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FRAGRANCE AND PERSONAL CARE

Este Lauder streamlines beauty shopping
through AR-enhanced browsing
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By SARAH JONES

Beauty marketer Este Lauder is helping consumers visualize its cosmetics on their own faces through a
personalized try-on experience.
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Buying beauty online without a trial can be a challenging prospect, as consumers are unsure how a particular shade
will appear on their unique skin tone. Este Lauder is looking to solve this problem and drive more confident

purchases by incorporating ModiFace's automatic facial analysis technology into its ecommerce platform, allowing
shoppers to view makeup on their faces in real-time.

"Instead of going to a store, spending 10 minutes to try 10 lip shades, and then choosing one that might be best for
them, consumers can now go online, try 100 lipsticks in 1 minute, share the top five with their friends and choose the
one or two that are definitely their best shade," said Parham Aarabi, CEO of ModiFace, Toronto.

"It is much more efficient, more social and has far less friction," he said. "And ultimately, it leads to happier
customers and increased sales for brands."

Bringing the counter online
When select products on Este Lauder's ecommerce site, consumers can now see how a particular cosmetic will
appear on their face when applied.

After pressing a "try it on" button, the consumer is given the option to "go live" or upload a photo. The former
connects to the device's Web cam with permission, bringing in a live feed of the user.

While on camera, as if looking in a mirror, the product immediately appears on the user's face. The cosmetic
becomes part of the consumer's face, moving with them in the AR experience.

From here, the consumer can try on different colors, testing out lip color and eyeshadow shades to find their best
matches.
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Example of Este Lauder's use of ModiFace AR

While using their Web cam, consumers can capture and share their makeover. The site will use the device to take a
photo, allowing the user to share it to Twitter, Facebook or Pinterest or download it for reference.

If consumers do not want to use their camera, they still have the option of putting makeup on a model or a photo of
themselves.

"We have seen, in general, that conversions increase by 84 percent when AR is added directly in the path to
purchase, for example on the product pages," ModiFace's Mr. Aarabi said. "We have also seen that user studies
conducted by some of our partners show significant consumer satisfaction with AR.

"As an example, one of our partners has 10k positive user ratings for their app most mentioning the AR functionality,"
he said.

Augmented selling

LVMH-owned travel retailer DFS has teamed with beauty marketer Este Lauder to transform fans into influencers
with an omnichannel initiative.

The #BeautyAllNight campaign May 1-31 brings together in-store activations with digital touchpoints via Chinese
messaging platform WeChat. In a digital beauty first, according to the brands, #BeautyAllNight uses WeChat's facial
recognition technology to apply a "staying in" or "going out" Este Lauder beauty look on user's faces.

Once a look is selected, she can pick Este Lauder products to virtually try on. Consumers can choose from the DFS-
exclusive Love of Nightset or Pure Color Love lipsticks (see story).

Along with Este Lauder, other beauty marketers have looked to AR to ease the online shopping experience.

For instance, LVMH's beauty retailer Sephora is now enabling customers to craft their own eyeshadow looks and try
experts' curated stylings with purchasable products without having to step foot in a store.

Virtual Artist is Sephora's mobile and online tool that allows users to try on makeup through augmented reality
technology. The application has now been updated to include eyeshadow capabilities in which users can try their
own blend of products, test expert looks and follow tutorials (see story).

"AR has changed beauty in a very significant way," ModiFace's Mr. Aarabi said. "Seventy-five out of the top 100 beauty
brands are now using AR globally to change how products are marketed to and tried on by consumers.

"In fact, AR is one of the key points of focus for most beauty brands, including brands such as Sephora and Este
Lauder."
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