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ss Sephora believes in championing all 

beauty, living with courage, and 
standing fearlessly together to 

celebrate our differences.

sephora.com/beauty/belong
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We wanted to break down Sephora’s manifesto to see what this 
message means to others.

To do this, we conducted a survey of 24 unique individuals. Participants who volunteered 
to complete the survey ranged in age from 15 - 41 and identified as male, female or 
non-binary.

The following slides contain some responses to questions regarding the concepts of 
courage and celebrating differences.
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“Stepping out of 
your comfort 

zone.”

“Living with courage is 
having the bravery to be 

entirely your authentic self.”

“Living with courage 
is to choose to go 
against the grain 

every day and love 
yourself.”

What is living with courage?
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“With 
inclusivity.”

“By finding things we relate 
on and becoming close 

through them.”

“Encourage people to 
express their 

differences and 
support them when 

they do.”

How do we celebrate differences?
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So what does this all mean?

Everyone has their own opinions on what these topics mean. Every answer was different 
(and we love that), but there were common themes.

One theme that we identified was the idea that courage is fearlessly being yourself. By 
being yourself, your self expression through makeup will be unique. 

With this in mind, we want our activation to encourage and celebrate fearlessness in 
makeup. We invite our audience to break through the stereotypical beauty boundaries. 
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To promote fearlessness in makeup, we created a 
40’ x 40’ space that consists of four separate 

sections, and an additional VIP space, dedicated to 
encouraging participants to break through beauty 

boundaries by being their most fearless self.

Break through Beauty
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Our core message is that you can break through beauty boundaries by being your
 most fearless self.

We want our activation to make breaking through beauty boundaries easy, fun 
and empowering.
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Key demographics include young millennials and Generation Z.

Although our experience is created with the goal that anyone from any age, gender, 
background and medical history can enjoy, we did want to target key demographics. 

These demographics include those who are beauty lovers and fall within the category of 
a young millennial and generation Z (or ages 15 - 35.) Interests of people in this age 
range include makeup, skincare, fragrance, personal expression and creativity. 
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We wanted to offer a line of products unique to our campaign.

To better engage our audience and build anticipation for our activation, we decided to 
include a Break Through Beauty collection. This makeup and skincare collection would be a 
direct reflection of the Break Through Beauty activation for the Fearless Tour. 

This line of products would include an eyeshadow pallet, five lipsticks, well ranged 
foundations, face wash and an unannounced fragrance. The colors used in this line should 
be bold but versatile enough that all skin tones and skin types can use them. 

Our fragrance will be announced at the end of the Break Through Beauty campaign. This is 
due to our VIP activation experience. VIPs will have the chance to not only make their own 
fragrance but also the opportunity to have the fragrance selected by Sephora to be included 
in the beauty line.
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In order to create a space to break beauty boundaries, we 
wanted to create a positive interactive experience for 

visitors and give them the tools needed to create fearless 
looks through makeup.

The activation is full of photo opportunities so visitors are 
more likely to share their Break Through Beauty 

experience on social media. 
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Entrance
Tunnel of mirrors

Break through room
Breakable sugar 

“glass” with 
products inside

Vip area
Area closed off to 

VIPs that offers full 
access to all of 
Sephora’s Break 
Through Beauty 

products

Change wall
Wall of interactive 

messages

Beauty space
An area to give 

visitors the chance to 
try on their products
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Installation Layout

Our activation is dome shaped and 
fits within the 40’ by 40’ parameters. 
The installation has two levels. The 
bottom level contains the general 
admission spaces while the upper 
level is restricted to VIPs only.

The open arrangement of space  
allows for free flow movement from 
guests into their preferred areas.

Each area has been made social 
media friendly with plenty interactive 
experiences and photo opportunities.

