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Rihanna is having an extended moment.

At the recent New York Fashion Week, her Savage x Fenty lingerie show featured models of diverse shapes and
colors, musical performances by Halsey, DJ Khaled and others, and Rihanna herself atop an elevated cube.

Savage x Fenty recently raised an additional $50 million in funding, and joins a massively successful Fenty Beauty,
which, according to Forbes, in 15 months of operation accumulated $570 million in revenue.

Strong foundation

It is  easy to credit social media for the swift and convincing rise of the Fenty empire. It mistakenly makes us believe
that, thanks to social media, any influencer or celebrity can build a culturally relevant and successful brand.

While it is  true that social media makes it easier than ever to attract an audience and build wide reach, the barriers of
entry are also dangerously low, with the outcome of a number of very short-lived celeb endeavors.

A single-minded focus on social media as the growth driver also omits a much more complex web of factors that, in
recent years, gave rise and prominence to Fenty brands.

Rihanna, like Kylie Jenner, enjoyed a prolonged and global mass media exposure before launching her brands.

There is nothing bigger than mass media, and mass media provided a big shortcut, especially to Kylie Jenner, a
reality television star, when building her brand's social media reach and audience.

Fenty brands significantly benefit from a strong female entrepreneurship angle and narrative.

Rihanna is a bold, outspoken and independently minded female founder, and we wholeheartedly root for her to
succeed.

More importantly, she puts forward a version of the inclusive and democratic beauty world, made for those
excluded from the corporate beauty brands successfully extending the appeal of her brand beyond herself.
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In contrast, Kylie Cosmetics tightly revolves around Kylie, making it more vulnerable to volatility of people's pop-
culture tastes and the fickle nature of modern celebrity.

Fenty Beauty's tagline, "Beauty for All," is  a strong social statement underpinned by product innovation.

Fenty Beauty delivers more than 50 shades of foundation something, until then, unheard of in the beauty industry.

Fenty Beauty's advertising is regularly diverse, just like her fashion shows, and features models of different colors,
genders and sexual orientations.

All of this taps right into the cultural mood of inclusivity, successfully institutionalizing it.

Supreme effort
If LVMH's recent strategy of collaborations is any indicator, luxury fashion and beauty brands are keen to reach the
Instagram generation by partnering up with brands popular with this demographic.

Previously on cease-and-desist order, Supreme released a range of objects, from skateboards to punching bags to
luggage, with Louis Vuitton.

Bringing Rihanna into LVMH fold is a proven success strategy, fresh of the heels of Fenty Beauty's fast growth,
distributed via LVMH-owned Sephora.

All of this indicates that, in the age of social media, for enduring appeal you need, well, something more than social
media.

Rihanna is smart to have a diverse product portfolio, to stand for and represent something beyond a mere celebrity,
which can ultimately undo a brand such as Kylie Cosmetics, whose growth has already slowed down, and to
constantly put forward a fresh perspective both in terms of advertising and business models.

Social media indeed allows celebrities to speak directly to consumers, let them into their world, build a personal
relationship at scale, and make them believe that we are all BFFs.

This is especially true for beauty, which is one of those passion industries, such as fitness, that everyone has an
opinion and advice on, making barriers to engagement low and a sense of community high.

This audience proximity is best used as a savvy business tool, though, allowing a celebrity-backed brand to be
nimble and responsive.

Otherwise, there are always dangers of "cancel" culture: because celebrity brands are so closely tied to their
founders, every misstep counts.

In beauty, this can be deadly.

BY MAKING Fenty Beauty about "beauty for all," Rihanna successfully insulates herself from being cancelled or, at
least, makes cancelling really difficult. Kylie Jenner? Not so much.
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