
 

ShodhPrabandhan: Journal of Management Studies 
January-June 2026 3(1) 

https://shodhprabandhan.com  
 

 
 

*Corresponding Author:  
Email address: Samruddhi Dongre (samruddhi.dongre@outlook.com), Dr. Bhawna Sharma Padroo (bhawna.sharma@outlook.com), Dr. Reshma 
Nair (reshma.nair@outlook.com)  
Received: 12 January 2026; Accepted: 16 February 2026; Published 21 March 2026 
DOI: 10.29121/ShodhPrabandhan.v3.i1.2026.74 
Page Number: 30-34  
Journal Title: ShodhPrabandhan: Journal of Management Studies 
Journal Abbreviation: ShodhPrabandhan J. Manag. Stud. 
Online ISSN: 3049-2416, Print ISSN: 3108-1975 
Publisher: Granthaalayah Publications and Printers, India 
Conflict of Interests: The authors declare that they have no competing interests. 
Funding: This research received no specific grant from any funding agency in the public, commercial, or not-for-profit sectors. 
Authors’ Contributions: Each author made an equal contribution to the conception and design of the study. All authors have reviewed and 
approved the final version of the manuscript for publication. 
Transparency: The authors affirm that this manuscript presents an honest, accurate, and transparent account of the study. All essential aspects 
have been included, and any deviations from the original study plan have been clearly explained. The writing process strictly adhered to established 
ethical standards. 
Copyright: © 2026 The Author(s). This work is licensed under a Creative Commons Attribution 4.0 International License. 
With the license CC-BY, authors retain the copyright, allowing anyone to download, reuse, re-print, modify, distribute, and/or copy their 
contribution. The work must be properly attributed to its author. 

30 

 

Original Article 

THE STUDY OF INTERNATIONAL MARKETING STRATEGIES OF A GLOBAL MAKEUP 
BRAND: HUDA BEAUTY 
 
Samruddhi Dongre 1* , Dr. Bhawna Sharma Padroo 2 , Dr. Reshma Nair 3  
1 MBA International Business, Amity Business School, Mumbai, Maharashtra, India  
2 Director, HOI, Amity Business School, Mumbai, Maharashtra, India  
3 Research Paper Guide, Amity Business School, Mumbai, Maharashtra, India  

  
ABSTRACT 
The global cosmetics industry has experienced significant growth due to increasing consumer awareness, digital marketing, and 
the influence of social media. International brands are adopting innovative marketing strategies to expand their presence in global 
markets. Huda Beauty, founded by beauty influencer Huda Kattan, has become one of the most successful global beauty brands 
through effective digital marketing, influencer collaborations, product innovation, and strong brand positioning. 
This research paper examines the international marketing strategies adopted by Huda Beauty and how these strategies contribute 
to its global success. The study focuses on segmentation, targeting, positioning, digital marketing strategies, and customer 
perception. Primary data was collected through a structured questionnaire from 100 respondents aged between 18–35 years. The 
findings show that social media marketing, influencer endorsements, product quality, and brand image play a significant role in 
shaping customer awareness and purchase decisions. The study concludes that strong digital engagement and customer-focused 
marketing strategies are key factors behind the international success of Huda Beauty. 
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INTRODUCTION 

In the modern global economy, companies are expanding beyond domestic markets to achieve higher growth and competitive 
advantage. International marketing plays an important role in helping businesses promote their products and services across 
different countries and cultures.  

The cosmetics industry is one of the fastest-growing global markets. Factors such as increasing beauty awareness, social media 
influence, and online shopping have significantly increased demand for beauty and skincare products. Consumers today are highly 
influenced by digital platforms, beauty influencers, and product reviews. 

Huda Beauty is a globally recognized cosmetics brand founded by Huda Kattan in 2013 in Dubai. The brand initially started as 
a beauty blog and later expanded into a cosmetic product line. Through effective use of social media, influencer marketing, and 
innovative products, the brand quickly gained international popularity. 

Huda Beauty has successfully expanded into multiple countries and is sold through both online platforms and international 
retailers. The brand is known for its high-quality makeup products, inclusive shade ranges, and strong online presence. 
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This research paper aims to analyze the international marketing strategies used by Huda Beauty and understand how these 
strategies influence customer perception and global brand growth. 

 
LITERATURE REVIEW 

International marketing refers to the process of planning, pricing, promoting, and distributing products across national 
boundaries to meet global consumer needs. Companies entering international markets must develop marketing strategies that 
consider cultural differences, consumer behavior, and competitive environments. 

Researchers suggest that global brands must balance standardization and adaptation strategies. Standardization ensures 
brand consistency across countries, while adaptation allows companies to adjust their products and marketing strategies according 
to local preferences. 

The cosmetics industry has witnessed rapid growth due to technological advancements and digital marketing. Studies show that 
social media platforms such as Instagram, YouTube, and TikTok significantly influence consumer purchasing decisions. Beauty 
brands use influencer collaborations, tutorials, and product reviews to create brand awareness. 

Influencer marketing has become one of the most powerful promotional tools in the beauty industry. Consumers often trust 
recommendations from beauty influencers more than traditional advertising. Huda Beauty successfully used this strategy because 
its founder, Huda Kattan, was already a well-known beauty influencer. 

Research also highlights that product quality, brand image, packaging, and customer engagement are key factors that determine 
the success of cosmetic brands in international markets. 