The following slides show a break 
down of the separate spaces and 
VIP section.
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Installation Layout

Break Through

EXIT
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Credit: photo by Luis Beltran @ Wallpaper.com

When visitors enter the installation they start with a 
tunnel of mirrors lined with neon lights. On the walls 
of the mirrors there will be messages to engage 
visitors and prepare them to interact with the 
installation such as “open cameras”, “you're 
beautiful”, “be confident” and the hashtags 
#sephorasquad, #sephoria, #fearlesstour, 
#fearlessbeauty and #breakthroughbeauty. 

The installation is composed of mirrors so that our 
visitors can see themselves alongside the 
encouraging messages. We want them to walk into 
our installation with confidence. 

On the other side of the tunnel, visitors are greeted 
with an open space to then choose their own 
unique path through the activation.

Installation Emotions: Self Love, Confidence, 
Courage, Fearless
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Once inside our activation, visitors have the choice 
to go to the change walls. The walls have rotating 
blocks with words and  images inspired by 
beauty products. 

Some blocks may be shimmer, matte or glossy in 
look and feel. Others may have words of 
encouragement like “bold” and “beautiful” but all 
blocks will vary in color.

This combination of texture, color and typography 
will allow visitors to make their perfect makeup 
inspired photo wall.

Installation Emotions: Creative, Explorative, 
Playful, Positive, Encouraging

   

Credit: photo by Redzebra @Designcommunity.com
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Break through Room
Another installation option to visit is the 
break through room. Our break through 
room is a play off of “rage rooms.” It is 
meant to be a more refined looking “rage 
room” where guest can break through sugar 
glass and find exclusive Break Through 
Beauty products hidden inside. 

Breaking through sugar glass and then 
being encouraged to try on the surprise 
product helps visitors to break through 
beauty boundaries both physically and 
mentally.

The Installation is a photo and video 
opportunity and an opportunity to receive 
exclusive makeup before it is released.

Installation Emotions: Happy, Proud, 
Accomplished, Experimental, Fearless Credit: Rageroommd.com/gallery
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Beauty Room
The last installation open to the general 
public is the beauty room. The beauty 
room is an area where visitors can try new 
looks with their product from the Break 
Through room. We want to use this space 
to push makeup use beyond the 
conventional. For example, maybe an eye 
safe lipstick can also be used as eyeliner. 
This room gives you the time and space to 
figure that out.

The installation is an immersive 
experience. It can have 2 or 3 stations, so 
the crowd would have to be controlled.

Installation Emotions: Happy, Fearless, 
Experimental, Creative

Credit: Kylie Jenner, Jill Jacobs, Beau Dunn @architecturaldigest
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These images represent the 
visual experience and feel 
we’d like to achieve in the 
design of our VIP section.

The flower canopy on the 
left would be used on the 
upper VIP section of our 
installation. Flowers will be 
draped on the stairwell, 
railings to the upper VIP 
deck, as shown in the image 
on the far right. Credit: Melinda Miller @ Pinterest Credit: photo by Miltongilphotographers @ Park 

Chateau
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VIP Upper Area
The VIP experience includes full access to our 
exclusive Break Through Beauty collection. VIPs 
can test out the products and colors that work best 
for them first hand from the collection. This line 
also has a fragrance extension that allows VIP 
members to create a customized fragrance that 
may be added to the line. 

The installation gives VIPs the chance to have 
active roles in Sephora's traveling installation. Their 
fragrance can travel from city to city and may 
eventually land on Sephora shelves worldwide. 

Installation Emotions: Important, Happy, Confident, 
Experimental, Fearless

Credit: photo by baikilm @ Vsco.co
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Emotions

Feel confident, 
unique and 

fearless.

Actions

Break boundaries and 
take creative risks.

experience

Experience fearless 
beauty without 

boundaries.

Let’s highlight key experience takeaways.
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Our target audience is a generation that is active on social media. 

Social media campaigns provide measurable results and have a wide reach for this 
group. A social media campaign will allow Sephora to meaningfully engage with our 
target audience.

