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3pocTatoue 3HauYeHHS iHKJIIO3MBHOTO OPEHIMHTY B iHIyCTpii Kpach
BifloOpaxkae cTpareriuyHuii 3cyB y 0ik €THYHOTO Ta COLANbHO PE30HAHCHOTO
CTBOPEHHS LIHHOCTI. Y LbOMY JIOCII/UKCHHI PO3IIISIA€ThCS MO3ULIOHYBaHHS
Fenty Beauty sik npukiag CTpaTeriyHol iHKJIIO3MBHOCTI, aHAN3YIO4H, SK
MapKEeTHHT, Opi€HTOBaHMiI Ha po3MaiTTs, Ta Ju3aifH mpoiykuii GpopmyroTh
KOHKYPEHTHI TMOKa3HMKH. JIOCH/DKeHHS BMCBITJIIOE KiIbKa CTpaTeriyHUX
BUMIpiB iHKJIIO3il: eMOUiiiHy JosubHICTE 10 OpeHay, ineHTHdIKaLi0
CNOXKHMBAYiB 3 IiHHOCTAMM OpeHay Ta BuMipioBaHy audepenuianiio Ha
HACHYEHHX pPUHKAaX. Pe3yabTaTH HOCHIIKEHHS MiATBEPIUKYIOTh, IO
iHKJIIO3UBHICTh, KOJNM BOHA AaBTEHTHYHO IHTErPOBaHa B apPXITEKTYpy
OpeHauHry, (GYHKLIOHYE SIK MOpalIbHMH iMIIepaTuB i KHTTe3maTHa Oi3Hec-
crpareris. CTaTTs NPOIOHYE MPAKTUYHI ITOPAIH Ui OPeHI-MeHeKepiB, sKi
NparHyTh MEPETBOPUTH IHKIIO3MBHI LIHHOCTI Ha CTiKe 3pOCTAaHHS Ta
cTparerivyHe JiZepcTBO Ha PHHKY.

Kntouosi cnosa. IHKIIO3UBHICTD, CTPATETis MO3UL[IOHYBaHHS, OPEHIUHT,
MyJIBTHKYJIBTYPaIi3M, 6'foTi-MapKeTHHT

Zharova A.V., Krupskyi O.P., Stasiuk Yu.M. Inclusive Branding as The
Basis for Fenty Beauty's Strategic Positioning in the Global Beauty Industry.
Scientific and methodical article.

The growing significance of inclusive branding in the beauty industry
reflects a strategic shift toward ethical and socially resonant value creation.
This study explores Fenty Beauty’s positioning as a case of strategic
inclusivity, analyzing how diversity-driven marketing and product design
shape competitive performance. The research highlights several strategic
dimensions of inclusion: emotional brand loyalty, consumer identification
with brand values, and measurable differentiation across saturated markets.
The findings support the argument that inclusivity, when integrated
authentically into branding architecture, functions as both a moral imperative
and a viable business strategy. The paper offers practical insights for brand
managers seeking to translate inclusive values into sustainable growth and
strategic market leadership.
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nclusive branding is increasingly recognized

not merely as an ethical imperative, but as a

strategic foundation for achieving long-term

competitiveness in today’s global market. The
case of Fenty Beauty serves as a compelling example
of how the intentional integration of diversity and
representation into brand strategy can not only
transform industry standards but also drive
sustainable profitability (Teng, 2023; Wu, 2024).
Grounded in the principle of "beauty for everyone",
the brand successfully combines inclusivity with high
product quality and affordability, reshaping
contemporary perceptions of cosmetics and their
intended audiences (Heldreth et al., 2023).

Fenty Beauty’s innovation lies in its ability to
translate evolving social expectations into actionable
market practices. Its use of digital platforms—
particularly TikTok and Instagram — together with
partnerships, influencer engagement, and user-
generated content, has extended beyond conventional
marketing to foster an emotionally engaged consumer
community (Candi et al.,, 2024). This approach
reflects broader trends in digital transformation,
where brand communication increasingly relies on
platform-specific engagement strategies and consumer
co-creation dynamics (Vorobiova et al., 2023). These
strategies have helped the brand transcend
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transactional relationships and establish deeper,
values-based loyalty.

