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Summary
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Content has never been more
abundant, yet originality has never
been more scarce. In a landscape
crowded with repetition, automation,
and formulaic creative outputs,
audiences are actively seeking what
feels real. They crave ideas rooted
in authenticity, stories shaped by
lived experience, and content that
invites participation rather than
passive consumption.

Original content is no longer

a creative preference; it's a
strategic imperative for any brand
that wants to lead.

PAGE 3



Il BEAUTY

A View from
our CMO
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For years, the beauty industry
ran on a predictable formula: a
big campaign, a famous face, and
a major retail launch. Today, an
‘always-on’ consumer demands an
‘always-on’ brand, and success is
determined not by the size of
vour budget, but by the speed

of your thinking.

As content volumes surge and platforms like TikTok become
increasingly saturated, traditional brand storytelling is
losing its ability to cut through. Polished, campaign-led
outputs alone are no longer enough to earn attention, trust,
or loyalty. Today’'s beauty audiences are gravitating towards
content that feels authentic, culturally fluent, and rooted in
real experience.

The brands we see winning today are those that have stopped
broadcasting and started conversing. They build social-
first content ecosystems that create a direct and continuous
dialogue with their community. They recognise that beauty is
not just a product category, it is personal, emotional, and
deeply community-driven. It’s what allows them to move at the
speed of culture, to earn a place in their customers’

lives, and to provie its value in real time. This

is no longer a ‘nice to have’; it’s the core driver

of commercial success and sustainable growth

in modern beauty.

BEAUTY [}

Why Original Content Matters in

Beauty

In the beauty industry, products are
promises. Belief is the bottom 1line.
Consumers are no longer just buying
makeup or skincare; they are buying into
an identity, a community, and a standard
of authenticity. In a market this
personal and saturated, original content
is a powerful asset for a brand to earn
trust, drive loyalty, and secure market
leadership.

While traditional marketing can
describe a product’s features, original
content is what builds belief. It moves
beyond clinical claims to reflect real
routines, real conversations, and real
lives. It allows brands to demonstrate
expexrtise by focusing on connection
and community creating content that
provides aspiration without alienation,
and authority without rigidity.

Crucially, originality does not mean
inconsistency. The most effective beauty
brands combine repeatable formats

with fresh cultural insight, creating
familiarity that builds trust while
allowing ideas to evolve. This balance
enables brands to show up consistently
across platforms while staying
responsive to changing behaviours,
trends, and conversations.
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How Original
Content

rives Growth

For beauty brands, a strategy rooted in original

content allows you enables brands to:Key principles for
community building:

Forge unbreakable trust by demonstrating efficacy

through authentic, human stories, not just lab
results.

Build a loyal community by creating a shared
culture and sense of belonging that transcends
transactions. Translate product features into

viral moments and culturally relevant trends that
drown overpower out the competition.

Dxive both long-term brand equity and short-term

sales, proving the direct ROI of creative
investment.

At its most powerful, original content transforms
audiences from passive viewers into active

participants. Through creator collaboration,

social-
first formats, and interactive storytelling,

beauty
brands are building communities that return, advocate,
and convert.

@LOOKFANT ASTIC
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How Leading Beauty
Brands Convert Culture
into Commerce

The beauty brands that lead today are those that have shifted
from marketing products to building worlds. They create original
content ecosystems that foster community, drive conversation, and
convert cultural capital into commercial success.

. Glossier
Built its entire empire by transforming its customers into a content
engine. Through a masterful system of user-generated content and community
feedback, it created a sense of ownership and belonging that turned early
buyers into an army of advocates.

. Huda Beauty
Is the ultimate case study in a content-to-commerce empire. The brand was
born from a creator-led blog and social channel, building a massive,
direct-to-consumer relationship model through tutorials and personal
insights before scaling into a product powerhouse. This turned personal
brand equity into a global business, proving that an authentic voice is
the most valuable asset.

. Sephora
Has evolved from a retailer into a definitive beauty authority by
building an ecosystem of original content. From its creator collaborations
to its educational tutorials, it has created a platform that builds trust
simplifies discovery, and drives conversion at scale.
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The

Opportunity
ad

As beauty continues to converge
with lifestyle, wellness, and
culture, the goal is no longer
simply to create original content;
it’s to become the reference point.

While many brands produce fleeting
content, an oppoxrtunity exists to
build an iconic, ownable content
format. The modern equivalent of
an Allure-style tutorial library
or a ‘get the look’ system that
consumers turn to instinctively.

