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OUR STORY

Cycle Boost originated when the owner, Jumoke Mohammed, decided to take matters into her own hands
and come up with a natural and easy solution to help with period pain. She did this because growing up, she

grew tired of watching the strong, independent women around her be held back by such a natural process.
She wanted to find a way to make sure that the women she loved, and women around the world were living
life everyday unapologetically. Our brand was created with the sole purpose of putting smiles on the faces of
women who struggle to keep life together during their time of the month.







THE CAREGIVER

The caregiver brand archetype is one of
compassion, understanding, generosity and
love (Map&Fire, 2023).

As a brand, we devote ourselves to the wants
and needs of women, we support them and

provide thedm with a solution to their problems.

We show them love, care and understanding.

THE HERO

The hero brand archetype acts as a voice for the
weak and a problem solver, they aim to inspire.
(Dvornechcuck, 2023)

As a brand, we protect the happiness, comfort and
livelihood of our consumers. We give them
solutions to their problems and lead them to
triumph, while inspiring them to do better and be
better everyday.




MISSION

Our mission is to provide women with an effective,
energising, natural and convenient way to handle their
period pain. We want them to feel confident, energised
and motivated to live their best lives everyday and not
be limited by their period pain/discomfort. It is
important for us as a brand to help women achieve
peace, comfort and feel cared for.

VISION

Our vision is to become a global brand
that is able to provide and protect the
happiness, peace and comfort of women
around the world. We aim to create a
world where periods are just like any
other day.




Empowerment Inclusivity Health & Wellbeing

Sustainability Accessibility Quality




TARGET AUDIENCE

The Cycle Boost target audience is women between the ages of 18-35.
Our target audience consists of Gen-Z and Millennials. They are a group of
tech savy individuals who value authenticity and transparency (Contevo,
2023). They want brands to stand out, connect with them personally and
respond well to brands with a mission (Vantage, 2017).

Personality Values

« Free spririted « Authenticity

« Independent e Transparency
Interests Lifestyle

« Social media « Active

« Socialisation e Social
Attitude

« Confident

e Creative




EMPATHY

SUPPORT

UPLIFTING

Make the
consumer feel
like you
understand
their feelings

Make the
consumer feel
like you are
there to help
them.

Make the
consumer feel
better about
their concerns,

Make the
consumer laugh
and feel happy.

Use
compassionate
and
understanding
word/tones.

Use suppotive
and
encouraging
word/tones.

Use boosting
and inspiring
words/tones.

Use funny and
amusing
words/tones.

Dont use
demeaning or
sarcastic
words/tones.

Dont use rude
or dismissive
words/tones.

Dont use

degrading or
undermining
words/tones.

Dont use
sarcastic or
clown like
words/tones.




COLOR PALETTE

Primary Colours

The primary colours are the
main colours of the brand and

should be used most often.

#452B51 #6DS507E #F8O07F3 #BF9293 #FAF1EE

Our brand incorporates mainly different shades of purple to
emphasise our femininity and connect with our target audience.
Purple was votes womens second best colour in the world (azdesign,
2023). Purple is a colour that reads elegance, wealth and courage.

Secondary Colours

The secondary colours are the highlight
colours of the brand and should only be
used to emphasise small details.




TYPOGRAPHY

The official Cycle Boost font is Helvetica. Helvetica has been a
classic font for years and remains timeless (design&paper, 2022).
This font is one of the most popular fonts in the world and is loved for
its clean lines, shape and simplicity (Coale, 2013).

« Legible

e Clean

e Versatile

« Simple

HELVETICA




TYPOGRAPHY GUIDLINES

« Helvetica Bold is used for
Subheading, Font size - 35

e Helvetica Regular is used for
bodies of text, Font size - 25

« Colour - Black or White

o Letter Spacing - O

 Line Spacing - 1.25

o Alignment - Always left aligned

Helvetica Bold

Helvetica Regular
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LOGO GUIDLINES DONTS
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DO NOT shrink
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LOGO PRINT GUIDELINES

These are the only acceptable Cycle Boost
logo print alignment variations

No other print logo alignment variations are
allowed.
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PHOTOGRAPHY GUIDLINES

Photography Do's
 Include images of women happy and smiling as
these are the emotions that we as a brand want
and intend to make them feel.

 Include images of women of different skin
colours, ages and ethnicities. We are an inclusive
brand that wants to make everyone feel loved
and cared for.

o Include saturated and high definition images.We
are a brand that values quality and colour.

 All images should be engaging and relevant.




PHOTOGRAPHY GUIDLINES

Photography Dont's
« Do not include images of women looking
unhappy. i.e, sad or worried. We aim to make
women feel happy, understood and cared for
and the photography should reflect that.

e Do not limit the images of women to one
particular skin colour, age or ethnicity. We as a
brand pride ourselves in inclusivity and making
sure everyone feels connected and loved.

e Do not include low quality, washed out images
or black and white images.We are and high
quality brand colourful brand.
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Revitalize your Cycle with Cycle Boost!

- We aim to give you the most enjoyable time of the
month, every month.

-Be a boss, everyday!

Following v




cycleboost_ Boosters, you spoke and we listened. It's
finally here! Our stickers are now available for purchase
via our website. Link in bio %

cycleboost_ Hey Boosters! Remember to pick up our

new magazine issue at your local store today @

cycleboost_ Hey Boosters, remember to treat
yourselves to the cycle boost drink today! If it's your
time of the month, get some rest and continue to be
the best version of yourself! ¢"
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Jumoke Mohammed , CEQ

CYCLE BOOST
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Jumoke Mohammed

CEO
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Jumoke Mohammed, CEO
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PRODUCT PACKAGING

| Sugar and preservative note
Tagline

SPECIFICATIONS

All Cycle Boost packaging must consist of
the following:

Logo
e Logo

e Tagline

« 0 Sugar and preservative indicator

« Turmeric, ginger and camomile icons
« Proof of clinical approval

« Bottle quantity

Important Ingredients

Clinical approval

Quantity




ADVERTISING MOCKUPS
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www.cycleboost.com




BUSINESS MERCHANDISE

The Cycle Boost brand merchandise consists of
products that can help our customers relax and feel
good during their time of the month. Cycle Boost
merchandise is always thoughtful and made with the
iIntent of bringing comfort to our consumers.

The merchandise consists of:
e Pillows
o Candles
o Stickers
« Mugs

GUIDELINES

All Cycle Boost merchandise
must use the official brand
print
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