Amid growing consumer demand for authentic
representation, Fenty Beauty directly addressed the
historical invisibility of underserved demographics,
particularly women with non-standard skin tones. The
launch of over 40 foundation shades, supported by
global partnerships and rapid market entry, became a
hallmark of what has been termed the "Fenty Effect"”
(Heldreth et al., 2023). This strategy not only fulfilled
unmet market needs but also set new industry
benchmarks for diversity and inclusion. Importantly,
Fenty Beauty does not merely respond to existing
trends—it actively shapes the brand narrative by
placing representation, emotional connection, and
inclusive values at the core of its positioning. Such an
approach warrants contextualization within broader

branding discourses that emphasize cultural,
technological, and behavioral dimensions.
Recent scholarship underlines the growing

strategic significance of branding across varied
sectors and sociocultural contexts. Cultural differen-
ces play a pivotal role in shaping global branding
practices, with adaptive strategies enabling firms to
build competitive advantages in local markets (Urupa,
2024). Many successful global brands emerge from
strong national identities, though digital branding-
while promising-requires thoughtful recalibration to
resonate across markets (Kholodna, 2023). Branding
not only guides consumer behavior through visual
identity and messaging, but also engages individuals
across functional, emotional, spiritual, and symbolic
domains (Zhurylo et al., 2023). This multidimensional
influence is evident not only in commercial branding
but also in public sectors such as tourism, where it
enhances regional competitiveness and international
image (Sereda, 2023).

The objective is to analyze how inclusivity
influences consumer engagement, brand positioning,
and long-term competitiveness, while also identifying
key mechanisms through which inclusion-oriented
strategies affect reputational capital and emotional
loyalty. By examining the operational dimensions of
inclusive practices — such as product development,
pricing, visual identity, and ethical responsibility — the
research seeks to outline a comprehensive model of
value creation through representation. The findings
are intended to inform both academic discourse and
managerial practice, contributing to a broader
understanding of how inclusivity reshapes branding
logic in culturally diverse and highly competitive
markets.

Methods. This research adopts a qualitative case
study approach to examine the strategic role of
inclusive branding in the beauty industry through the
example of Fenty Beauty. The study is grounded in
the interpretivist paradigm and aims to analyze how
inclusion-oriented business practices affect brand

perception, loyalty formation, and competitive
positioning.
The methodological framework involves a

structured analysis of secondary data, including peer-
reviewed academic publications, brand communi-

cations, market reports, and industry analytics from
2017 to 2024. Key materials were selected using
relevance criteria aligned with five core dimensions of
inclusive strategy: emotional loyalty, digital commu-
nication, product accessibility, ethical responsibility,
and reputational effect. The study further integrates
theoretical lenses from service branding theory,
customer experience theory, differentiation strategy,
emotional loyalty models, and touchpoint manage-
ment to interpret the data. These frameworks provide
the analytical structure through which strategic
mechanisms of value creation were identified and
systematized.

To enhance analytical validity, the study incorpo-
rates a synthesis of empirical insights from previously
published research and industry  monitoring,
contextualized with illustrative tables summarizing
strategic components and business outcomes.

Analysis of recent research and publications

In today’s world, the issue of equality remains one
of the most pressing. In the 21st century,
inclusiveness in business, particularly in the beauty
industry, is no longer just a trend, but a real demand
of the time. Before the advent of Fenty Beauty, the
main excluded group of cosmetics consumers were
women of different racial and ethnic identities. In
2017, Fenty Beauty first introduced a full-fledged line
of shades for women with dark skin, in particular for
black women, who were previously often ignored in
the beauty industry. The lack of products for women
of color and people with heterogeneous color types
remained an unresolved issue for years, which
companies partially compensated for with marketing,
but not with real solutions (Baboolall et al., 2022). As
Dixon (2017) emphasize, colorism-the hierarchy of
skin color even within racial groups — has a global
dimension and significantly impacts access to
economic, social, and cultural resources, including
representation in media and consumer marketing. In
the beauty industry, this manifests itself in a narrow
range of shades that effectively perpetuates the
preference for lighter skin as the norm.

The idea of inclusivity has become important not
only from a moral point of view, but also a driving
force for modern business. The founder of the brand,
Rihanna, not only created the concept of her business
around an unfilled niche, but also turned it into a
global phenomenon that changed the direction of
development of the sphere as a whole. Thus, Fenty
Beauty demonstrates that inclusivity is not just an
ethical value, but also an effective business strategy
that shapes a profitable brand of the future.

Go-to-market: how a brand became a global hit
overnight.

Since the dawn of the modern beauty industry, the
availability of cosmetic products with shades for
women that differed from "traditional” beauty
standards has been non-existent. The market has
focused on the "more common" color type,
mistakenly ignoring the need for products for dark-
skinned or ethnically diverse people (Werle, 2019).
Based on a marketing survey by Ipsos (2016), about
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79% of women aged 18 to 35 believed that a device
for selecting a foundation shade would help them save
resources by eliminating the need to buy multiple
products to find the perfect shade. This indicated a
serious gap in the market, which the Fenty Beauty
brand later filled.

