The beauty business has been a rollercoaster ride but nothing could be as tough as watching
a billion dollar enterprise go through the turbulent waters of shifting tastes and rewards and
market saturation. When we talk about how much Kylie Cosmetics is worth in 2026, we
are not merely going to talk about figures in a balance sheet, but a cultural phenomenon that
was in the air at a time and has had some difficulty keeping itself in it.

Being honest with you, the times of the sell-out lip kits in a few seconds are far away. The
issue that everyone is wondering is not whether the brand is still successful but whether it
can ensure that it survives within the next few years as competition intensifies and loyalty
wanes. Buckle up, we are getting deep into the present situation of Kylie Jenner beauty
empire.

The Current Valuation Numbers

It is here that things become interesting. In 2020 alone, Coty Inc. acquired a majority 51
percent stake in the company at a price of $600 million that valued the whole operations to
about 1.2 billion dollars. It was the climax, the golden hour when all the things were possible.

Fast forward to 2026, and industry analysts estimate Kylie Cosmetics is worth in the range
of between 400 million and 600 million. Yeah, you read that right. We are discussing a
possible decrease in valuation by half in six years. No, it is not merely a dip, it is a worrying
trend that has investors and people closely observing the beauty industry taking notes.

The quarterly reports of Coty have demonstrated that their revenue through Kylie Cosmetics
division has stagnated or decreased. Although they are not publishing specific figures (since
why would they then make their dirty laundry public?), the numbers are not encouraging as
they indicate that the brand is not as successful in keeping the momentum it used to have. It
is what the market is saying and it is not something the Kardashian-Jenner publicity machine
would want to hear.

The Forbes Drama That Changed Everything

It is impossible to talk about the value of Kylie Cosmetics without mentioning that the
controversy that shook the brand and its credibility was enormous. In the year 2019, Forbes
declared Kylie Jenner the youngest self made billionaire in history. The press was all over, the
family rejoiced and it appeared to be the final confirmation of the empire that she had
created.



Then 2020 came, and Forbes has done a somewhat unprecedented thing, they wrote an
article called Inside Kylie Jenner Web of Lies and that they claimed that the family had
inflated the tax returns and financial statements to denote the company as valuable when it
was not in reality. Recalculating and estimating the net worth of Kylie, Forbes estimated that
it was slightly less than multi-billion, as before, which is approximately under 900 million.

The fallout was brutal. It is so difficult to build trust once it is broken, and in the industry
where authenticity is the most prized asset, it is a rather tough challenge. Consumers began
to doubt it all: Did it ever seem that the product was that good? Were we just buying into
hype? Are we all being milked by the Kardashian-Jenner machine?

Why the Decline Is Happening

We need to go further and take a closer look as to why we are experiencing this negative
trend. It is not a single cause, it is a perfect storm of market forces, consumer behavior
changes and strategic blunders.

The Beauty Market Got Crowded Fast

Do you remember the days when celebrity lines of makeup were new? Gone are those days
that are dead and buried. In 2026, it is as though all celebrities, influencers, and their cousins
have started beauty brands. The Fenty Beauty is a groundbreaking product by Rihanna. Rare
Beauty by Selena Gomez is related to mental health activism. Hailey Bieber Rhode is devoted
to the way of minimalistic skincare. Ariana Grande has R.E.M. Beauty. The list goes on and
on.

The social media marketing, the limited drops and aspirational lifestyle that made Kylies

brand unique in 2015 have been replicated, perfected and in many cases done better by

competitors. The playbook is no longer exclusive, nor has Kylie Cosmetics changed at the
speed of the competitive level to preserve its competitiveness.

Quality Questions Keep Coming Up

This is one of the reasons why the quality inconsistencies have not been discussed in the
mainstream media enough. Look though the comments of Reddit beauty communities, Tik
Tok reviews, or YouTube comments, and you’ll learn of the general theme of unsatisfied
customers who just felt like the products were not worth the money or the hype.


https://moneyhasit.com/category/net-worth-celebs-and-entrepreneurs/

The kits provided by the initial lip were good, all right. However, the reviews have been
mixed more since the brand expanded to include eyeshadow palettes, blushes, highlighters,
and even skincare under its Kylie Skin brand. People began to draw analogies of formulations
to those in drugstores and even noticed that they could acquire the same or even a better
quality with ColourPop, e.l.f, or Maybelline, half as much.

