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Fenty Beauty is a cosmetics brand that was launched by the famous singer Rihanna in September 2017, when she was 29 years old. Fenty Beauty was her first solo brand of cosmetics; she had previously collaborated with MAC cosmetics and she had also released 10 fragrances through association with Parlux Limited. She worked together with Louis Vuitton Moet Hennessey (LVMH) who is a luxury conglomerate by signing a deal in 2016 to start producing Fenty Beauty via the Kendo division of LVMH (Ismail, 2018). Kendo is a company that manufactures cosmetics as products that are labelled in white color and sells to Sephora, a cosmetics retailer. Rihanna came up with Fenty Beauty in order to provide for all skin tones, and offer inclusive cosmetics (Ismail, 2018). She aimed at coming up with shade offerings that are extensive for the users who have deeper skin tones.
The first products of Fenty Beauty were sold on the 8th of September 2017 which was also during New York Fashion Week. Rihanna also had a fashion show to display her collaboration with Puma. Fenty Beauty launched its products on the company’s websites and also on the website of Sephora stores. The company offers a wide range of shades thus drawing international praise. It addresses a gap that has been greatly criticized in cosmetics industry by including shades that are darker among the very first 40 of its shades and then thereafter it comes up with 50 different colors for the foundation known as Pro Filt’R (Ismail, 2018).
Fenty Beauty launched four more lip paints in the color of ‘Baby Pink,’ ‘Chocolate Brown,’ ‘Black,’ and ‘Peach Nude’ in November, 2017 following the launch of red lipstick by Stunna Lip Paint. The line further launched a limited-edition highlighter. It called the highlighter Dirty Thirty for Rihanna’s 30th birthday. The company continued launching more products. It launched the ‘Please’ collection, ‘Body Lava’ and ‘Beach Allat’ once and the line continued to launch its first body product which could be buffed on all parts of body for the purposes of illumination (Walters, 2018). Fenty Beauty further launched their winter collection and named it “Chillowt”. This included various winter-themed products. The company reasonably priced its first products as compared to other well-known brands. This made their products affordable and accessible to customers (Walters, 2018).
In the first month of operation, the company recorded over 72 million dollars as earnings from media value. This signified that their marketing success was higher than that of great brands such as Kylie Cosmetics Company and KKW Beauty. Fenty Beauty diversified its advertising campaigns as they were featuring black models and models of color. Kylie launched her first brand in November 2015. She had researched on the internet and decided on the product, and went ahead to commence the production of lip kits. Kylie Cosmetics is one of the American companies of cosmetics founded by Kylie Jenner. Originally, the company was known as Kylie Lip Kits, but it was renamed Kylie Cosmetics in 2016 after it released a set of lip liner and a liquid lipstick (Komaromi, 2016). In 2014, Kylie signed with a company known as Seed Beauty to start producing new products.
Kylie started by producing 15,000 lip kits, and funded the production with 250 thousand dollars which she had earned from modelling. Her mother further diversified the sales by bringing the lip kits to the Canadian platform of e-commerce Shopify in 2015. Renaming the company led to the increase of products to 500,000 kits earning the company total revenue of $300 million by the end of 2016. Kylie Cosmetic has a reputation of a company that being run and funded individually. The company depends majorly on social media for its marketing (Komaromi, 2016). In 2018, the company had a Snapchat account that was most followed and it registered a total of 118 million followers on Instagram (Hafiz and Ali, 2018). The company was concerned with the issues raised by customers, and it changed its packaging style due to theft issues.
Kylie Cosmetic faced various criticism as most customers complained that Kylie was copying Rihanna’s work in Fenty Beauty (Hafiz and Ali, 2018). She was copying the packaging of the skin concealers from the way Rihanna’s company was doing it. Customers complained about usage of provocative names on products, such as the blush collection which had names such as “Virginity” and “Barely Legal”. The company also had a scandal dealing with its make up brushes. The company had launched 16 luxury brushes and priced them at $360 and the customers gave several negative opinions on the brush kit. A comparison on the Fenty Beauty Company and Kylie Cosmetics company shown in the different marketing strategies, the operations, sales and products offered.