In 2016, the singer signed a contract with the
luxury conglomerate Louis Vuitton Moé&t Hennessey
(LVMH, 2018) to produce Fenty Beauty through
Kendo holdings. In addition, LVMH invested about
$35 in the project and thus became a 50.01% owner of
the brand. The Kendo Brands platform specializes in
launching new beauty brands with unique and
promising concepts, using the corporation's resource
base in its work. Therefore, Rihanna's cooperation
with a company of this level gave a powerful start,
which made it possible to effectively scale an
innovative brand with high potential, as in the case of
Fenty Beauty (LVMH Annual Report, 2018). In 2013,
singer and businesswoman Rihanna registered the
Fenty trademark, which was the first step towards
creating a global brand that embodies the ideas of
accessibility and beauty "for everyone." This decision
was not just an emotional impulse, it was based on
Rihanna’s centuries-old and personal experience as a
black woman who could not find the right foundation
for years (Forbes, 2017). Later, in 2014-2016, the
Fenty Beauty team, in collaboration with Kendo
Brands, began actively developing a line of products
for all skin types and tones. During this stage, the
group actively studied the global market and the
needs of consumers with different racial and ethnic
backgrounds, tested shades on real women of
different backgrounds, and also analyzed consumer
behavior and the spread of complaints about the
limited range of shades from competing brands. This
stage lasted for more than 2 years, which indicates a
strategic approach and high standards. In 2017, Fenty
Beauty officially launched in partnership with
Sephora in 17 countries simultaneously, as well as
online in over 150 countries, which was absolutely
unprecedented for new brands and the global market.
The main product was the "Pro Filt’r" foundation in
40 shades. The Fenty Beauty brand instantly received
tremendous support from Internet influencers,
consumers and the press, and also collected over $100
million in revenue in the first weeks of sales. After
such success, many brands were forced to review their
palettes and expand the available shades. This
breakthrough fundamentally shifted the industry
dynamics, setting new expectations for inclusivity in
product development and brand communication
(Milner, 2020). This phenomenon was even called the
"Fenty Effect". This case perfectly demonstrated
strategic planning in an innovative niche, targeting an
oppressed audience, and also proved that inclusivity is
a weighty and ambitious marketing and management
approach.

Positioning  strategy:
partnership with Sephora.

The main idea of Fenty Beauty is "beauty for
everyone". For this reason, the brand also positions its
products in the “premium mass market” category.

affordable luxury and

Thanks to this, the products look expensive and high-
quality, but still remain affordable for most buyers.
Fenty Beauty attracts an audience with different
income levels, consumers feel involved in an "elite
brand", while not spending hundreds of dollars. It is
also worth adding that instead of creating its own
chain of stores, Fenty Beauty entered into a
partnership with Sephora, which ensured global
coverage (17 countries on the first day of opening)
and a strong customer base. According to internal
reports from LVMH, sales in the first weeks of launch
exceeded expectations by 300% and became
Sephora’s best-selling brand in 2018. Fenty Beauty
chose a strategy of "affordability with high quality”
and "global reach through a powerful partner”, which
allowed the brand to be "for everyone" at the same
time — both in color, wallet and geography (Teng,
2023). In 2018, the Fenty Beauty brand, founded by
Rihanna in collaboration with LVMH, demonstrated
outstanding results, earning almost 500 million euros
in its first full year of operation. Such success was
made possible by a revolutionary approach to
inclusivity in the cosmetics industry. In particular, the
launch of 40 shades of foundation allowed to meet the
needs of customers with different skin types, which
ensured the brand’s popularity among a wide
audience. In addition, the partnership with Sephora
created an effective distribution channel that
contributed to the rapid growth of the brand. These
achievements testify not only to the significant
demand for products, but also to the successful
implementation of the idea of social inclusion, which
became a determining factor for the rapid return on
LVMH’s investments. One of the key components of
Fenty Beauty’s strategic positioning was a pricing
policy focused on the balance between premium
quality and affordability. Instead of the usual luxury
approach, the brand occupied the niche of the so-
called "affordable luxury", defining the average price
range at $20-50. This approach made it possible to
effectively reach a wide consumer audience — in
particular, young women and representatives of
generation Z — who seek high-quality products at an
affordable price. According to the case study, Fenty
Beauty consciously chose a pricing strategy that
allows it to compete in the premium segment without
creating barriers for the majority of consumers. Thus,
Fenty Beauty has demonstrated the effectiveness of
combining social values with practical elements of the
business model, particularly in the area of pricing,
which is an important factor in ensuring the long-term
competitiveness of the brand (Retailboss, 2024).

The main part

The analysis of Fenty Beauty's case demonstrates
how inclusive branding functions not only as a
reputational construct, but as a strategic asset that
influences core business indicators. Unlike theoretical
generalizations that treat inclusivity as a moral
imperative or a social campaign, this section focuses
on how it is systematically embedded into business
processes, customer interaction models, and brand
architecture. The selected brand serves as a relevant
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benchmark due to its explicit reliance on inclusivity to
enhance consumer trust, reduce market barriers, and
increase repeat purchase behavior. This discussion is
structured around key operational domains where
inclusivity proves its managerial relevance: emotional
loyalty formation, digital communication effective-
ness, adaptive brand positioning, and the optimization
of service experience. These elements are assessed not
as isolated practices but as interconnected vectors of
competitive advantage, especially within highly
saturated and culturally diverse markets.

