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Executive summary
Dear  stephanie (ceo),

OUR CONSULTING FIRM HAS IDENTIFIED A SIGNIFICANT OPPORTUNITY FOR ASUTRA IN THE

EXPANDING SELF-CARE MARKET, PARTICULARLY IN PERSONALIZED WELLNESS AND

WOMEN'S DAY PRODUCTS. OUR RESEARCH INDICATES A GAP IN THE MARKET FOR

CUSTOMIZED WELLNESS EXPERIENCES, A NICHE ASUTRA IS WELL-POSITIONED TO FILL

WITH ITS NATURAL, ECO-FRIENDLY PRODUCT LINE.

WE RECOMMEND LEVERAGING THIS GAP BY INTRODUCING CURATED CORPORATE BOXES

AND FORMING CO-BRANDING PARTNERSHIPS WITH PREMIUM HOTEL CHAINS LIKE

MARRIOTT. THESE STEPS ALIGN WITH ASUTRA'S STRENGTHS AND MARKET TRENDS,

PROMISING TO ENHANCE BRAND VISIBILITY AND CUSTOMER ENGAGEMENT.

SINCERELY,

GROUP 2



Consumer Trend
THE SURGE IN SELF-CARE RITUALS AMONG CONSUMERS OFFERS ASUTRA A

REMARKABLE OPPORTUNITY IN THE WELLNESS AND SELF-CARE INDUSTRY

Self-care Rituals For Women

Product expansion

Customization

Wellness bundles

Educational content

User-generated content

Subscription services

Collaborations

Exclusive self-care events

Holistic wellness integration

Corporate gifting



Strategic goal
corporate gifting

Increase precise audience reach

Increase awareness and recognition

Enhance reputation and image

Foster loyalty with partners and clients

Communicate mission and value

Generate WOM

Reinforce strategic goals



market analysis
pain relief

Increased scrutiny from regulators

to ensure that claims on

effectiveness made by natural

products are verified

Popularity of magnesium-infused

pain relief offerings has increased

exponentially, leading to high

market growth



market analysis
wellness

The size of Wellness

Market is projected to

grow to almost 7 Trillion

US Dollars by 2025



Stress, self-neglect, work-life balance

BETH

Meet Beth, a 40-year-old urban lawyer and
Pilates aficionado. With an income of $250,000,
she values work-life balance and seeks stress
relief and self-care. ASUTRA, the wellness brand,
is tailor-made for Beth, offering solutions for her
active lifestyle and wellness goals.

THE MILLENNIAL WORKING WOMAN

PROBLEMS

Sleep related Challenges

CHALLENGES

 Age: 40
 Occupation: Lawyer
Income: $250,000
Location: Urban areas
Education: Masters

DEMOGRAPHIC
INFORMATION

Reduce stress, self-care, and 
a more fulfilling life
Reduce Sleep-Related Issues

GOALS AND NEEDS
Active Pilates Practitioner

 PERSONALITY



Age: 50
Single,Mother of 2
Occupation: Full-time marketing manager
Income: $190,000
Location: Suburban or urban areas
Education: College degree

DEMOGRAPHIC
INFORMATION

Stress, self-neglect, work-life balance

JESICCA

Meet Jesicca, a 50-year-old full-time marketing
manager and loving mother of two. Balancing a
sedentary lifestyle with the demands of work and
family, Jesicca seeks relaxation, self-reconnection,
and self-care in her bustling life. ASUTRA, the
wellness brand, aligns perfectly with Jesicca's
goals, offering tailored solutions to address her
unique needs.

THE BUSY MOM

PROBLEMS

Pain in the Hip

CHALLENGES

 Relaxation, self-reconnection,
self-care in a busy life
Pain relief

GOALS AND NEEDS
Sedentary Lifestyle

 PERSONALITY



 “Captivating 60% of the Population Dives
into Skincare!”

Which of the following products do you typically use?
Sample Size: 54



“Nearly 85% of the Population do Daily
Facial

Which of these self-care rituals do you engage in? - Skin Care
 Sample Size: 55



" Less than 3% of the population opt for
Prescription Sleeping Pills!"

Which of these self-care rituals do you engage in? - Sleep Aid
Sample Size: 36



"Time Crunch: Over 50% Skip Self-Care Hustle"

What are the main barriers or challenges that prevent you from
incorporating a self-care routine into your life?

Sample Size: 51



Spend for Wellness: Almost 70% prefer $10-$50!

How much are you willing to invest monthly in self-care products that cater
to skin care, body care, aromatherapy, and bath experiences for your holistic

wellness routine?
Sample Size: 56



"Bundle Bliss: 82% Say Yes to Wellness Packs!"

Is the idea of wellness bundles, combining multiple self-care products,
appealing?

Sample Size: 55



 "Office Wellness: 65% Without Programs!"

Does your organization have a wellness program?
Sample Size: 54



  "Employee Perks: 81% Welcome Self-Care Samples!"

Would you like to try self-care samples if they are distributed in your
organization?
Sample Size: 54



 "Radiance Reigns: 58% Favor Skincare in Sample
Quest!"

Which types of samples do you typically enjoy trying out?
Sample Size: 55



  55% Favor Skincare in Sample Quest!

Which types of samples do you typically enjoy trying out?
Sample Size: 55



  Social Scoop: 73% Trust Recommendations, 70% Swipe Through
Self-Care on Social Media!"

