc to r y  d i s coun t s  and  l o ya l t y

d i s coun t s .  8

OVERCOMING THE 
PRODUCT LOOKING 

NATURAL
S t rong l y  f o cu s ing  on  r e v i ews

tha t  advoca te  abou t  how

na tu ra l  the  ha i r  l ook s  and  f e e l s  

We  have  a  r ange  tha t  l ook s

na tu ra l  on  a  l o t  o f  d i f f e r en t

peop l e .  

Show  them  d i f f e r en t  ways  t o

i n s t a l l  and  s t y l e  the  produc t  t o

ge t  a  na tu ra l  r e su l t .  

OVERCOMING 
EASY 

APPLICATIONS
I n f l uence r s  tha t

cu s tomer s  a l r eady  t r u s t

t o  show  them  how  t o

app l y  the  produc t    
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REAL QUOTES – ABOUT 
GOALS, CHALLENGES 

ETC.
“ I  want  my  ha i r  t o  g row  and  i t

g rows  bes t  when  bra ided ”  

“ I  want  t o  be  ab l e  t o  l ook  and

fee l  good  wh i l s t  wea r ing  a

p ro tec t i v e  s t y l e ”  

“ I  want  a  has s l e - f r ee

ha i r s t y l e ”  

“ I  want  GOOD  qua l i t y  ha i r

tha t  i s  du rab l e  and  r eu sab l e ”  

“ I  want  ha i r  tha t  i s  ea s y  t o

i n s t a l l  and  i dea l l y  ha i r  tha t

doesn ’ t  t ake  FOREVER  t o

i n s t a l l ”  

COMMON OBJECTION – 
WHY WOULDN’T THEY 
BUY OUR PRODUCTS?

Pr i ce  –  t oo  expens i v e  

Sh ipp ing  and  de l i v e r y

be ing  t oo  l ong  –  t ak ing  t oo

l ong  

D i f f i cu l t y  i n s t a l l i ng  –  I

c an ’ t  do  i t  by  myse l f  
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MARKETING MESSAGE AND ELEVATOR PITCH
“F i r s t  and  f o r emos t ,  we  a re  B lack  Fema le  Owned !  TH IS  SH IT  I S  FOR  US .  

 

Because  o f  th i s ,  we  be l i e ve  we  KNOW  what  peop l e  REALLY  want  f r om  qua l i t y ,  and

na tu ra l  l ook ing  pro tec t i v e  s t y l e s .   

 

We  unde r s t and  how  i t  i s  you  want  t o  FEEL  i n  you r  ex tens i on s  and  we  unde r s t and

wha t  you  want  t o  ge t  ou t  o f  you r  ex tens i on s .   

 

We  unde r s t and  tha t  you  want  you r  ex tens i on s  t o  be  l i gh twe igh t ,  na tu ra l ,  coo l  and

sexy .  We  unde r s t and  tha t  because  tho se  a re  OUR  needs  a s  we l l .  

 

So ,  what  we ’ ve  done  a s  a  r e su l t  o f  th i s  i s  deve l op ing  a  produc t  tha t  i s  a s  h igh

qua l i t y  a s  i t  cou ld  be ,  tha t  l ook s  a s  na tu ra l  a s  a re  s t r a i gh t  L I T .  Our  produc t s  a re

r eu sab l e ,  many  cus tomer s  wi l l  r eu se  the i r  l o c s  mul t ip l e  t imes ,  which  no t  on l y

h igh l i gh t s  the  l ongev i t y  and  qua l i t y  o f  the  produc t  but  a l so  what  a  qua l i t y

i n ve s tment  ou r  produc t s  a re . "  10



THIS SHIT IS FOR US