Inclusion as a factor of success in business.

Inclusion today is no longer viewed merely as a
social imperative; it has become an essential pillar of
global business strategy. According to a McKinsey &
Company study, organizations with high levels of
ethnic and racial diversity are 35% more likely to
outperform the industry average in terms of
profitability (Hunt, Layton & Prince, 2015). Inclusive
enterprises demonstrate greater flexibility, are more
responsive to evolving customer needs, and are better
positioned to engage diverse consumer groups. This
capacity not only increases commercial resilience but
also fosters brand trust and long-term loyalty.

In the beauty industry, where products inherently
affect personal identity and self-perception, emotional
engagement is especially critical. Recent research
confirms that emotionally driven service significantly
strengthens client loyalty — particularly when
consumers feel recognized and aesthetically
empowered by their brand interactions (Krupskyi &
Kravchuk, 2025). Further supporting this, Deloitte
reports that inclusive workplace cultures also correlate
with higher levels of customer satisfaction, employee
retention, and organizational cohesion (Deloitte,
2017).

Fenty Beauty exemplifies this logic in practice: its
strategic focus on representation across advertising
and product design has generated strong emotional
alignment with diverse consumer segments. As a
result, the brand enjoys increased reputational equity
and positive media visibility, both of which enhance
its market positioning. However, translating such
inclusive branding strategies to local contexts may
require adaptation to infrastructural, regulatory, and
socio-cultural conditions. For example, empirical
findings from the Eastern European beauty market
indicate that service models grounded in inclusivity
are often shaped by licensing frameworks, regional
urban dynamics, and culturally mediated customer
expectations (Kolodkina & Krupskyi, 2024). Beyond
the ethical rationale, inclusion also demonstrates
measurable operational and financial advantages—
especially when supported by workforce training,
pricing innovations, and customer experience
management. These components have been shown to
improve the sustainability and competitiveness of
service businesses (Krupskyi, Stasiuk, & Huk, 2024).
Moreover, this reflects a broader market evolution
toward the "inclusive consumer” — a demographic
cohort that increasingly values brand authenticity,
ethical alignment, and social visibility in purchasing
decisions (Brown et al., 2022). The brand effectively

creates a specialized group of followers. In the Fenty
Beauty scenario, success was achieved through
genuine dialogue, a wide range of products and the
demonstration of actual diversity in all advertising
efforts. Invisible consumers, who now see the beauty
sector, felt a stronger connection and desire to retain
the brand’s offerings. Inclusivity also significantly
influenced the brand’s media. Shortly after Fenty
Beauty debuted, it generated millions of natural
mentions online, mostly with a positive emotional
tone. The huge social reaction fueled the phenomenon
of social proof - consumers began to trust the brand
over any direct interaction with the product.
Combined with superior quality and low cost, Fenty
Beauty has achieved not only commercial success, but
also examples of ethical entrepreneurship, where
social values are incorporated into business strategies
at all levels.

Thus, Fenty Beauty illustrates that inclusivity is
not mandatory in modern branding. It is essential for
trust, sustainable profitability and social impact. In a
world of international competition, labels that
immediately understand and implement these
principles will be at the forefront

Inclusivity as the core of the brand. The Ignored
Majority: A Systemic Problem in the Beauty Industry.

Until Fenty Beauty, the beauty industry
systematically neglected the needs of a significant
portion of consumers—particularly those whose skin
tones fell outside of the conventional “standard" or
"most common" tones (Frisby, 2019). The lack of
products for women of color and people with
heterogeneous color types remained an unresolved
issue for years, which companies partially
compensated for with marketing, but not with real
solutions. According to a survey by Make Up For
Ever in partnership with the NPD Group, more than
70% of women considered choosing the right shade of
foundation to be the most difficult step in the
purchasing process, and more than half of the
participants indicated that choosing the right shade
was more important than the brand or texture of the
product (Matusow, 2013). This demonstrates that the
accuracy of the palette was a critical but
underestimated factor.

The data also suggests that the problem was not
narrowly specialized — it was acutely felt even by
those who belonged to the active consumer audience.
Thus, according to a study by Ipsos (2016), a
significant part of women aged 18-35 noted that
choosing a shade often led to unnecessary expenses
due to the need to buy several products to achieve the
desired effect. This not only reduced the level of
satisfaction, but also made it difficult to form brand
loyalty. That is why the appearance of Fenty Beauty
with a full line of 40 (later 50+) shades at the time of
launch was not just an innovation — it was a response
to the demand accumulated over years, which was
systematically ignored by other market players.
Inclusion in the beauty industry has long surpassed
moral requirements and has become a powerful tool
for strategic growth for brands. This is especially true
for product portfolios that today must not only meet
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the basic expectations of consumers, but also reflect
the cultural and ethnic diversity of a global society.
Today’s market increasingly requires brands to take
into account the needs of different demographic
groups when developing formulations, shades,
packaging and communications - ignoring this
requirement carries reputational and commercial risks.
According to a joint study conducted by Make Up For
Ever and the NPD Group, over 73% of women admit
that they struggle to find the perfect foundation shade,
while 54% consider it a major obstacle to product
selection (Penning, 2013). This not only highlights the
lack of flexibility in the product line, but also the
systemic problem of insufficient coverage of the
needs of consumers with atypical skin types. This
pain point became a strategic niche for brands like
Fenty Beauty, which changed the "one color fits all"
model and offered over 40 shades at launch.

