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MEET CROWD DNA

Hollie Jones 
Director 
Crowd New York

Dr Bridget Dalton 
Senior Consultant  
Crowd DNA London
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Louisa Kinoshi 
Digital Growth Marketer 
& Founder Of Black Girl 
Profit, NY

Niki Igbaroola 
Content Strategist & 
Writer, London

Cassie Harner 
Artist & Drag Queen, 
Cleveland

MEET THE PANELISTS
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“What is undeniable is that Western beauty 
ideals and Western objectification of female 
flesh focuses heavily on whiteness and on 

youth. White female flesh is commoditised in 
the public eye all the time. If black and brown 
flesh is ever included in these forums, it’s 

often considered a novelty.” 
 RENNI EDDO-LODGE
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“On a powerfully emotional level, being perceived as attractive 
means being welcomed into the cultural conversation. You are 
part of the audience for advertising and marketing. You are 
desired. You are seen and accepted. When questions arise about 
someone’s looks, that’s just another way of asking: How 
acceptable is she? How relevant is she? Does she matter?”  
ROBIN GIVHAN

BEAUTY DEFINES 
HOW SOCIETY 
TREATS PEOPLE
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“We need to make sure that this time there is 
a direct change to action, and that it’s 

tangible. Let’s stop doing this show and 
actually support. Let’s dig into these issues.” 

SHARON CHUTER, UOMA FOUNDER
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THE BEAUTY BUBBLE

DATA  
GAPS

LACK OF  
REPRESENTATION

43% of (the 75m) 
American 

millennials 
identify as African 

American, 
Hispanic or Asian 

Almost two  
thirds of 

consumers 
are ‘belief 

buyers’

35% of 13-21 year 
olds know someone 

who uses gender 
neutral pronouns
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BEAUTY ISN’T 
NARROW: 
BEAUTY IS BIG

As a concept, as a 
construct, as a 
commercial opportunity. 
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REAL INNOVATION 
COMES FROM  (AND 
IS FOR) PEOPLE 
WHOSE NEEDS 
AREN’T BEING MET 

Culture At Scale data tells us 
that a large portion of the 
'Natural Beauty' trend is being 
reclaimed by people of color.
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BEAUTY: 
KNOWLEDGE  
IS POWER 

Social media, 
influencers and 
democratized beauty 
creates new questions 
of accountability. 
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CURRENT CULTURE OF BEAUTY

CULTURAL APPROPRIATION

CANCEL CULTURE

CULTURAL REPRESENTATION

4 CULTURAL TOPICS…
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CURRENT CULTURE 
OF BEAUTY
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“The industry has made a lot of recent  
steps towards inclusion. The conversation 

around diversity has become more 
mainstream, but there’s a lot of work to be 
done to achieve true representation – not 
just in advertising, within the structures  

of beauty companies too.” 
LOUISA

“I lose out every time I come up against  
the beauty industry because of my skin 

color. I always have to pay more. It’s  
time. It’s money. It's effort. These are  

the things that cause inequality.” 
NIKI

“I live in a predominantly white area so, when I 
buy foundation, every shade for light skin is 

present but not for darker tones. I can’t get my 
shade unless I buy two different foundations 

and mix them. That’s not economically fair. In a 
world where there’s already inequality, I have to 

buy two foundations while my white 
counterpart only has to buy one.” 

NIKI

“More and more genders are being represented 
within the industry.” 

CASSIE“What are your 
impressions of the 
cultural shifts, 
priorities and problems 
at work in the beauty 
category today?” 

Bursting The Beauty Bubble



CULTURAL 
APPROPRIATION
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“Okay, you learned how to paint our face but you 
don’t know anything about us or what we’re 

doing. It’s the audacity of taking ownership of a 
community that you’ve only experienced online.” 

CASSIE

“You need different voices to turn  
cultural appropriation into cultural celebration. 

Some brands rush to ‘celebrate’ a culture they 
haven’t engaged, but you don’t get to celebrate 

anyone you haven’t authentically  
spoken to.” 
LOUISA

“To tackle these issues you have to do it at 
the root. Diversity needs to start to 

happen internally. Not just hiring at the low 
level but throughout a whole organisation.” 

LOUISA

“Cultural appropriation happens a lot, 
especially in the haircare industry. A culture 

has probably been marginalised for the 
element that brands decide to take - but they 

get to display it and profit from it.” 
LOUISA

“What is cultural 
appropriation, and how 
or who does is harm?” 
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CANCEL 
CULTURE
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“It’s not cancel culture, we’re just trying to 
hold brands to account.”  

NIKI

“The phrase ‘cancelled’ comes from the 
African American ballroom scene. So when 

white publications start to say 
#cancelculture they’re making money 

through their content from a term stolen 
from a marginalised community.” 

NIKI

“I don’t believe cancel culture exists 
because I have never seen anyone or any 
brand who has been truly cancelled, who 

has lost out on anything. Unless I can fiscally 
harm you, I cannot cancel you.” 

NIKI

“Is 'Cancel 
Culture' useful?”
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CULTURAL 
REPRESENTATION
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“For the industry to take this  
seriously there needs to be a concerted 

effort to transfer power to diverse groups 
– giving up seats on your board, hiring black 
executives throughout your organisation up 

to the CEO level, working with historically 
black schools and black students. Really  

go above and beyond to show that you 
 care about diversity.”  

LOUISA

“Brands sometimes ‘Christopher Columbus’ 
communities. They ‘discover’ products,  

but don’t recognize the people who’ve already 
been using them. They erase my  

entire history and centre themselves in my 
world. How can you represent me if you act 

like I just came into existence?” 
NIKKI

“Clean up your own house before you go 
to the neighbours.” 

LOUISA

“You simply have to centre the people who 
started the whole thing.”  

CASSIE

“If cultural 
representation is all 
about celebration, 
how do you see the 
beauty category 
taking this forward?” 
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KEY TAKEAWAYS

Below are three key learnings from our recent  
panel session. We hope these will help provide 
inspiration for all of us to work toward bursting  
the beauty bubble. 

1. Diversity is deeper than skin color.  
True diversity and inclusion means representing all 
kinds of people, all kinds of experiences and all 
kinds of needs throughout the beauty ecosystem. 

2. In beauty, beware of ‘secrets’. 
Discovering a practice or product that is ‘off the 
beaten track’ doesn’t mean it’s brand new; learn 
from originators and experts, and work with them. 

3. Accountability is an opportunity.  
Finding out what people care about is always a sure 
fire way to ensure that you’re growing and 
developing inline with market appetite. Being 
authentically accountable means you’re always in 
touch with your consumers.
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THANK YOU FOR 
READING!
If you’d like to learn more about the culturally driven 
commercial advantage that Crowd DNA has to offer 
please reach out to us at hello@crowdDNA.com 
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