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What is the current status of the insta face?

How is the beauty industry capitalizing on our faces?

Styles for all 
Celeb : and influencers makeup brands 
We want instagrammable faces
Fashion for the face 



Skincare

things that you 
do and use to 
keep your skin 
healthy and 
attractive.

Cosmetics

relating to 
treatment 
intended 
to restore 
or improve 
a person’s 
appearance.

Hairstyle

cosmetics such 
as lipstick or 
powder applied 
to the face, 
used to enhance 
or alter the 
appearance.

Ornament

is a decoration. 
You can also 
ornament 
something by 
making it more 
beautiful or 
festive.



Styles for all 



Photographer Michèle Côté



SALWA 
RAHMAN





Pat Mcgrath 
labs  

x
Star Wars 



ANGEL CHEN 
x

M.A.C



Gucci 
makeup



Gucci 
makeup



LAGOON FEMSHAYMA
PHOTOGRAPHY ROXY LEE



@THUNDERGIRL_XTAL



@cutcreaser



@anatakonyourface



ESMAY 
WAGEMANS



Celeb and influencers  makeup brands



Celebrity 
styles 

Brand 
representing 

that style 

Selling a 
specific make 

up trend 
Embodied by 
a public figure

Highly accessible 

Social media 
Video Content to promote 
on personal IG accounts
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Kylie Cosmetics - Money Collection







Fenty Beauty - Rihanna



Huda Beauty





James Charles x Morphe



Patricia Bright 
x

Revolution



We want IG faces 



People want to look like what they see on social media 

They use social media to share their “best faces”

Few trends/ brands/ products regarding facial beauty were born on IG

Issues around looking instagrammable 

Beauty brands use social media as a way to apply Direct-to-Consumer 
strategies 

Reviews and comments are today very valuable data for brands





01. Glossiers positioning statement 
“Skin first. Makeup second. Smile 
always.”

02. The CEO was a blogger, within 
a year of ad sales generated by her 
website allowed her to quit her job. 

03. Glossier has a “two way 
conversation” with the user 
community. 

04. They invited 100 of its top 
consumers to be part of a group 
slack channel. They exhange over 
1100 messages a week. 

05. The U.S flagship is a penthouse 
in NYC, which generated more 
sales per sq foot than an Apple 
Store. 

*from Ogilvy report “insta-branding





Charlotte Tilbury - Joan Collins 
campaign





Dior Interactive beauty  
All around the shop a series of wall-fixed iPads, a Skin Care 3D Mapping mirror and a Mix & 
Match screen create an entertaining and informative digital path where consumers can make 

accurate diagnoses, test a wide array of colours and combinations.
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Fashion for the face 





Photography Anairam



@crystalcanine



Dazed Beauty











Opportunities 

Developing new user 
experiences through 
digital and physical 
retailing. As well as 
mixing online and 

offline for a complete 
experience.

Suggesting 
more resistant 

makeup. Educating 
clients about the 

scientific:cosmetic 
side of makeup. 

Offering non-
surgical product/
treatments on a 
mainstream line. 
Which people are 

able to use at home.

Use of Tiktok / Triller 
for make up tutorials 

and other face 
treatments. 

Put the experts 
at the forefront of 

brands, but also on 
beauty media. 

Giving makeup artists 
and beauty professio-
nal more credit on a 

commercial level.

Vintage face. 
Bringing back 
old traditions 

and styles.



Watchings/ Listenings/ Readings

The Potential Of Conversational Commerce , Emily Weiss with 
Alexandra Shulman - BOF

Insta-Branding - Ogilvy

Huda Kattan: The Face 
That Built a Beauty Empire 
- BOF

Serial Entrepreneur: Mar-
cia Kilgore- How I built 
this, NPR
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