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About

Clean and CLear's main target audience is teens - young adults. The brands' visuals

have always been bright, colorful, and fun to appeal to their target market. 

Though the logo has had minor changes over the years, the basic look and feel of it has

stayed consistent, creating a strong brand association with the colors purple and white. 

Clean & Clear is an American skincare brand, created by Johnson & Johnson in 1956.

Their products range from face washes to moisturizers to scrubs to oil-absorbing sheets

The brand performs as a one-stop-shop for all beauty-related needs, catering to all

different types of skins and providing a solution to a wide range of skin problems. 

https://1000logos.net/clean-clear-logo/



Old Clean & Clear Logo; 1991

The Clean & Clear logo from 1991 was composed of a bright blue

rectangle with sharp angles and a white inscription in the middle.

The background of the emblem resembled a student’s notebook,

as had a checkered pattern, formed by thin gray lines. It was a

reflection of the brand’s focus on a young audience, as teenagers

and people from 20 to 25 yo are the ones to have skin conditions

the company’s cosmetics aims to fight with.
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Current Clean & Clear Logo; 2021

The blue of the background became calmer and lighter, while the

lettering is now in a smaller size and looks more delicate and nice.

The brand still uses a rounded rectangle as the base for the

emblem, but due to a new size of the wordmark, the shape now

more resembles a square and has more free space under and

above the nameplate.



Brand Voice

Clean and Clear makes sure to put its

customers at the front and center of

its brand story. 

The brand is essentially a combination

of the companies products and the

customers' stories. Clean and Clear

knows that this generation is confident,

proud, and have a lot to say which is why

the brand is constantly working on

improving its products with technology

and innovation so that our customers

have clean skin, making them clean,

clear, and ready to speak up. 

https://www.youtube.com/watch?v=C1XqEcsbBrw

BE LOUD. BE CLEAR. BE YOU.

https://www.youtube.com/watch?v=C1XqEcsbBrw




Current Website







Very bright and fresh colors



Even though the packaging has 

 such vibrant colors, the purple

logo still pops







The customer is kept at the 

front and centre



The content on the website is

strongly targetted towards teens



Product Range

Clean and Clear has a wide range of skincare products that can be divided on the basis of product

type, skin need, and product line. There are roughly 11 different types of products, 8 categories of

skin needs, and 9 product lines. The range and product availability vary according to the location. 
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On-the-Go

Strips

Wipes

Scrubs

Treatments

Moisturizers

Astringents & Toners

Blotting Papers

Skin Care Routines

Product Type:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.



Product Range

Cleaners

Masks

On-the-Go

Strips

Wipes

Scrubs

Treatments

Moisturizers

Astringents & Toners

Blotting Papers

Skin Care Routines

Product Type:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

Deep Cleansing

Everyday Cleansing

Oil

Pimples

Blackheads

Dryness

Sensitive

Make-Up Removal

Skin Needs:

1.

2.

3.

4.

5.

6.

7.

8.



Product Range

Cleaners

Masks

On-the-Go

Strips

Wipes

Scrubs

Treatments

Moisturizers

Astringents & Toners

Blotting Papers

Skin Care Routines

Product Type:

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

11.

Deep Cleansing

Everyday Cleansing

Oil

Pimples

Blackheads

Dryness

Sensitive

Make-Up Removal

Skin Needs:

1.

2.

3.

4.

5.

6.

7.

8.

Lemon 

Watermelon

Acne Triple Clear

Morning Burst

Night Relaxing

Deep Action

Essentials

Advantage

Blackhead Eraser
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 Considers themselves "Woke"

 Knows that their voice matters and stand up for what they care about

 While introducing themselves, they declare their pronouns too
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 Very active on social media

 Has a pet cat 
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 Into pretty aesthetics and lofi music

Generation: Gen Z
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Elegant

Minimalistic

Classy

https://nuriabeauty.com/

https://www.drunkelephant.com/


Fun

Bright

Vibrant

VibrVibra

https://www.drunkelephant.com/

https://www.drunkelephant.com/
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Rebrand



with proper hex codes

We used blue for the clean, refreshing color of the logo as the main brand color. However, for

the brand identity, we wanted something more vibrant, playful, bold, and colorful. We wanted to

make the process of skincare is something fun for the consumer to look forward to, rather than

a chore. Also, the logo color can vary depending on the colors used for the packaging, etc.

PANTONE

7678 C

PANTONE

7676 C

PANTONE

219 C

PANTONE

393 C

PANTONE

157 C



Brand Logo

We wanted to keep the new logo for Clean & Clear

simple and elegant. The reason the logo is kept simple is

that the brand uses very bright colors for its packaging

and that is something we didn't want to change nor did

we want the new logo to clash with the packaging. 

The loop in the ampersand is designed in a way to

resemble a water droplet, in an attempt to connect our

logo with skincare.

The font for the words "Clean" & "Clear" is a sans serif so

the text looks clean with straight lines and not too

elaborate. This simpleness is complimented with the

more intricate design of the ampersand.

Explaining the design
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Minimum Size

Clear Space



Our logo in different colors



DO NOT change the font DO NOT use

tint or opacity.

DO NOT rotate

the logo.

DO NOT stretch or

compress the logo

Branding Dos & Don'ts
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Avenir Roman

Typography
Heading
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Helvetica

Typography
Body Copy



Packaging



Packaging

Keeping our visual inspirations in

mind, we wanted to create

something different while staying

true to the Clean & Clear brand



Packaging

which means mixing the

subtlety and elegance

of Nuria Beauty



Packaging

with the bright and funky

vibe of Drunk Elephant 



and the mix looks something like this



Packaging Mock Ups











Website



Click here to check out the website

https://gisellegiga3.wixsite.com/cleanandclear


Visuals

















Fin.


