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DECODING THE POWER OF FAME
IN THE BEAUTY INDUSTRY
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« Total Sales: $1.1billior

= Growth Rate: 58%
(v. 11% for overall beauty category)

( . >
=  Reach: 20.7 million U.S. households ‘L' .
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https://nielseniq.com/global/en/insights/analysis/2024/celebrity-founded-beauty-brands-surpass-1-billion-in-sales/
https://nielseniq.com/global/en/insights/analysis/2024/celebrity-founded-beauty-brands-surpass-1-billion-in-sales/

EXAMPLE SUCCESS STORY 0

May 28, 2025 4:05 PM Eastern Daylight Time

e.lL.f. Beauty Announces Definitive Agreement to
Acquire rhode in $1 Billion Deal

share ] X @ &

Fast-growing beauty brand founded by Hailey Bieber will further diversify e.l.f.
Beauty's portfolio of brands that disrupt norms, shape culture and connect
communities

The acquisition of Hailey’s company, which she launched in 2022, occurred

on May 28. She will continue her role as founder and additionally serve as

Rhode’s chief creative officer and head of innovation, overseeing creative,

producf innovation and morke’ring. She will also act as a strategic advisor

to the combined companies.
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https://www.businesswire.com/news/home/20250528613364/en/e.l.f.-Beauty-Announces-Definitive-Agreement-to-Acquire-rhode-in-%241-Billion-Deal
https://people.com/hailey-biebers-1-billion-dollar-rhode-deal-separate-justins-finances-says-rep-11774908
https://www.rhodeskin.com/pages/about-us
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OBJECTIVE

Understand the role and power of
influencers and celebrities in building
and promoting beauty brands.

METHODOLOGY

10-min surveyon theaytm p
PaidViewpoint, fiel
utilized Conversati
qualitative intervie

TARGET

US female beauty
18-44; have used
using celebrity/influencer

. /e
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DO CONSUMERS SEE CELEBRITIES & INFLUENCERS DIFFERENTLY?

71%

believe celebrities and influencers
are distinct groups of people

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



HOW DO CONSUMERS DEFINE CELEBRITIES V. INFLUENCERS?

CELEBRITY
= Well-recognized by the public

= Famous for achievementsin entertainment,
media, or sports

= Linked to talent, wealth,and mediavisibility

INFLUENCER

= Has strong social media presence

= Gansinfluence via endorsements, lifestylesharing,
relatability, or aspirations

= Influences followers’ opinions, behaviors, and
purchases through content

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



HOW DO CONSUMERS PERCEIVE CELEBRITIES V. INFLUENCERS?

Celebrities are...

rarmous | =
wealthy [ c5%
Influential _ 57%
Trendy _ 52%
Iconic |G 50%
Talented _ 45%
Trustworthy B 2%

Timeless . 12%

Influencers are...

Famous [N 40%
wealthy [ 17%
Influential _ 77%
Trendy |GG 7
lconic - 24%
Talented - 21%
Trustworthy - 25%

Timeless l 7%

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



WHAT PRODUCTS ALIGN WITH CELEBRITIES V. INFLUENCERS? @

Product expectations
88% m Celebrity  mInfluencer
80% 78%
0
S e 649%07% e 64% 63%
i SIS 58%

2 4:8%

I I II II II II 39%I

Fragrances  Cosmetics/ Skincare Hair care Beauty Body care Wellness/ Nail care Food &
makeup products products tools products self-care products beverages

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



WHAT ATTRIBUTES DEFINE CELEBRITY V. INFLUENCER PRODUCTS?

Celebrity products are...

Trendy _ 53%
High quality | GG 50%
overpriced |G 50%
Luxurious |G 45%
Unique [ 31%
Effective - 31%
Authentic || 27%
Gimmicky | 24%

Untrustworthy [} 7%

Influencer products are...

Trendy [ GGG 612
High quality - 32%
overpriced || 37%
Luxurious [l 20%
Unique [ 32%
Effective - 33%
Authentic [ 27%
Gimmicky | NGz 34%

Untrustworthy [} 10%
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WHAT ARE CONSUMERS'’ PRICE EXPECTATIONS?