Primary platforms will include Instagram and Twitter, which are the most popular social 
media platforms among the target demographic. Details will be posted to Sephora’s 
Facebook page and Facebook Events for each specific stop on the tour will be created. 
Sephora will share influencer posts to Facebook since influencers will be asked to either 
post on their personal Twitter or Instagram accounts. Any verified post containing details 
about the event will be boosted on each social media platform.

A set of vertical photos and videos will be created that can be shared across all Sephora 
social media platforms, including but not limited to Facebook stories, Instagram stories, 
Snapchat (as stories or ads), and Tik Tok. 

After the tour is over, a video recap of the event will be posted to Sephora’s Youtube 
channel and shared across all platforms.
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Increase traffic and 
active participation 
in SEPHORiA and 
The Fearless Tour.

Raise awareness of 
SEPHORiA and Break 

Through Beauty campaign.

Increase social media 
engagement and 

participation.

This campaign has specific and measurable goals.



#sephoria
#breakthroughbeauty

#fearlessbeauty
#fearlesstour

#sephorasquad

Social Media Hashtags
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3 Months out:
Introduction of 

event on all social 
media platforms: 

“Stay tuned for 
more details”

1 Month Out:
Introduction of 

Influencers

During/After Event:
Visitors 

encouraged to 
share photos from 
event and photos 

using products 
from event

2 months out:
More details of event 

are released 

2 Weeks out: 
VIP Giveaway/Social 

Media Contest

SOCIAL MEDIA TIMELINE

1 Week Out
Daily Countdown: 

“X Days til Fearless 
Tour”

Day of Event:
Invitation to event: “Come Join Us!” 

Repost influencer posts



pr
om

ot
io

n

We wanted influencers that break beauty boundaries.

Because of the message of this campaign, breaking beauty boundaries, we want to 
include influencers and celebrities who are currently pushing the beauty norm. Sephora’s 
in-house influencer team will collaborate with well-known influencers whose values align 
with our campaign goals:

● Winnie Harlow (@winnieharlow)
● Ashley Graham (@ashleygraham)
● Rihanna (@badgalriri)
● James Charles (@jamescharles)
● Megan Crabbe (@bodyposipanda)
● Jeffree Star (@jeffreestar)
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3 Months Before Event: 
A post is released announcing the dates of SEPHORiA and the accompanying  Fearless 
Tour. More details to be released in the future. 

Invitation to collab and details about the event sent to influencers.  

2 Months Before Event: 
Details of event including location, time, ticket information for SEPHORiA and locations, 
times and dates for the stops on the Fearless Tour are released. 

Throughout the following month, details about the various Break Through Beauty 
installations will be teased and released to the public. 

At the two month mark, the influencers who accepted the invitation to work with 
Sephora, including the Sephora Squad, will be sent products along with detailed 
instructions and their posting schedule.
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1 Month Before Event: 

Influencers that were invited to collaborate will 
begin posting on their personal accounts. Each 
influencer will be given a specific date to post in 
order to avoid conflicting posts.

Influencers will share makeup looks created 
using the exclusive “Break Through Beauty” 
collection or their skincare routine featuring 
Sephora skincare products.

They will invite followers to join them at  
SEPHORiA and the Fearless Tour.

Posts will include campaign and Sephora 
inspired hashtags. This will direct interested 
audience members to Sephora’s account for 
more information. Posts should be made on 
Instagram or Twitter.
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2 Weeks Before Event: 

Influencers will continue to share their beauty 
posts on assigned days. 

Sephora will post a contest on Instagram and 
Twitter (there will be a winner on each platform.) 
The contest will invite followers to create bold 
makeup looks and share with the specific 
hashtag, #fearlessbeauty, for a chance to win a 
VIP experience at one of the stops on the Fearless 
Tour. 

This will increase user engagement, promote the 
hashtag and create awareness for the event.
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t:1 Week Before Event: 

Influencers will post on a more frequent schedule. 

