
Glysomed Lotion
A branding & packaging design project.



Creative Brief

Objective

To re-establish the brand as Canada’s best- 
selling lotion by modernizing its appearance, 
and to expand the brand’s client base by mak-
ing it more relevant to the modern consumer.

Category Challenges and Overview 

Since the release of the original Glysomed 
lotion in 1994, there has been a major increase 
in the number of brands marketing lotions spe-
cifically to people with very dry skin looking for a 
fast and effective solution. Furthermore, some 
brands have released formulas that are similar 
to the Glysomed formula, giving the consumer 
many more options than they previously had.

There are now many other brands that make 
similar claims to those of Glysomed about 
being developed, recommended or tested by 
dermatologists. The saturated market in lotions 
that make these claims is the major challenge 
the brand is currently facing.

Competitive Landscape

The main competition for Glysomed are brands 
that make similar claims to Glysomed’s. Brands 
that market themselves as specifically for 
extremely dry skin, or that are dermatologist 
approved are the main source of competition 
since they are targeting the same type of con-
sumer as Glysomed.

St. Ives is a top competitor as some consum-
ers believe its formula is very similar to that of 
Glysomed, and it is a few dollars cheaper.

Brands in competition with Glysomed.



Target Market

The main people who purchase Glysomed 
lotions are those with extremely dry skin and 
eczema. The brand is also purchased by those 
who engage in rough work with their hands or 
people who wash their hands frequently such 
as gardeners. People who swim in chlorinated 
pools may also be more inclined to purchase 
this brand as they are likely to have very dry skin 
from the chlorine.

Most users tend to be long time followers of 
the brand and have learned about it from their 
parents or grandparents. They feel that it is the 
best brand on the market and that is is tried 
and true. The brand is gender agnostic but 
skews towards women, and targets ages 16–50 
years.

Brand Legacy

Glysomed hand cream was introduced to the 
Canadian market in 1994. It’s original format 
was sold in a jar, which can still be purchased 
today. The demand for the product increased 
and in 1996 Glysomed introduced the tube 
format of the cream. The tube form became 
the #1 best-selling hand cream in Canada. In 
1998 Glysomed introduced their body lotion 
in response to popular demand of the hand 
cream, and in 2001 they released the fragrance 
free formula of their hand cream.

In 2004 Glysomed joined the Blistex brand. In 
2006, the Glysomed foot balm was released, in 
2007 their face moisturizer was released (was 
discontinued in 2017), in 2011 a travel size body 
lotion was released, and in 2017 the Eczema 
Control lotion was released.

1994–2016 2007
*only the face moisturizer 

used this design

Glysomed packaging desgin evolution.

2016–2019



Brand Equities

The distinctive green colour of the main pack- 
aging.

The dark green bottle cap.

The Glysomed word mark.

The Glysomed flower and droplet.

The iconography associated with each 
cream’s use (hand, foot, or body icons).

Emphasis on trust and being knowledgeable 
about how to heal dry skin.

Brand Character

Reliable, medicinal, healing.

Design Strategy

To emphasize the brand’s expertise in heal-
ing dry skin without causing further irritation, 
to draw atterntion to the quality of the brand’s 
ingredients, and to convey a trustworthy feeling 
to the consumer in order to make Glysomed a 
more attractive option.

Unique Point of Difference

Glysomed has always been the saviour of those 
with extremely dry and eczema prone skin. The 
brand is known to have a formula rich in sooth-
ing ingredients such as chamomile and glycer-
ine, and places an emphasis on improving their 
products by revising their formula frequently.

While Glysomed does not have a large selec-
tion of scents to choose from like some other 
brands do, it is known to create products of 
the highest quality that will get consumers the 
results they need as quickly and painlessly as 
possible. Glysomed creates products that do 
not follow trends—  their products are timeless 
and will always provide consumers with the 
intensive care their skin needs.

Current Product Offerings

Body lotion (500mL,100mL)

Eczema control cream (100g)

Foot balm (120mL)

Fragrance free hand cream (200mL, 50mL)

Hand cream (10mL, 50mL, 150mL, 200mL, 250mL)

Hand Cream Soft (30mL, 75mL)

Lip Balm (8mL)

Glysomed Baby Products:

Bubble Bath (500mL)

Wash Lotion for Hair & Body (300mL)

Care Lotion (300mL)

Care Oil (100mL)

Care Cream (75mL)

Diaper Cream (75mL)
Existing Glysomed 

product line.



Appendix

A sample of advertising campaigns for Glysomed.
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Selected Creative Territory

A modern, clinical look.

Design goals: To add more bright colours to the design, conveying a 
modern, gentle feel by using a  white background, while modernizing and 
updating the brand’s iconography.



Brand Refresh

Refreshed Brand

Existing Brand
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Key Process



Lead PDP Refresh

Existing Lead PDP Refreshed Lead PDP



Initial Process



Final Refinements



Line Extensions

Existing Products

Refreshed Products



Key Process



Dieline & Back Panel Layout

I created this only as a learning exercise, since this would typically not be 
the task of a creative designer. 

The back panel layout includes a small amount of romance copy, the 
ingredients list in english and french, the domicile and UPC code. Type 
adheres to legal sizing requirements.





Thank you!
Email me anytime at heatherboorsma@gmail.com