Overall, existing literature suggests that successful global cosmetic brands combine digital marketing, strong branding, 
product innovation, and customer engagement to achieve international growth. 

 
METHODOLOGY 

This study uses a quantitative research design to analyze consumer perceptions and marketing influence of Huda Beauty. 
A structured questionnaire containing close-ended questions was used to collect data from respondents. 
The questionnaire focused on: 
• Brand awareness 
• Purchase behaviour 
• Influence of digital marketing 
• Pricing perception 
• Customer satisfaction 

Sample Size 
• The total sample size for the study was 100 respondents. 
• Age group of respondents: 18–35 years 

Sampling Technique 
The study used the convenience sampling method. 
Respondents were selected based on their availability and willingness to participate in the survey. 
Participants included: 
• Students 
• Working professionals 
• Business owners 
• Homemakers 

Data Collection 
Two types of data were used in this study: 

1) Primary Data 
Collected through online survey questionnaires. 

2) Secondary Data 
Collected from: 
• Research articles 
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• Books 
• Marketing journals 
• Online reports related to cosmetics industry and Huda Beauty 

 
DATA ANALYSIS AND FINDINGS 

• The survey included 100 respondents, and the results provide insights into consumer awareness and marketing influence. 
• Awareness of Huda Beauty 
• The survey results show that 86% of respondents have heard about Huda Beauty, while only 14% were not aware of 

the brand. This indicates strong global brand recognition. 
 

SOURCE OF BRAND AWARENESS 
The majority of respondents first learned about Huda Beauty through social media platforms. 
This shows that digital platforms play a major role in promoting international cosmetic brands. 
Other sources included: 
• Friends and family recommendations 
• Online advertisements 
• Retail stores 

 
PURCHASE BEHAVIOR 

Only 27% of respondents have purchased Huda Beauty products, while 73% have not yet purchased them. 
This indicates that although brand awareness is high, actual purchase rates are lower, possibly due to pricing or product 

availability. 
 

MOST INFLUENTIAL PLATFORM FOR PURCHASE 
The survey indicates that the offline store experience and brand websites strongly influence purchasing decisions. 
However, YouTube and Instagram also significantly affect consumer interest through product reviews and tutorials. 
 

INFLUENCE OF CELEBRITY AND INFLUENCER ENDORSEMENTS 
1) Many respondents indicated that influencer marketing affects their buying decisions. 
2) Beauty influencers create trust among consumers by demonstrating product usage and sharing honest reviews. 
3) This confirms the effectiveness of influencer-based marketing strategies used by Huda Beauty. 
 

BRAND PERCEPTION 
Respondents believe that the main factors that make Huda Beauty stand out globally include: 
• Strong brand image 
• Influencer marketing 
• Attractive packaging 
• High product quality 

 
PRICING PERCEPTION 

Most respondents rated the pricing of Huda Beauty products between 3 and 5 on a scale of 5, indicating that customers consider 
the products relatively expensive but still acceptable for a premium brand. 

 
PRODUCT AVAILABILITY 

Around 82% of respondents stated that Huda Beauty is not easily available in their country, which may limit sales growth 
in some regions. 
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CUSTOMER SATISFACTION 

Most respondents reported moderate to high satisfaction levels with Huda Beauty products. 
Additionally, 60% of respondents said they would recommend the brand to others, indicating positive customer perception. 
 

SIGNIFICANCE OF THE STUDY 
This study provides valuable insights into how international marketing strategies contribute to the success of global cosmetic 

brands. 
It helps understand how digital marketing, influencer collaborations, and branding influence consumer behavior. 
The research is important for students and professionals in the field of International Business and Marketing, as it highlights 

effective strategies used by successful global brands. 
The findings may also help new cosmetic companies understand how to expand internationally and compete in the global beauty 

industry. 
 

LIMITATIONS OF THE STUDY 
Despite its contributions, the study has certain limitations: 
• The sample size was limited to 100 respondents. 
• Time constraints limited deeper analysis. 
• Some respondents were not regular users of Huda Beauty products. 
• Responses were based on personal opinions, which may vary among individuals. 

 
FUTURE TRENDS IN INTERNATIONAL BEAUTY MARKETING 

The cosmetics industry is continuously evolving due to technological advancements and changing consumer preferences. 
Some important future trends include: 

1) Digital Transformation 
Brands will increasingly use artificial intelligence, augmented reality, and virtual try-on technologies. 

2) Sustainability 
Consumers are demanding eco-friendly packaging and cruelty-free products. 

3) Personalization 
Beauty brands will offer customized products based on individual skin tones and preferences. 

4) Global E-commerce Growth 
Online platforms will play an even greater role in international product distribution. 
 

CONCLUSION 
International marketing strategies play a vital role in the global expansion of cosmetic brands. Huda Beauty has successfully 

established itself as a leading international beauty brand through innovative marketing strategies. 
The brand effectively uses social media marketing, influencer collaborations, product innovation, and strong brand 

identity to attract global consumers. 
The survey results indicate that digital marketing significantly contributes to brand awareness and customer engagement. 

Influencer endorsements and social media content strongly influence purchasing decisions. 
However, challenges such as high product pricing and limited availability in some countries may affect sales growth. 
Overall, the study concludes that effective international marketing strategies combined with strong digital presence and 

customer engagement are key factors behind the global success of Huda Beauty.  
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