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High-end beauty and personal care products will likely dominate the beauty sector for the foreseeable future, since
they have outperformed the standard two years in a row, according to a new report from Euromonitor.

The insights allude that the premium beauty industry is now leading the way, with an almost 6 percent growth. North
America is leading with premium beauty and personal care prospects per capita spend.

"North America dominates premium beauty and personal care prospects per capita spend," said Nicholas Micallef,
senior beauty and personal care analyst at Euromonitor International. "Asia Pacific leads absolute growth over 2016-
2021 (<US$14 billion) as more consumers from its large demographic trade up to premium products.

"According to Euromonitor's new research, premium beauty and personal care outperforms mass segment for the
second consecutive year, growing at nearly 6 percent," he said. "The future looks increasingly premium."

Premium beauty
China is also heavily contributing to the premium beauty industry. The United States and China together are likely to
supply more than half of the industry's revenue growth by the year 2021.

The luxury beauty sector will see $20 billion in absolute growth by then.
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Premium product advances have spurred growth throughout the entire beauty industry, with many low-end brands
attempting to replicate the high-end experience.

Consumer behavior is drastically changing, with priorities leaning more towards experience rather than owning,
with product targeting also becoming significant. Healthy and eco-friendly lifestyles are also having a substantial
impact on the growth of premium beauty consumption.

Digital is  pushing these ideals forward, while at the same time luxury beauty is becoming more accessible to the
everyday consumer.

Luxury beauty was also a major contributor to color cosmetics' positive growth in 2016. The sector saw a 7.2 percent
increase, while skincare slowed to 5 percent, but premium is likely to grow in both these sectors.

Staz Lindes for YSL Beauty

Beauty marketer Este Lauder Cos. reported net sales of $3.21 billion for the second quarter of fiscal 2017 ended Dec.
31, 2016, for an increase of 3 percent from the year-ago.

The conglomerate, which holds licenses for Tom Ford and Michael Kors, saw net earnings drop from $447 million
last year to $428 million for the second quarter of fiscal 2017. Este Lauder is in the midsts of its  Leading Beauty
Forward initiative, announced in May 2016, an effort that will see internal restructuring and a transformation of its
global technology infrastructure to become more efficient (see more).

Additional insight
Due to the resiliency of developed economies, the global market for luxury goods is expected to be valued at
$374.85 billion by 2020, according to a report from Transparency Market Research.

Up from $296.15 billion in 2013, the luxury goods market has seen a 3.4 percent CAGR between 2014 and 2020.
Luxury's optimistic and healthy growth is attributed to an increase in ultra-high-net-worth individuals, volatile
established markets and increasing GDP in developing regions such as China, India and others (see more).

"Premiumization is driving standards across all levels in the beauty industry, from the low-end mass segment to the
prestige level," Mr. Micallef said. "Changing consumer lifestyles and priorities are the key drivers, including the
quest for healthy living, environmentally responsible consumption, experiencing' over owning,' and demand for
targeted products.
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"The digital force is reinforcing these lifestyle changes," he said. "As standards improve across the industry, luxury
is becoming more accessible to the ordinary consumer, notably millennials, who tend to be the protagonists of
these lifestyle changes.

"For the wealthier consumer, this is more pronounced through personalized services, such as smart diagnostics."
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