Rihanna’s company is several steps ahead of Kylie’s in terms of sales, though Fenty started a couple of years after Kylie’s.  Rihanna’s 2018 sales surpasses the Kylie Cosmetics’ sales of the first 18 months. Kylie had sales amounting to $420 million while Fenty sales in 2018 amounted to 500million euros. Kylie’s sales, however are predated by the partnership the company has with Ulta. Rihanna’s company benefits from LVMH arbitrage 101, who own Sephora and also top-selling products. Jenner was originally selling her products through her individual online store until she partnered with Ulta, while Fenty beauty had an advantage from the beginning it could use data belonging to Sephora to come up with new products. Fenty Beauty Company is therefore taking a lead in the beauty market, leaving Kylie Cosmetics behind.
When Kylie entered the Ulta Beauty partnership, its online sales were diversified. It could therefore compete with Rihanna’s company if only the business was sustainable. However, Fenty Beauty was handcuffed because of being owned by LVMH from the start. This company would have limits on the extent to which it could grow, because of being owned exclusively by a single retailer. Fenty Beauty could also suffer if it wanted to expand beyond the scope Sephora Stores because the financial space could be limited.
Though Rihanna’s company is making greater sales than Kyle’s cosmetics company, Kylie Jenner herself is getting richer from her beauty company than Rihanna. Jenner has 100% ownership of her company, while Fenty is owned by LVMH. Kylie’s company has grown from the ground up and has publicly disclosed it. In Fenty however, LVMH has the greatest share thus it has not been able to disclose itself publicly. In terms of social media, Fenty Beauty is sprinting more than Kylie Cosmetics as it strives to be a billion-dollar brand. Fenty Beauty has been striving towards a greater 2019. It was dominant in the makeup-world chatter in January 2019 as almost 10% of beauty brands’ social media users were planning to buy Kendo brands with Kylie Cosmetic taking the seventh position. Only 4.21% of conversations were thus left by companies such as Benefit Cosmetics and Huda Beauty. Jenner is seen to earn more from her company as compared to Rihanna because of the ownership issue.
However, Kylie was dominant in cheek brands as 35.5% of social media users were planning to buy Kylie’s new blushes and bronzers. A few users had intentions of purchasing Fenty Beauty’s products. The customers who had planned to purchase blushes and bronzers from Fenty were 3.21% of the social media users, this was a third of the ones who had planned to buy Kylie’s. The two companies had no power in sales on signature lip kits for television stars because Jeffree Star Cosmetics were wanted most by social media users.  In the face category, Fenty Beauty was on top with almost a third of potential buyers in social media being theirs leaving Kylie’s products of facial beauty behind (Kadekova and Holienčinová, 2018). Customers were planning to buy Pro Filt’r powder for retouch setting, its soft matte long wear foundation and its instant retouch concealer. Fenty Beauty is therefore gaining more popularity in social media than Kylie Cosmetics.
Rihanna’s company has shaken the Kylie Cosmetics company. Fenty Beauty Company has been able to scoop a market that has been ignored by Kylie Cosmetics for a long time. Fenty Beauty Company has therefore strived to meet needs of all the people hence increasing its customer base more than Kylie’s. With the Sephora launch, Fenty Beauty Company has been able to see customers of all colors and it has introduced darker shades of foundation to cater for people with that color (Walters, 2018). It has launches 40 shades of color also to cater for customers’ needs. Fenty Beauty Cosmetics is therefore reaching to all the customers which is a goal that Kylie Cosmetics has not achieved yet it started before Fenty Beauty. Fenty Company is therefore satisfying customers more than Kylie Cosmetics does.
The start of different shades of foundation has made Fenty Beauty company to be more praised by fans than Kylie Cosmetics which existed before Rihanna’s company. Social media has also cooperated with Fenty Beauty Company since it has been posting images of foundations that cater for people of all color. Kylie cosmetics brand is striving to draw the attention of same customers being served by Fenty Beauty Company which is majorly the people with darker shades of color. Rihanna has made great efforts in making Fenty Beauty Company to be a genuine company than the other Beauty companies including Kylie cosmetics. She separated her brand from Kylie’s by putting it clear that there was a need to have foundation for extra pale girls as well as for dark-skinned girls (Walters, 2018). Kylie cosmetics had not factored to serve the entire market. Fenty Beauty has therefore been known by many people and it has a larger customer base as compared to Kylie Cosmetics.