How do you typically learn about new self-care products or practices?
 Sample Size: 56



a new era of
luxury well-being
Asutra’s Women’s Day ‘24 Campaign

In-Room

Displays

Scan to

Participate

Win Free Stay

at any Mariott



what’s in it for
asutra

Brand

Engagement
Prime

Exposure

Prestigious

Affiliation



what’s in it for
mariott

Enhanced Guest

Experience

Amplifying Wellness

Initiatives

Economic Women’s

Day Initiave 



PROMOTE TO
MARIOTT CUSTOMERS

ACTIVELY MONITOR
SOCIAL MEDIA

4 WEEK CAMPAIGN TIMELINE

SOCIAL MEDIA ADS

PACKAGING
WELLNESS KITS
WITH QR CODES

IN ROOM DISPLAYS

SOCIAL MEDIA ADS

INSTALL IN-ROOM
DISPLAYS

PROMOTE TO
ASUTRA CUSTOMERS

SELECT & ANNOUNCE
GIVEAWAY WINNER

 PROMOTE GIVEAWAY
WIN ON SOCIAL MEDIA

DEVELOP AND
DESIGN

LAUNCH AND
INSTALL

PROMOTE AND
MONITOR

ANNOUNCE AND
PROMOTE

16TH
FEB ’24

23RD
FEB ’24

1ST
MAR ’24

8TH
MAR ’24



budget allocation
$15,000

SOCIAL MEDIA ($3000)

FACEBOOK & INSTAGRAM ($1200)

YOUTUBE ($800)

PINTEREST ($400)

INSTAGRAM ($400)

PACKAGING WELLNESS KITS WITH

QR CODES ($10,000)

SEO AND EMAIL MARKETING($2000)



Recommendation
asutra shero wellness kits

CURATED CORPORATE KITS FOR MARIOTT

WHAT’S INSIDE?
ANTI-AGEING

SERUM
BAR SOAP
SKINCARE
EYE MASK



Recommendation
asutra wellness kits

WELCOME NOTE FOR GUESTS

Dear Guest,
Please enjoy these Asutra wellness samples, thoughtfully placed

beside your bed for your relaxation and comfort. May they
enhance your rest and overall experience with us.

Scan the QR on the kit and get a chance to win a free stay at
Marriot.

Warm regards,
The Hotel Management



social media
posts

asutra
instagram

marriott
instagram



THANK YOU!



Appendix







100%
FEMALE

APPENDIX A
100% of the sample consists of females aged 25-55.

What is your gender
 Sample Size: 56

What is your AGE
 Sample Size: 56

67%
23%

11%

35-44

45-54

25-34



APPENDIX B
the majority of the sample, which is nearly 70%, resides

within the states of Florida and New York
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which state do you belong to
 Sample Size: 56



APPENDIX c
Almost 50% of the sample engages in exercising.
48%

43%

33%

20%

2%

ENGAGING IN
SPECIFIC EXERCISES

APPLICATION OF
HEATING OR COOLING

PADS

USE OF PAIN RELIEF
CREAMS OR
OINTMENTS

TAKING PAIN RELIEF
SUPPLEMENTS

OTHER PAIN RELIEF
RITUALS

Which of these self-care rituals do you engage in? - Pain relief
 Sample Size: 46



APPENDIX D
 70% of the participants regularly engage in physical

activities. 

62%

35%
31%

7%

REGULAR PHYSICAL
ACTIVITIES

YOGA OR
STRETCHING
EXERCISES

REGULAR HAND AND
FOOT CARE

OTHER BODY CARE
RITUALS

Which of these self-care rituals do you engage in? - body care
 Sample Size: 46

MAINTAINING A
HEALTHY SLEEP

SCHEDULE

69%



APPENDIX E
 60% of the respondents believed that self-care is crucial in their

daily lives.

Very important
31.7%

Extremely important
27.7%

Moderately important
27.7%

Slightly important
10.9%

Summary of How important is self-care to you in your daily life? 
Sample Size: 55



What would motivate you the most to start a self-care routine?
 Sample Size: 54

EASY-TO-FOLLOW
SKINCARE

ROUTINES AND
PRODUCTS.

APPENDIX F
Easy-to-follow skincare routines and products are mentioned by

31% of the sample as a motivating factor to start a self-care
routine.

PERSONALIZED
SKIN CARE

RECOMMENDATIO
NS BASED ON

YOUR SKIN TYPE.

RECOMMENDATIO
NS FROM FRIENDS

OR FAMILY.

AFFORDABLE AND
NATURAL
SKINCARE
OPTIONS.

MORE
INFORMATION

AND AWARENESS
ON SKINCARE

BENEFITS.

CELEBRITY
ENDORSEMENTS /

SOCIAL MEDIA
INFLUENCERS

OTHER

31%

22%

17%
15%

9%

4% 2%



What specific features or aspects of  self-care products do you appreciate the most?
 Sample Size: 45

QUALITY OF
INGREDIENTS

APPENDIX g
73% of the sample mentioned that they appreciate high-quality

ingredients in self-care products. 

PRICING AND
AFFORDABILIT

Y

POSITIVE
REVIEWS AND
TESTIMONIALS

AROMAS AND
SCENTS

TRANSPARENC
Y IN

INGREDIENT
SOURCING

RANGE OF
PRODUCT

OFFERINGS
OTHER

73%

56% 51%

33% 29%

18%

2%
PACKAGING
DESIGN AND

PRESENTATION

16%



APPENDIX h
Out of the total sample, 61% are employed in full-time positions and

9% are entrepreneurs. 

Employed full-time.
61%

Entrepreneur
9%

Employed part-time.
7%

Student
7%

Retired
6%

Other
6%

What is your Employment Status?
Sample Size: 55



APPENDIX i
OUT OF ALL women in this age group

82% use Facebook, 79% use YouTube, 44% use Pinterest, 39% use Instagram & 24% use Twitter

SOURCE: https://www.pewresearch.org/internet/2021/04/07/social-media-use-in-2021/