Price expectations vs. regular products

® Much more

CELEBRITY u A little more INFLUENCER

PRODUCT

PRODUCT

About the same

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.
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WHAT DOES SALES DATA SAY? @



https://www.strikedigital.ie/blog/tiktok-statistics

The ingredients ”\:

for an effective collab v




CONVERSATION Al, POWERED BY SKIPPER @

You're chatting with Skipper, our automated research moderator.
We're going to dig more into your thoughts on celebrity beauty care
products.

To dive into this topic,

we leveraged aytm’s
Conversation Al

5 'm Skipper, your Al chat assistant. We're about to dive into

= Replicates the flow & nuance

When you see a beauty product tied to a celebrity, does that make you

of live, moderated interview

= Captures organic & authentic
consumer opinions

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



A celebrity’s star
power & relevancy
drives interest.

HOW DOES CELEBRITY INVOLVEMENT AFFECT PERCEPTIONS?

“It dependson the celebrity.
If I like the celebrityalot,lam
moreinterested...if | like their
personality, the stuff they've

beenin, theirtalent.”

“It definitely depends on the
celebrity and type of product... Ifthe

product makes sense coming froma
specific celebrity then | would be
more interested in trying it.”

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.
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HOW DOES CELEBRITY INVOLVEMENT AFFECT PERCEPTIONS? @

“Ilean moretowards
celebrities that actually have a

A C e ]_ eb rj_ty ) S creative hand in the product...

i ) I cantellinthe ways they
involvement with i
creating the brand
“It feels more authenticif the

S h OWS a u th e n tiCi ty. celebrityis involved with creating

the product. If theyaren't, it

seems like a money grab. That
makes me less interested.”

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



HOW DOES CELEBRITY INVOLVEMENT AFFECT PERCEPTIONS? @

“I'loved when Fenty Beauty came
about, because | felt like Rihannais
really passionate about her brand. She
showed herself applying the product

A Ce]_eb rj_ty ) S multiple times and showed behind the

scenes conceptideas.”

passion for the
brand builds trust.

“Selena Gomez and Rare Beauty.

It seems like she put thought into her
products andtheir accessibility,
which made me want to try it
more.”

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



HOW INVOLVED SHOULD THE CELBRITY BE? @

Most compelling title for
celebrity involvement

Owner/sole founder _ 44%
into their product and if
Product development expert - 22% it failed it wouldn’t look
very good”
Spokesperson - 14%

Co-founder - 13%

Brand chief . 7%

“They would put energy

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.






WHAT BRANDS ARE DOING THIS RIGHT?

Top brands purchased: P6M

23%

14%

10%

Annual

Sales 5582m

$350m $380m

13

FEWTY BEAUTY

aaaaaaaaaa

KYLIE COSMETICS

BY KYLIE JENNER

Sales Data Sources: Businesswomen.com & Beautymatter.com

7%

$337m

@HONEST

7%

rhode

6% 6%

$100m $88.7m

HAUS LABS
BY LADY GAGA r.€.M.beauty

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.


https://businesswomen.com/blog/celebrity-beauty-brands/
https://beautymatter.com/articles/haus-labs-by-lady-gaga

WHAT MATTERS WHEN BUYING A CELEBRITY PRODUCT? @

Importance when buying celebrity beauty products

Very Important Extremely Important Top2Box
Product quality & performance 60% 91%

Price & value formoney 49% 88%
Availabilityin stores/online 79%
Unique scent, benefits, &/or cosmetic shades 78%

Cruelty-free,vegan, &/or environmental claims 63%
Celebrity’s involvement with brand 63%
Celebrity’s involvement in formulation 59%

Packaging & design 55%

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.



CASE STUDY: FENTY BY RIHANNA @

Why is Fenty #1¢
* Rihanna’s star power & relevancy

* Rihanna believes what it stands for

* Addresses unique needs of consumers

Source: fentybeauty.com

“I love everything that Rihanna has put out
because you can tell shereally cares. The

products are very well made for the price and
she makes products that work for [different]
ethnicbackgrounds.”

©2025, UMONGOUS, INC. ALL RIGHTS RESERVED.


https://fentybeauty.com/
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Celebrities and in
luxury v. everyday

L.
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The rlght celebrity is raevant involved, 4 a. > -ﬁﬂ-’
and passionate for the brand VL
«\‘I‘/ >
Product fundamentals are vital for a “ !

successful celebrity-backed bran
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