From moral choice to commercial risk: reputation
and sales.

As the United States and other multicultural
countries have shown, ignoring inclusivity in product
design can lead to a loss of consumer trust. Deloitte
claims that over 61% of employees are forced to
"hide" their identity in the workplace, that is, suppress
expressions of race, gender, sexual orientation, or
religion in order to conform to corporate norms
(Deloitte, 2023). This approach has a direct impact
not only on the microclimate of the team, but also on
the strategic thinking of the company — after all, the
same picture is manifested in the communication
between brands and consumers: we often see not real
inclusion, but "symbolic" results. However, the data
shows a clear shift in corporate awareness. According
to another Deloitte study, companies that actively
implement inclusive practices in their product strategy
are 30% more likely to become innovation leaders in
their industry (Deloitte, 2021). Modern business
models built on diversity are not only better able to
adapt to change, but also create more enduring
audience loyalty. As a report by Sustainability
Magazine highlights, diversity and inclusion are not
just a trend today, but also "the most compelling
example of business growth", especially in an era of
globalization and societal transformation (Birch,
2023).

In today’s branding environment, representation is
no longer just an ethical imperative — it has become a
strategic resource with real impact on brand
profitability and positioning. A new generation of
consumers, the so-called "inclusive consumers",
expect brands to not just deliver a great product, but
also to deeply align with their values (McKinsey,
2022). According to another research by Chui et al.
(2021), black Americans spend over $300 billion each
year, yet 73% of them say that brands do not
understand their culture. This opens up huge
opportunities for brands that are willing to not only
declare but also embody representation in their
communication. An inclusive approach also responds
to the needs of a wider demographic. A report by
Deloitte Digital (2022) states that brands with an
active DEI strategy (diversity, equality, inclusion)

grow almost twice as fast as brands that avoid this
topic. This shows that representation is not just
"socially correct”, but also economically beneficial.
McKinsey (2023) in a more recent study demonstrates
that the need for “ethical consumer choice” is
growing. Brands that truly integrate representation
into their DNA, starting from product development
and ending with collaborations, have higher NPS (Net
Promoter Score) and customer loyalty. Representation
here becomes not just a showcase, but a tool of
empathy and trust. Thus, representation in branding is
not an aesthetic gesture, but a strategy for long-term
growth that combines cultural competence with
economic efficiency. In this context, Fenty Beauty is
not an exception, but a vivid example of the
transformative power of inclusive thinking in the
beauty industry.

According to a McKinsey & Company report
(2021), the problem of underrepresentation of black
consumers in the cosmetics industry is not only social,
but also economic: up to $ 10 billion in potential
profit is lost annually in the American market due to a
lack of inclusivity. Researchers emphasize that brands
that systematically and consistently work with DEI
(diversity, equity, inclusion) at all levels — from
management to product development — demonstrate
faster growth, higher consumer loyalty, and are better
able to adapt to changes in society and consumer
culture (McKinsey, 2022). This view is supported by
an analysis from Smith 1. et. al (2021), which notes
that inclusive leadership in companies is not only a
value, but also a competency that directly affects
management effectiveness, team creativity, and brand
sustainability in the long term. Leaders who possess
inclusive skills — such as empathy, cultural sensitivity,
and flexibility in decision-making — are able to shape
a truly innovative environment that meets the needs of
differrent consumer groups (Bourke & Espedido,
2019).

Today, inclusiveness is about strategic vision,
leadership, and long-term effectiveness. A 2024 meta-
study “Implications of inclusive leadership for
individual employee outcomes: A meta-analytic
investigation of the mediating mechanisms and
boundary conditions” demonstrates that inclusive
leadership has a powerful impact on employees'
psychological safety, engagement, and productivity.
An analysis of 87 empirical studies found that leaders
who practice inclusive approaches-including being
open to feedback, supporting diverse perspectives,
and actively engaging marginalized voices-create a
culture of trust that directly impacts business
outcomes. These findings are particularly relevant in
the beauty industry, which has historically been
exclusive and standardized. When a brand like Fenty
Beauty puts inclusion at the center of its identity, it
effectively implements elements of inclusive
leadership into its consumer communications. This
strategy transforms shoppers from passive customers
into an engaged community where everyone feels
visible and valued. The result is emotional loyalty,
higher market share, and increased referral marketing.
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Another meta-study, "Enhancing organizational
performance through diversity and inclusion
initiatives: A meta-analysis" (Okatta, 2024), lends
additional weight to these arguments. It systematized
more than 120 studies covering corporate D&l
practices in global companies. The authors concluded
that organizations with clearly formulated and
integrated D&I strategies demonstrate significant
growth in three key dimensions: innovation, market
adaptability, and financial performance. Significantly,
brands that incorporated inclusive initiatives at all
levels—from HR to branding—showed up to 30%
improved results compared to those that were limited
to formal D&I policies.