The race is on now to create the
definitive ecosystem that consumers
trust for education, inspiration
and community. The brands that
achieve this will secure a lasting
market advantage. The challenge

is therefore not just creative,
but systemic: to build a scalable
engine that consistently delivers
content so valuable it becomes a
daily utility.

Original content is the tool,
but owning a permanent place in

a consumer’s life is the prize.
The beauty brands that invest

in becoming that indispensable
reference point today will not
just participate in the market of
tomorrow, they will define it.
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A New Era
of Creative
Differentiation

Content has never been more abundant, vet

originality has never felt more elusive. Automated

tools generate endless variations of familiar
ideas; social feeds are dominated by recycled
formats, and campaigns, once unique, often echo
each other with startling similarity.

Audiences are feeling the fatigue.

Across every platform, people are gravitating
towards content that feels alive, imperfect,
culturally aware, emotionally grounded, and
undeniably human. They seek stories that invite
them in, communities that feel real, and ideas
that resonate beyond the scroll.

This is more than a trend. It's a reshaping
of the brand to audience relationship. In a
world overloaded with content, originality
is now a strategic advantage, and the
brands that embrace it will lead culture
instead of chasing it.

A NEW ERA OF CREATIVE DIFFERENTIATION [l

chicken_shop_date_paul_mescal

@lookfantastic

hot_ones_paul_xrudd
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The Rise of Original Content:

Why It Matters
Now More Than
Ever Before

muyprotein_black_friday

Authenticity:The Divide
Between Noise and Meaning

Today’s consumers possess a remarkable radar for
inauthenticity. Where carefully curated content once

Today, the content that breaks through is honest, crafted
with intention, reflective of real life, and connected to
culture. For most consumers, authenticity is a key factor
when deciding which brands to support.

THG STUDIOS 2026

signalled brand excellence, it now risks creating distance.

THE RISE OF ORIGINAL CONTENT [

Authenticity has become an imperative for effective
communication because it builds trust, the very foundation
of a lasting brand relationship. According to YouGov, two
thirds (66%') of UK consumers will boycott a brand that loses
their trust, highlighting that it has become a commercial
necessity. When consumers perceive a brand as genuine, they
are more likely to develop a deep emotional connection,
which can directly foster loyalty and advocacy.

1 https://yougov.com/en-gb/articles/53019-how-brands-can-rebuild-trust-with-uk-consumers-after-losing-it

Cult Beauty: Can’t Retouch This
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Building Episodic Anticipation:
Turning Audiences
into Returning
Viewers

Serialised storytelling, whether in short form series, creator led formats,
or brand-built universes, creates a rhythm that audiences can rely on.

This approach turns passive viewers into an active audience that anticipates
the next instalment.

Why episodic structures work:

e Predictability With Variation: e Cultural Momentum: Episodic content
Familiar frameworks reduce invites speculation, conversation,
cognitive load while fresh and collective anticipation.

moments keep interest alive. ] .
e Community Formation: Shared

e Emotional Progression: anticipation builds fandoms, not
Characters, themes, or narratives just followings, driving customer
deepen over time, fostering a retention.

stronger connection.

Brands that master episodic content transform one off impressions into
sustained engagement. This enables them to build continuous dialogues
with audiences that outlast traditional campaigns.

@myprotein - Instagram
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And the
result?

The Overlap delivers over 38M monthly
YouTube views and won multiple industry
awards, including Broadcast Sport's

— YouTube Channel of the Year and the Sports
= wm s ¥ Journalism Awards' YouTube Show of the Year.
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ow Brands
uild Real-World
ommunities in

the Digital Age

Communities are no longer build solely in physical
spaces. Nor are they purely digital. The most successful
brand communities today exist at the intersection of
both.

Key principles for community building:

+ Create Spaces for People to Gather: Digital first
does not mean digital only. Events, workshops, and
live collaborations create real world belonging that
can be amplified online.

+ Design With, not for, the Community: Communities grow
when people feel ownership and recognition.

« Champion Shared Passions: Communities form around
meaning, not marketing.

-« Enable Ongoing Interaction: The community should
evolve as the audience does, driven by participation.

Original content becomes the connective tissue,
capturing, shaping, and amplifying the culture within
the community, creating connections that matter.
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Formulaic Content:

Why Structure
Creates Comfort

While originality is critical, audiences also
show a deep preference for familiar formats.
This is not because they are predictable,

but because they are neurologically
rewarding. This is known as cognitive ease:
the brain’s preference for information that
is simple and easy to process.

Why formulaic content works so well:

o Cognitive Ease: Repetition and familiar patterns reduce
mental load, allowing viewers to relax into the experience.

« Anticipatory Gratification: Audiences enjoy recognising
patterns and predicting outcomes.

