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In August 2024, Bath & Body Works approached MOJO Ad to keep youth and young adults

engaged with the brand as they transition from their teen years to adulthood.

With our challenge defined, we began by researching the personal care, fragrance and specialty
retail industries. We conducted 30 qualitative in-depth interviews and fielded a nationally-
representative survey with nearly 400 respondents. This research led us to the insight that
became the foundation of our campaign: Scent grounds YAYA consumers in the rituals they

already practice, enabling them to step into their full potential.

From there, we developed an integrated campaign to address the evolving aspirations,
challenges and lifestyle shifts that shape YAYA culture. By taking the brand from one that is seen

to one that is felt we willmake Bath & Body Works a “must” in the daily lives of YAYA consumers.



18 - 24 YEARS

MOJO AD X BATH & BODY WORKS

TARGET PROFILE

EVERYDAY CURATORS 18 - 24 YEARS
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Our target audience is 18- to 24-year-olds with their eyes set on their future. They take agency

over their academic and career goals, working day-by-day to achieve them. They try to balance
their responsibilities with self-care to help themselves feel prepared for whatever each day
might bring. They have well-established, unique and comprehensive personal care routines where
each product is thoughtfully selected to help them feel clear-headed, a necessary state to

reach their goals. If these routines are disrupted, it breaks their rhythm.

RATIONALE

We estimate there are approximately 11 million Everyday Curators in the United States
(Adult Population by Age Group Statistics, 2025; Johnson, 2025; US. consumers will prioritize
beauty and wellness in 2025, 2025; Yardi, 2025).

56% say shopping for personal care products is part of their self-care routine (MOJO Ad,
2025).

As Gen Z spending power increases, personal care becomes increasingly important to
them as they drive more than 41% of annual wellness spending (McKinsey & Company,
2024).

Gen Z self-reports higher levels of burnout and worse overall health compared to older
generations (McKinsey & Company, 2024).

Fragrance and body care goes beyond hygiene and is tied to mood, ritual and emotional

regulation, supporting consumer confidence and wellness (Mintel, 2024).
S
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PROBLEM

Research indicated that Everyday Curators feel they’ve outgrown Bath & Body Works. Once
a symbol of tween belonging, the brand is now seen as nostalgic and seasonal rather than
part of daily habits. Current promotions don’t resonate with them in this life stage.

NEW INFORMATION

Our target is figuring out life under pressure and have the highest levels of anxiety of any generation.
They are making important decisions about their future while trying to find balance in their everyday

lives. They engage in personal care activities to promote their well-being.

By supporting YAYAS' daily self-care rituals, Bath & Body Works can set them up to achieve their goals

and navigate life’s inevitable challenges.
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MOJO AD X BATH & BODY WORKS

CREATIVE STRATEGY

GET: Everyday Curators

WHO: Are focused on managing daily responsibilities to achieve their future goals, yet feel
caught between the need to accomplish everything and the need to slow down and care for
themselves in the present moment

TO: Anchor themselves in the here and now

BY: Showing them that taking a deep inhale of a chosen scent enables them to step into their

full potential

RATIONALE

Scent helps regulate mood and restore calm, reconnecting Everyday Curators to their
surroundings and grounding them in the present. They already incorporate fragrance into their
daily self-care rituals. When they were younger, they used scent to blend in. Now, they use it with
intention, curating how they want to feel and how they want their spaces to feel. Nearly 70% of
our survey respondents say scent can shift their mood, and half say their personal care routine
reflects their overall vibe. Bath & Body Works turns those rituals into a steady, grounding reset,

setting them up to take on the day and their next life stage.



UR BIG IDEA

Everyone has their own version of self-care. Some find comfort in silence, othersin

sound. Some go for a walk, others stay in bed. No matter how Everyday Curators reset, scent
makes those moments feel complete. It fills the space around them, settling in like a new
roommate. Scent doesn't steal their snacks or leave dishes in the sink. It gently eases

them into the present moment. For Everyday Curators, fragrance is a consistent source of
comfort in a world that’s always changing. With this campaign, we invite Everyday Curators to
take a deep breath and slow down, because YOUR NEW SCENT JUST MOVED IN.
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TOUCHPOINTS

The campaign begins with a microdrama that introduces the scentmates message. Two weeks
before a three-day, four-city pop-up experience designed to let people explore scents in a
hands-on setting, digital displays appear, supported by promotional posts. When the first pop-up
starts, we introduce a three-month travel-themed experiential event that includes an intensified
influencer push and trip experiences to spark wider attention. This structure builds interest in
steady steps and keeps the brand present long enough to generate sustained engagement

even after the campaign ends.
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CONTENT PILLARS

# Drive loyalty through fostering a personal connection with
YAYA consumers.

3 Seamlessly fit Bath & Body Works products into YAYA
consumers’ daily rituals.

3 Invite YAYA consumers to share their personal rituals and
scentmates.
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SCENTMATES

The scentmates microdrama brings the brand's most beloved scents to life through a playful,
roommate-style series. Each fragrance becomes a personified character whose personality

embodies its unique scent profile.

Across seven episodes, viewers willmeet different “roormmmates,” each representing a signature
Bath & Body Works scent. The series follows how their distinct personalities intertwine with the
small rituals that ground them. The characters interact like real roommates, helping one another
navigate moments of stress, excitement and everyday routine. Each episode ends with a
lighthearted reminder: YOUR NEW SCENT JUST MOVED IN.

The microdrama will live across Instagram Reels, TikTok and YouTube Shorts, meeting Everyday

Curators where they already consume content.

RATIONALE

e T73% of Gen Z discover new brands on TikTok
(Rand, 2024).

+  60% say they connect more deeply when

brands show “real people in real moments”
(Rand, 2024).

o 37%of Uber users are aged 16-24
(WallStreetZen, 2025)

o 49% of Lyft users are aged 18-34 (Camploell,
2023)




A WARM WIND-DOWN

In this episode, we meet Vanilla Bean, or, as her
roommates call her, Vani. When her stressed-out
roommate walks in, she’s ready with cookies, a blanket
and her favorite candle. This episode is a reminder that

Vanilla Bean can make any space feel warm and cozy.
Dinatzon: ©:50 @ @ﬁ’

TOASTY & TOTALLY DOWN

Champagne Toast, also known as Champagne, is the
life of the party - and she knows it. In this episode,
Champagne is on a mission to get her roommmate

out of the house to have fun with friends. This
episode shows that Champagne Toast gives you the

confidence to have a fun night out.

Dination: 0:55 D)

DREAMY BY DESIGN

Lavender Vanilla, fondly known as Lani, is the roommate
who makes unwinding feel effortless. In this episode,
she hosts an impromptu sleepover with her roommate
who's had a tough week. With warm lighting, soft music
and her calming Wallflower blend drifting through the
room, Lani reminds viewers that slowing down with

friends is a relaxing reset.
Dnalzon: O:49 >dr
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