Posts can include:

● Another Breakthrough Beauty makeup look 
● Skincare routine with Sephora products
● What’s in my bag for SEPHORiA ft. Sephora 

products
● SEPHORiA outfit try on
● A Sephora branded countdown graphic

Sephora will repost or or retweet some of these posts. 

Sephora will also share a countdown graphic every 
day leading up to the event.
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Day of Event: 
Sephora will post a photo of an installation at the event and invite the audience to join them 
on the Fearless Tour. Social media team will post pictures and videos to 
Snapchat/Instagram/Facebook stories and live tweet the event, including pictures.

Influencers will be asked to create a post the morning of and document their experience 
throughout the day. 

Guests at the event will also be encouraged to take photos and videos and share them 
online. Those who use the hashtags #fearlesstour, #breakthroughbeauty and #sephoria and 
tag Sephora have the chance to be posted to Sephora’s account. 
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Days following the Event: 
Influencers who attended the event will be asked to make at least one post after the 
event, whether this be a recap, their favorite photos from the event, their favorite Break 
Through Beauty product or another makeup look using the Break Through Beauty 
product line. More than one post is encouraged but not required. 

Guests who attended the event will be encouraged to share their favorite photos from 
the event in the days following. They will also be encouraged to share a bold makeup 
look with the products they received from the event. Those who tag Sephora and use the 
event hashtags, including #sephoria, #breakthroughbeauty, #fearlessbeauty and 
#fearlesstour have the chance to be reposted to Sephora’s social media page. 

At the conclusion of the Fearless Tour, a recap video will be made with footage taken at 
every stop throughout the tour. This video will be posted on Sephora’s Youtube channel. 
30 second clips of the recap video along with the link to the full video will be shared to 
each of Sephora’s social media accounts.  

Sephora will share the video with the message “We had so much fun with you all, and 
can’t wait to see you next year!”
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Locations & Characteristics

Our Break Through Beauty activation will 
be available to interact with at SEPHORiA: 
House of Beauty. Other locations that the 
activation can be seen at have been 
selected due to their diverse population 
and easy access through travel amongst 
other reasons. 

● Texas - Kemah Boardwalk

● New York - Coney Island

● Florida - Daytona Beach Boardwalk
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So you may be wondering why we chose boardwalks...

At this point it is no secret that our main goal is to break through beauty boundaries. It 
made sense for us to pick locations so close to the beach because the beach is a 
location where people exhibit vulnerability. It is also a place where people step out of 
their comfort zones, like wearing the bathing suit you’ve been too scared to wear. It is a 
place where people can be their most authentic self and push their own personal 
boundaries, which takes courage and boldness. 

We also chose to hold our activation close to beaches because of the boundaryless 
atmosphere the ocean provides. Just as water flows freely, we want people engaged in 
our exhibits in a way that allows them to feel this freeness as well. 
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Success of this campaign will be determined through monitoring 
key performance indicators:

● Social Media Reach and Engagement

● Website Traffic/Branded Keyword Visits

● Organic Searches

● Sephora Sales Revenue

● Store Locator Usage Rate

● Overall Media Presence

● Overall ROI
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Through Beauty campaign’s success.

Other indicators of the campaign’s success can include positive word of mouth and high 
foot traffic to the activation throughout the duration of the Fearless Tour.

These should all be monitored for evaluation at the end of the campaign.



Autumn Bohner 
Carolyn Choates 

Casey Markiewicz

Special Thanks:
Arianna Lebed

MAS Event + Design
Event Marketer Magazine

Brand X
Sephora

SEPHORiA: House of Beauty



CREDITS: This presentation template 
was created by Slidesgo, including icons 
by Flaticon, and infographics & images 

by Freepik. 

We’d also like to say thank you to those who took part in our survey and 
those who have let us use their photos.

Break Through Beauty
A Sephora Experimental Activation

http://bit.ly/2Tynxth
http://bit.ly/2TyoMsr
http://bit.ly/2TtBDfr