Consumers in 2026 are developed. They browse ingredient lists, they post side by side
videos, and they have no hesitation in calling out overpriced products that fail to perform.
Celebrity worship is no longer a brand loyalty determinant, particularly on Gen Z who values
authenticity and value.

The Authenticity Gap Keeps Growing

This could be the most harmful problem of all. The relatability of Kylie was the foundation of
her first success, the youngest sister, the girl next door who simply became a famous person.
However, over time, during the years and as the money became more showy (courtesy of jet
aircrafts, mansions worth a hundred million dollars, lifestyles that are totally unreachable) the
bond began to loosen.

Today, consumers and especially younger consumers desire brands that have a purpose
other than profitability. They desire information on ingredients, responsible sourcing,
sustainability, and authentic founder engagement. In 2026, people will take one glance at
Kylie Cosmetics and fail to describe in words what they are actually buying when the brand
itself does not seem like more than a face of Kylie on the cover.

That is the same as such brands as Glossier, who created a community around effortless
beauty or The Ordinary, which transformed the world of skincare with their clear ingredient
labeling and low prices. These brands have distinct identity and purpose that is beyond the
endorsement of the celebrities.

The Coty Partnership Reality Check

Coty appeared to have made a smart strategic decision when it purchased majority
ownership in 2020. Coty delivers international distribution, production, and retail customer
relations that no direct-to-consumer brand could establish on its own. The deal was supposed
to take Kylie Cosmetics to the next level internationally.

But has it actually worked? The facts indicate that it has been an up and down affair. The



products can now be found in additional stores worldwide including Ulta Beauty outlets in
America and several stores in other countries. But something was lost in the translation.

The brand had lost part of its exclusive, buzz, direct-to-consumer. It began to seem more
business-like, no better than another face-painting brand among the usual glut of products.
Coty could not have been the right investment in an otherwise digitally-native brand that
survived on scarcity and hyped on social media.

The insiders of the industry talk that Coty has paid too much to acquire it and has not been
able to realize the returns that they had expected. When big businesses are acquiring indie
or celebrity brands, they cannot replicate the original, nimble culture that brought such
brands to their glory. The example of another possible victim here seems to be Kylie
Cosmetics.

What 2026 and Beyond Looks Like

So where does this leave us? Is Kylie Cosmetics declining beyond the point of recovery, or
is the brand able to rebrand to a new age?

The negative perception is that the brand has passed its heydays. The beauty lines of
celebrities have a lifecycle and we might be looking at gradual decline to irrelevancy as other
newer and innovative brands grow consumer interest and loyalty. The brand without
substantial reinvention is doomed to the status of a warning story of the dangers of celebrity
promotion in an authenticity-seeking market.

The positive picture states that it is not too late to turn around. The brand had the
opportunity to repackage the products using superior quality ingredients and at a lower
competitive price. It may build a real brand identity other than that of Kylie. It may invest in
sustainability, ethical sourcing or charitable activities that make consumers have a reason to
use it other than the name recognition.

However, the ugly reality is that it will not be new packaging and Instagram postings that will
reverse this ship. It demands radical alterations in the manner in which the brand functions,
its identity and the way it relates with more and more cynical consumers.



The Bottom Line on Value and Trajectory

When people ask how much Kylie Cosmetics is worth in 2026, the answer is
complicated. It can be assumed that the financial valuation has decreased to between a
range of $400-600 million according to the market analysis and the financial performance of
Coty. That is a huge drop in the peak and the trend that is taking place currently indicates
that more difficulties are yet to be faced.

Is it declining? Absolutely. The revenues are either flat or declining, the market share is being
stolen by the rivals, and the brand image received a blow to its head due to quality issues
and doubts about authenticity. The drop is not yet disastrous, but it is continuous and
worrying that the industry observers are closely monitoring to know whether the brand will
manage to stem the tide.

The cosmetics industry is vicious. Those brands that fail to adapt, innovate and actually
relate with the consumer are bypassed however well known the founders are. At the young
age of nineteen, Kylie Jenner created something impressive using social media in a way that
transformed influencer marketing in the history of marketing. However, to remain successful
is to consistently evolve and up to now the indications say the brand has not done this, as it
has not kept up with the growing expectations of consumers and the growing competition in
the market. This will be a test of time over the next few years, as it can either be a
momentary rough patch or the start of a more extended decline. My money? | will not believe
in a significant rebound without observing some significant alterations in the strategy, the
quality, and positioning. But whatever, stranger things have occurred in the beauty industry.



