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MAC Cosmetics is, without a doubt, one of the beauty industry’s original corporate social
responsibility (CSR) trailblazers, with its charitable initiative Viva Glam still going strong 31 years
after its initial release.

The scheme, which donates 100% of sales from its Viva Glam lipsticks and lip glosses franchise to
an array of grassroots equal rights causes worldwide – has raised more than US$535m since its
inception in 1994.

It is a mighty philanthropic feat for the Estée Lauder Companies-owned make-up brand, and to
think it all stemmed from the creation of a single lipstick, Viva Glam I, is astounding. 

The shade, known today as Viva Heart, remains a bestseller, despite the franchise having launched
more shades of Viva Glam lipsticks and glosses since.

An array of celebrity-endorsed campaigns over the years have also helped to drive increased
support for the initiative, featuring “outspoken” A-listers such as Elton John, Pamela Anderson,
Lady Gaga and Rihanna. 

Aïda Moudachirou-Rébois, Senior VP, General Manager, for MAC Cosmetics tells Cosmetics
Business how the brand’s Viva Glam lipstick came to be a CSR-focused industry disruptor that has
stood the test of time in our ‘Untold Story’ series.

How MAC Cosmetics’ Viva Glam came to be…

The first Viva Glam lipstick was launched in 1994 by MAC founders Frank Toskan and Frank Angelo,
who saw the HIV/AIDS epidemic affecting their community in Toronto, US, and wanted to raise
awareness and funds for the cause.

The make-up company was ten years old at the time but had built a strong reputation through
word-of-mouth recommendations (no real advertising) as a creator of high-performance lipsticks.

The duo decided to take advantage of this ‘reputation’ and created brownish blue-red lipstick Viva
Glam I, announcing that 100% of the selling price would be donated to charitable organisations to
help people living with HIV/AIDS.

“At the time [the mid-1990s], not everybody was speaking about the crisis, and I think governments
were sort of shying away from it, so a lot of people who were dealing with HIV/AIDS felt they were
stigmatised,” says Moudachirou-Rébois. 

The lipstick was aptly named Viva Glam I, combining ‘viva’, which means ‘life’, with ‘glam’, which
was the DNA of the MAC Cosmetics brand.

The brownish blue-red hue was picked as it was a “universally flattering colour” that was also seen
as empowering because it was bold, especially when sitting alongside the tagline ‘Put your money
where your mouth is’.

“Frank and Frank wanted people to wear the colour loudly as a declaration of protest to support
the members of the community affected by HIV/AIDS,” says Moudachirou-Rébois.

Imagery from MAC's original Viva Glam campaign

American drag star RuPaul was tapped to front the Viva Glam campaign after the duo had
watched him perform and fell in love, explains Moudachirou-Rébois.

RuPaul sported a super voluminous blonde wig and red leather corset and thigh high boots,
complemented with an application of Viva Glam I.

“Who better than RuPaul to bring the glam and express our values, because who would cast a
black drag queen to front a prestige make-up campaign at that time? Only a brand that really
cares about all races, genders, ages, etc”, says Moudachirou-Rébois.

“It was also a good way to bring to life the values and purpose of the brand in a way that was
celebratory and loud.

“Because we cannot be a brand of limitless self-expression, and celebrating people's individuality,
but be extremely disconnected with something that is so important.”

Changing the game

In 1995, Toskan and Angelo gave ten different patient care facilities each a $10,000 cheque,
including Project Angel Food in Los Angeles and God’s Love We Deliver in New York, who are still
charities MAC partners with today.  

“They really put their money where their mouth is about the problem, giving it to people who
needed it most,” says Moudachirou-Rébois.  

“These [places] were providing food for people who were dying from HIV/AIDS and had no means
to really support or feed themselves.”

From there, MAC’s Viva Glam scheme has continued to grow into an unstoppable charitable
initiative that has achieved cult status, while also raising the importance of CSR practices in beauty
businesses. 

To date, more than 361,000 Viva Glam lipsticks have been sold, with financial grants made to 150-
plus NGOs, helping more than one million people across 92 countries.

Singer Kim Petras in MAC's most recent Viva Glam campaign

Annual Viva Glam collections have continued to launch with new shades and formats (including lip
glosses), helping to expand the franchise's range so it caters to all styles and preferences. 

“Outspoken” celebrities have continued to get involved and back the cause too, with singers Sir
Elton John (2002), Lady Gaga (2011), Rihanna (2014), Miley Cyrus (2015) and Ariana Grande (2016)
having all fronted campaigns.

Other star-studded faces include Rosalia (2020), Linda Evangelista, Chloë Sevigny and Pamela
Anderson (2004), and the brand’s most recent ambassador Kim Petras (2024). 

To date, more than 361,000 Viva Glam lipsticks have been sold, with financial grants made to
150-plus NGOs

Moving with the times

But Viva Glam has not rested on its laurels – the scheme has continued to evolve with our ever-
changing times. 

Last year, to mark Viva Glam’s 30th anniversary, MAC Cosmetics expanded the scope of the
charitable initiative to reflect the broader issues we face as a global community today.

Viva Glam now focuses on four key pillars – sexual equality, gender equality, racial equality and
environmental equality – in a bid to further societal change and promote equality for all.

“We built a new platform that shouts, encompasses and explains exactly what Viva Glam is – it is
about equality,” explains Moudachirou-Rébois. 

“It was important for us to tell the story in a world that is more complicated and complex as there
are other issues affecting our communities now.

“The world is a very diverse place, so we want to make sure that we can still help in a meaningful
way.”

Many celebrities have helped promote MAC's Viva Glam initiative

The most iconic Viva Glam lipsticks were also renamed to highlight these core pillars to customers.

The lipstick that started it all – Viva Glam I – was renamed Viva Heart; while pinkish-beige mauve
shade Viva Glam II is now called Viva Planet.

Popular muted brownish-plum shade Viva Glam III is now named Viva Empowered.

Deep neutral shade Viva Equality was also debuted – a new shade created to tie in with the news.

Future proofing

As part of Viva Glam’s modernisation, MAC Cosmetics also refreshed its existing lipsticks in the
franchise with a new formula to provide better benefits for the user. 

The new M·A·Cximal Viva Glam lipsticks offer a silky matte finish but with a good-for-lips formula
that is said to look richer and last longer.

“One of the boldest things I have done in my career is reformulated our iconic MAC lipstick,” says
Moudachirou-Rébois.

“But consumer preferences outside of the Covid pandemic have changed.

“There is now the skinification of make-up trend, where people want formulas that are moisturising,
hydrating and always perform.

“So, we reformulated, and called it M·A·Cximal to explain that it gives 12 hours of hydration, as well
as a bold colour with maximum comfort.”

MAC has also committed to reach the $1bn donation mark via Viva Glam in the next 30 years.

More innovation will also be brought into the franchise to help drive this, some of which
Moudachirou-Rébois says we will see within the next couple of months.

“Lip needs to continue to be the category that we really hang Viva Glam on as it is really at the core
of MAC excellence,” she explains.  

“We are looking at how we continue to evolve [it] so we can drive different kinds of consumers.”
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