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DIVERSITY IN BEAUTY IS NOT A MARKETING
TACTIC - IT'S AN ESSENTIAL PRACTICE AND
MUST BE A KEY AREA OF FOCUS AMONG
EVERY BEAUTY BRAND ON THE MARKET
TODAY. SUCCESSFUL BRANDS RECOGNIZE THAT
INCLUSION IS AN ONGOING (AND NECESSARY)
PROCESS THAT NEEDS TO BE CONSIDERED
DURING EVERY PHASE OF PRODUCT

DEVELOPMENT.
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COVID-19 ACCELERATED AMERICANS’
FOCUS ON DIVERSITY AND
INCLUSIVITY IN BEAUTY

Lockdown
(March-June 2020)

Beauty

Re-emergence
(July 2020-Dec 2021)

Recovery
(2022-2025)

Some categories flourish,
others fall

Consumers continued to use products in this
category, but at a slower pace. Amid salon
closures, at-home hair color and nail products
experience growth while cosmetics and
fragrances struggle.

Diversity and inclusivity in beauty

Budget-strapped consumers
will trade down
Usage of beauty products across categories

increases as we enter re-emergence. However,
rising economic concerns tempers spend.

Road to recovery

Slow economic growth will lead to tightened
spending across categories. Products tied to
wellness and self-care may be more resilient but

some level of trading down is expected to continue.

Grassroots movements in the space
drive category momentum

Even before the Black Lives Matter
demonstrations in June 2020, diversity and
inclusivity in beauty was a key priority among
consumers. The beauty industry continues to
be one of the most criticized categories for

Consumers align purchases with
personal beliefs

Consumers seek brands that align with their
values and due to beauty’s young and diverse
audience, many consumers gravitate toward
brands that demonstrate inclusivity.

Inclusivity shapes the
beauty landscape

An inclusive brand strategy is crucial in
surviving the post COVID-19 landscape. Key
audiences in the space will not support brands
that don’t share their values and offer products
that are inclusive to all people; regardless of

lacking inclusivity. A push to support
. Black-owned beauty brands drives category
momentum, even amid the pandemic.

age, gender, race and disability status.
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A ONE SIZE FITS ALL APPROACH TO
DEI FALLS FLAT WITH CONSUMERS

Select brand inclusivity indicators, November 2020
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Understanding consumer perception toward inclusivity in beauty is complicated and nuanced. How consumers
determine if a beauty brand is “inclusive” is largely dictated by whether the brand satisfies their own individual
needs, thus challenging a “one size fits all” approach to inclusivity. Brands will have success when they are
truly able to align their approach to inclusivity with the needs and expectations of their target audience.
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Base: 1,796 internet users aged 18+ who use beauty products | Source: Lightspeed/Mintel

BEAUTY BRANDS ARE NOT GOING
TO BE ABLE TO SIT ON THE FENCE
MOVING FORWARD

Successful brands recognize the need to evolve with the changing demographic
landscape in order to earn loyalty and stand out in the competitive market. Think
of inclusive product portfolios as a long-term investment. While the initial cost
can be substantial, particularly for small/indie brands, demonstrating a strong
(and authentic) commitment to inclusion can be a compelling purchase motivator.

Select behaviors

toward beauty brands,
November 2020
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BEAUTY BRANDS HAVE THE
OPPORTUNITY TO GROW BY
INSPIRING AND EMPOWERING

Select attitudes toward diversity and inclusivity
in beauty - any agree, November 2020

Beauty marketing is shifting from “aspirational” to “inspirational”,
and key audiences in the beauty space are inspired when
brands show their commitment to diversity and inclusion. To

< start “moving the needle” integrate different types of beauty
diversity at a time when it's authentic for the brand. Committing
to diversity is an ongoing practice, and requires brands to listen
to their audience to determine how efforts are perceived.
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e Society's idea of beauty is too rigidly defined

“I'm inspired when beauty brands show
diversity in advertisements”

® Most inclusive beauty brands are too expensive

® People should stop using a beauty brand if
they did something offensive

® The beauty industry is more progressive
than other industries

Base: 2,000 internet users aged 18+ | Source: Lightspeed/Mintel
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