Brand management and marketing strategy.

While Fenty Beauty integrates inclusivity into the
very essence of the brand, many other companies use
the idea as a marketing ploy — more like a "showcase"
of diversity. For example, brands like Dior and Estée
Lauder sometimes launch campaigns with models of
different races or body types, but their foundation
lines are still limited to shades for fair skin. Such
superficial representation creates the illusion of
inclusion, but does not solve the underlying problems
of invisibility for many consumers. This demonstrates
how unique Fenty’s position in the beauty industry is:
it does not simply "reflect" trends, but changes the
very essence of the industry.

As Business of Fashion (2020) notes, the launch
of Fenty caused the so-called "Fenty Effect” — a
domino effect that forced competitors to reconsider
their own product palettes and standards of
representation. Thus, Fenty did not just offer inclusive
cosmetics — it established a new norm in the global
beauty industry, formed at the intersection of social
demand and archetypal identity. One of the key
communication tools of the Fenty Beauty brand is
social networks, where the brand does not just
promote products, but tells stories, showcases real
people and creates a space for self-expression.

The main platforms are Instagram, TikTok and
YouTube, where instead of glossy advertising —
make-up routines, honest reviews, diverse faces.
Collaborations with influencers of different races,
gender identities and cultural backgrounds have
become especially effective, which embodies
inclusivity in practice, and not only in marketing
slogans. The brand also actively works with UGC
(user-generated content): fans and ordinary users
independently create content, shooting their own
images with Fenty products, which strengthens the
emotional connection with the brand. A great example
of this was the Fenty Skin launch campaign, where
TikTok videos about the new product went viral
instantly, driving massive organic reach without the
use of traditional advertising. This approach is not
only cost-effective, but also builds a community
around the brand.

Representation Marketing: When a Company is a
Language of Visibility.

Visual identity and packaging are key components
of strategic brand management. Fenty Beauty
demonstrates an exceptional approach to creating a

visual language that combines aesthetics with strategy
to build a strong and recognizable brand image. The
modern minimalist packaging design, focused on
neutral tones and clear geometric shapes, clearly
reflects the brand’s core values: inclusion, innovation
and versatility. According to the concept of brand
archetypes described in the PMAI Manual (Blandin et
al.,, 2021), Fenty Beauty embodies the Rebel
archetype, which opposes traditional standards of
beauty and transforms packaging from a simple form
of product presentation to a tool for communicating
social ideas.

From the point of view of marketing strategy, the
visual component of packaging plays an important
role in brand positioning. Its adaptability to digital
platforms, high receptivity to the target audience (in
particular, the Gen Z generation), as well as the ability
to generate high-quality visual content for social
networks are significant advantages. The Business of
Fashion publication notes that a significant part of the
brand’s success was achieved due to the way Fenty
Beauty effectively communicates with consumers
through each visual component — from the color
palette to textures. This enhances the recognition and
consistency of communication. In Fenty Beauty
branding, the concept of inclusivity is embodied not
only through the variety of shades of tonal bases or
types presented in advertising campaigns, but also
through a strategically sound approach to the
distribution and positioning of products. Fenty is
positioned as a premium affordable segment brand,
located at the intersection of aesthetics and luxury
quality with financial accessibility for a wider
consumer audience. This format helps create a sense
of belonging: the consumer gets the opportunity to
purchase not just a cosmetic product, but a whole
system of values that this product represents.

Launching the brand through the Sephora platform
in partnership with LVMH, focusing on digital-first
communication channels, and ensuring global
availability of products through the official website
are targeted elements of an inclusive marketing
strategy. The innovation of Fenty's approach lies in
making the representation not only noticeable, but
also truly accessible to a wide range of people,
regardless of geographical location or income level.

Ethical business and responsibility.

Since its inception, the Fenty Beauty brand has
positioned itself not only as innovative and inclusive,
but also as a company that actively implements high
ethical standards in its activities. In the context of
modern global challenges related to sustainable
development, transparency and social responsibility,
the brand demonstrates a purposeful integration of
ethics into its business strategy (Boyles, 2023). One
of the key aspects of the company’s ethical identity is
a categorical refusal to test products on animals. Fenty
Beauty has the official status of a cruelty-free brand:
no stage of production, laboratory testing or
distribution of products involves testing on animals.
The brand also consciously avoids entering markets
where animal testing is a mandatory regulation (such
as, for example, in mainland China), which testifies to
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its unwavering commitment to principles, even in the
face of economic losses (LVMH, 2023). Such an
approach reflects a broader strategic shift towards
integrating social values into core business operations,
consistent with modern CSR models that emphasize
transparency, stakeholder engagement, and ethical
leadership across global industries (Karpiuk,
Krupskyi, & Stasiuk, 2023).