» Emotional Safety: Familiar structures provide security in
an overstimulated digital world.

e The Mexe-Exposure Effect: This is a psychological principle
that states that people develop a preference for things
simply because they are familiar with them, which builds
comfort and trust over time.

sh_by_THG_Studios_4

The most successful original content finds the balance
between novelty and familiarity. Each piece brings a fresh
idea delivered through a comforting structure.

e
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Fuelling
Originalit
with Insight

True originality is not random; it’s informed.
Data is not the enemy of creativity but its
most powerful catalyst. Harnessing insights
is essential for creating content that is not
only original but also effective.

oy st IV A UETET
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How data fuels originality:

Audience Undexstanding:
Behavioural analytics and
community listening reveal what
your audience truly cares about,
moving beyond demographics to
understand their motivations and
desires.

Cultural Intelligence: Tracking
trends, conversations, and
cultural shifts allows brands to
create content that is timely
and relevant, ensuring they lead
conversations rather than follow
them.

Pexformance Analytics:
Understanding what content
performs well, and why, provides
a framework for repeatable
success. It allows creative
teams to refine their approach
based on real world engagement.

White Space Opportunities:
Insight analysis can uncover
untapped territories and unmet
audience needs, pointing the
way toward truly unique content
ideas that drown out the
competition.

By turning insights into action,
brands can create content that is
not just a shot in the dark, but a
calculated move designed to connect
and convert.
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iﬁ}.,}? 1  Evolving into a social ritual, Spotify’s annual ‘Wrapped’
-if,nf;_-;_{-delivers highly personalised experiences rooted in the
--E;;a-;'.pmotional bond users have with their music.
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:;1. at Q}.;f'in perhaps one of the best examples of personalized
A e | content, Spotify’s sharing of user data bonds them with
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r resonates with audiences in a
way far beyond what a ‘most
& sootity n & x listened to’ could deliver.

brings the user into the narrative.
The social share creates a post-able
and ownable asset, that the user
feels represents their tastes, whilst
simultaneously promoting Spotify’s
dominance of the music streaming
space.

Transforming user insight into
shareable data has been so
successfully received by users
that brands across a wide range of

. ".;."'u‘.. -
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i b Ly industries including Monzo, Strava,
e gy - Netflix, Trainline, and even Duolingo
B00 1Y e BOOTE AR have produced similar initiatives.
® Turning proprietary insights into
] L

a timed ritual - whether that

be quarterly, or annually and
ensuring the data is shareable

in a digestible format gives

users a moment to celebrate their
originality in a way that is social.

% Replay irom Beginning

https://techcrunch.com/2023/11/29/spotify-wra
pped-2023-adds-ai-dj-and-blend-to-spotifys-an-
nual-personalized-insights/
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The Value
of Effective
Original Content

Original content does not just make brands look
culturally intelligent. It drives. Tangible
business outcomes. With content marketing costing
62% less than traditional methods and generating
over three times as many leads2, its ROI is
undeniable.

What original content unlocks for brands:

e Brand Distinctiveness: In a saturated The Overlap Won
landscape, originality becomes a competitive

advantage, cutting through the noise to capture YOUTu be series Of the
attention and market share. yea r’ pOdcaSt Of the
e Cultural Visibility: It enables brands to yea r’ and averaged 3.2m

participate in culture with credibility,

earning them a place in conversation and Views per ePISOde.

boosting domain authority.

e Audience Affinity and Loyalty: Real stories

build real emotional bonds, turning passive e Scalability Across Platforms: A strong
audiences into active advocates and driving original content idea can be adapted into
long term customer retention. multiple formats across multiple markets with

ease, making budges go further.
e Commexcial Convexsion: Authentic, culturally

resonant content influences behaviour more e Longevity: Unlike campaign bursts, original
effectively than traditional advertising, content ecosystems can live, evolve, and groe,
with content marketing adopters seeing higher creating ongoing commercial value and lasting

conversion rates. brand legacy.
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The
Future
Belongs
to the
Original
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L Joining forces with MyProtein

resulted in a HUGE explosion of

sales for the brand, achieving
over 3000% ROAS

GenZ
https://sellexr.tiktok.com/uk/blog/title/10020202

As content volumes grow, originality becomes
increasingly rare and therefore increasingly valuable.
Audiences are telling us what they want: stories

that feel human, ideas that stand for something, and
brands that act real.

At THG Studios, we empower brands to create original
content build on truth, connection, and cultural
resonance. This is not just storytelling. It’s a model
for brand growth, one build on participation, purpose,
and community. The brands that embrace originality
today will become the leaders of tomorrow.
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