Kylie cosmetics’ sales dropped drastically when Fenty Beauty was released. When Fenty Beauty was launched, both Rihanna and Kylie Jenner decided to front their brands and it was seen that Rihanna’s brand was outselling Kylie’s. People who supported Rihanna started following Kylie as Rihanna’s brand was overthrowing Kylie’s market. Rihanna fans even took to the social media and said that the brand owned by Kylie had been overthrown and murdered (Ward and Paskhover, 2018). Kylie cosmetics company sales started declining also because Rihanna’s brand had taken all the available market. When looking at the sales, Fenty Beauty Company is making more sales than Kylie Cosmetics showing Fenty’s products have been accepted more than Kylie’s.
Fenty Beaty, given the fact that it was created by a celebrity, makes the celebru=ity the centre of the branding imagery and advertising, and also targeted women of color. The company was ideally focused on the product but not the trend. A SWOT analysis indicates the strengths of the company as the brand name, has assumed an exploited great marketting strategies, their products appeal to conservationalists since they are cruelty free and animal friendly, the company has a solid banking with the partnership from LVMH, and they employ the use of unique and innovative products in a customized and stand-out form of packaging. The company is challenged by three weaknesses; the brand is similar and can be assosicated with others, the products produced are expensive for some customers, the partnership limits decision making including branchin out and expansion, and the firm is not available everywhere which hinders its product from reaching diverse markets.
With considerations to the external environment, Fenty Beauty Company can invest in oppportunities such as international expansion, launching of new products at big events, and employ other celebrities to facilitate marketting. The analysis of threats facing the company showed the company may suffer in situations where the customer base changes their preferred taste, the market has fierce competition and is a cause for concern, the use of substitute products can put the company out of business, and any scandals from Rihanna can damage the Fenty Beauty Brand. The anlysis also indicated the company’s major cometitors are Marc Jacobs, Kylie Cosmetics, Loreal, and Huda Beauty.
Placement wise, Fenty Beauty is available intrnationally at almost any Seephora store locations in more than 150 nations, the Harvey Nichols in Britain, and online anytime at the sites; www.sephora.com and www.fentybeuty.com. The brand has placed itself as an all embracing beauty line for all skin tones. The brand also uses promotional pictures for the cosmetic line and it features models such as Duckie Thot, Halima Aden, Paloma Elsser, Leomie Anderson, and Slick Woods. In the fall of 2017, their promotional campaign cosisted of mainly models of color rather than having predominantly white models, thus adding to the unprecedented diversity in their campaigns. Fenty Beauty employs promotions in the following five products; foundation at $34, kabuki brush with the same amount, eye shadow grosses a higher amount of $59, match stix and mattle lipstick at $25 and $18 respectively. 
Fenty Beauty’s Instagram page has today 3,5 m followers and it includes a range of beauty influencers reposts as well as pictures of the cosmetic lines products. Rihanna doesn’t overshadow the page and is certainly separated from her own online presence. Nevertheless Rihanna, who has over 62 million followers, does make an appearance on the Fenty Beauty website and reminds her followers her connection to the brand but also allows it to succeed on its own. She also has promoted her cosmetic line on her own social media page for more exposure, for example, some of her celebrity friends were using her products on their page and she reposted it to her page. Rihanna is both the creator and top influencer for the Fenty brand, and it is a combination of roles that is definitely working out in the long run. 
An analysis of the market derived the following statistics
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Social media influencers
Sales	Yes	No	Do not use cosmetology products	Rarely	0.78200000000000003	0.19400000000000001	1.4E-2	0.01	Product awareness of Kylie Cosmetics and Fenty Beauty 
Sales	Aware of both	Only aware of Kylie Cosmetics	Only aware of Fenty Beauty	Aware of none	0.73599999999999999	7.0000000000000007E-2	0.14699999999999999	4.7E-2	Clients who have used Fenty Beauty or Kylie Cosmetics products
Sales	Yes	No 	Not yet but I'd like to try	Don’t know of them	0.65100000000000002	0.29799999999999999	4.9000000000000002E-2	2E-3	