In terms of sustainability, the brand is taking
concrete steps to reduce its environmental footprint.
These initiatives include using recycled materials in
packaging, minimizing excess packaging, and
implementing refill systems for selected products.
These actions are in line with current global
expectations for eco-efficiency in the beauty industry
and highlight the brand’s proactive stance in
responding to climate and resource challenges (Fenty,
2025). Fenty Beauty also ensures transparency in its
supply chain in line with international standards,
including the California Transparency in Supply
Chains Act. The brand actively reports on measures to
prevent worker exploitation, including child and
forced labor, and sets high social and ethical standards
for its suppliers. However, some reports have raised
concerns regarding mica supply chains, including
potential use of child labor. Although the brand has
not officially confirmed these allegations, the case has
highlighted the need for even stricter monitoring
mechanisms (Eithan, 2025). This demonstrates the
company’s comprehensive approach to responsible
supply chain management (Fenty, 2025).

Inclusivity as the main principle of the brand is
expressed not only in the creation of a palette of tonal
products for different skin color types, but also in the

deeply rooted ethical position of the brand. It is
important to emphasize that Fenty Beauty refuses to
exploit social and ethnic identities solely for the sake
of marketing campaigns. The founder of the brand
Rihanna  has  repeatedly = emphasized  that
representation should be authentic and based on real
values, and not be formal or symbolic. At the same
time, Fenty Beauty is not without its shortcomings. In
particular, the brand currently does not have official
vegan status, and some products contain ingredients
obtained using animal resources. In addition, in 2020,
the media reported on possible violations of labor
rights by suppliers of the ingredient mica (mica),
which included cases of child labor. Although the
brand has not officially confirmed these allegations,
the issue has highlighted the need for stronger
supplier ethics controls (American Worthy, 2025).

Overall, Fenty Beauty is an example of a modern
brand that effectively integrates ethical standards into
the foundation of its operational processes and
communications strategy. According to Smith I. et. al
(2021) companies that adhere to high ethical
principles tend to demonstrate a better reputation,
higher levels of customer trust, and long-term
financial performance.

Thus, Fenty Beauty stands not only as a cosmetic
brand, but also as an ethical platform that serves as an
example of how social values can be organically
implemented into a successful business model without
compromising fundamental principles. To consolidate
the analytical findings, Table 1 presents a synthesized
overview of how inclusive branding, as implemented
by Fenty Beauty, generates strategic effects across
multiple dimensions of business performance.

Table 1. Strategic effects of inclusive branding (case of Fenty Beauty)

Domain of impact

Key outcomes

Emotional loyalty

Strengthened attachment via representation, values, and product relevance

Brand trust

Positive media coverage and organic UGC engagement

Competitive advantage

"Fenty effect" pressuring market competitors to adopt inclusive standards

Reputational capital

Establishment of a socially responsible brand identity

Marketing effectiveness

Lower acquisition cost via viral content and efficient Sephora partnership

Innovation and adaptability

Market-standard disruption and rapid global scalability

Source: compiled by authors on materials [7, 14, 15, 17, 36, 40]

The data in Table 1 demonstrates that inclusivity,
when applied as a central element of brand logic,
contributes not only to customer perception but also
reinforces the brand’s structural competitiveness.
These outcomes are interrelated and suggest that
emotional resonance and visibility can be leveraged
into operational and reputational capital, especially in

saturated or socially sensitive markets. To further
specify the link between branding instruments and
measurable business outcomes, Table 2 outlines core
strategic components of Fenty Beauty's model,
illustrating how inclusive design translates into
consumer  engagement and market impact.

Table 2. Relationship between inclusive strategy components and business outcomes

Strategic component

Fenty Beauty implementation

Business effect

Product inclusivity

Over 40 foundation shades

Expanded reach and purchase frequency

Price accessibility

Affordable premium ($20-50)

Broader market appeal, repeat buying

Digital communication
partnerships

TikTok, Instagram, UGC, influencer

Virality, loyalty-building

Visual identity
representation

Multimodal aesthetics with inclusive

Enhanced recognition and differentiation

Ethical responsibility

testing markets

Cruelty-free, avoidance of controversial

Increased trust and reputational advantage

Source: compiled by authors on materials [14, 15, 32]
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Table 2 highlights the practical mechanics of
inclusive brand positioning and its cumulative impact
on loyalty, perception, and sustained differentiation.
These findings emphasize that inclusivity is not an
auxiliary value but a business system element that
amplifies brand relevance and resilience.

Lessons from Fenty Beauty: An Inclusive Brand
of the Future.

The launch of Fenty Beauty was a key event in the
transformation of the beauty industry, setting new
standards where inclusivity is no longer perceived as
a temporary trend, but rather as a strategic necessity
for brands to succeed in today’s market environment.
The company’s innovative approach not only restored
the balance between representing diverse consumer
groups and achieving economic benefits, but also
forced competitors to reconsider their strategies in
favor of targeting a wider audience and diversity.
Inclusivity, which Fenty Beauty actively supports,
goes beyond ethical or social considerations,
establishing itself as an effective economic strategy.
Research data confirms the importance of considering
different skin tones in cosmetic lines as a key factor in
attracting buyers. The more brands cover the diverse
needs of consumers, the greater the potential they
have to expand market share. Fenty Beauty
convincingly proved that products developed with the
principles of inclusion in mind have significant
commercial potential. Thanks to its ability to cater to
diverse consumer groups and set new industry
standards, the brand has enjoyed phenomenal success.

Fenty Beauty’s strategy is based on the idea that
beauty is everyone’s right, regardless of race or
ethnicity. Before the brand was launched, the
cosmetics industry largely ignored the needs of people
with diverse skin tones, especially when it came to
foundation. Fenty Beauty changed this status quo by
offering a wide range of shades that cater to almost all
skin types, ensuring that every consumer has access to
a product that is as personalized as possible. The
brand has not only become an innovator in the
cosmetics industry, but also an example of a
successful marketing approach. The use of social
media has helped create a community of loyal
customers and has drawn attention to the importance
of inclusivity. The team led by Rihanna has developed
a platform that does more than just promote products
— it shapes new social norms, affirming the idea of
beauty as a means of self-expression. According to
Teng (2023), Fenty Beauty has been instrumental in
building a strong online presence and encouraging
customer engagement through the strategic use of

digital platforms and celebrity endorsement,
especially through Rihanna's active involvement.

Conclusions

The case of Fenty Beauty proves that inclusivity,
when embedded not as a marketing fagade but as a
fundamental business strategy, reshapes not only
consumer expectations but also industry-wide norms.
The brand’s ability to integrate diversity, ethical
positioning, and emotional resonance into its product
development, communication, and distribution has set
a new benchmark for competitiveness in the global
beauty sector.

This study affirms that inclusive branding is not a
transient trend, but a structural driver of brand loyalty,
media resonance, and strategic differentiation. Fenty
Beauty's model demonstrates that authentic
representation, coupled with operational integrity and
digital responsiveness, enables companies to address
historically marginalized segments while unlocking
scalable business potential. Therefore, the future of
branding in saturated markets belongs to those who
treat inclusivity not as an accessory, but as a core
asset of value creation.

Limitations of the Study.

While this paper provides a theoretically grounded
and strategically informed analysis of inclusive
branding using Fenty Beauty as a case study, several
limitations must be acknowledged. First, the research
is based exclusively on secondary sources, including
scholarly publications, industry reports, and publicly
available data. This limits the empirical
generalizability of the conclusions and prevents a full
assessment of internal brand dynamics or managerial
decision-making processes.

Second, the single-brand case study design does
not allow for direct comparative benchmarking with
other beauty industry players. As such, the findings
may reflect unique contextual advantages related to
Fenty Beauty’s founder profile, early media
positioning, or access to high-capacity retail platforms
like Sephora.

Third, the study does not include primary
consumer data or ethnographic insights, which would
allow for a more detailed understanding of how
inclusivity is perceived by different consumer groups
across markets. Finally, although the strategic effects
of inclusivity are discussed, the long-term
sustainability and replicability of Fenty Beauty’s
model require further longitudinal observation and
comparative validation.

Abstract

The growing significance of inclusive branding in the beauty industry reflects a strategic shift toward ethical
and socially resonant value creation. This study explores Fenty Beauty’s positioning as a case of strategic
inclusivity, analyzing how diversity-driven marketing and product design shape competitive performance. By
using qualitative content analysis of public communications, media reports, brand campaigns, and scholarly
research, the paper examines the mechanisms through which Fenty Beauty has redefined brand-consumer

relationships.

The research highlights several strategic dimensions of inclusion: emotional brand loyalty, consumer
identification with brand values, and measurable differentiation across saturated markets. Emphasis is placed on
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how digital communication and influencer collaborations facilitated the creation of a loyal community, while
broad foundation shade ranges and affordable premium pricing extended brand accessibility. Furthermore, the
brand's ethical stance — including cruelty-free policies and supply chain transparency — enhances reputational
capital and long-term brand equity.

The findings support the argument that inclusivity, when integrated authentically into branding architecture,
functions as both a moral imperative and a viable business strategy. Fenty Beauty exemplifies how brands can
align social advocacy with profit generation through coherent communication, inclusive design, and consumer-
centered innovation. The paper offers practical insights for brand managers seeking to translate inclusive values
into sustainable growth and strategic market leadership.
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