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By SARAH JONES

Social media is catalyzing growth in the $237 billion beauty sector by fueling consumers' interest in their
appearance and their desire for self-expression, according to a report from Fashionbi.

Makeup, which saw a record growth of 8.4 percent in 2016, has been the main source of the cosmetic industry's rise
over the last five years. Fashionbi's "The Art of Selling Beauty" notes that aside from makeup, digital is  driving the
sector's acceleration, as more beauty products are purchased online.

"Nowadays a lot of opportunities can be found in the online business," Yana Bushmeleva, chief operating officer at
Fashionbi, Milan. "For example, L'Oreal Group ecommerce sales grew by 33 percent and are now equivalent to the
group's fourth largest country. More than 30 percent of the company advertising is now digital.

"One of the challengesfor the existing brand is a competition from the new labels that are created by the beauty
bloggers and celebrities," she said. "If before these ladies were the ambassadors for the beauty brands, now they
create their own products, for example Gisou hair products by Negin Mirsalehi or kkw beauty by Kim Kardashian.
These types of brands are also advertised and sold online."

Beauty business
The beauty industry has been consistently growing over the past 10 years. While post-recession 2009 saw only a 1
percent increase in sales, the market has since been climbing at around 4 percent.

Cosmetics are dominated by the Asia-Pacific region, which accounts for 36.8 percent of sales. North America
follows with 24.8 percent of the market, with Western Europe coming in third.

While makeup is behind much of beauty's growth, lipsticks in particular are proving more popular, with a 13.6
percent growth in 2016.

https://www.luxurydaily.com/category/sectors/fragrance-and-personal-care/
https://www.luxurydaily.com/makeup-booming-business-thanks-to-selfie-generation-fashionbi/
https://www.luxurydaily.com/wp-content/uploads/2016/12/shiseido.selfie-lady-465.jpeg
file:///author/sarah-jones
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1
https://fashionbi.com/insights/marketing-research/the-art-of-selling-beauty?utm_medium=email&utm_campaign=%255BMarketing%20Research%255D%20The%20Art%20of%20Selling%20Beauty&utm_source=NotificationMailer%253ANotify
https://fashionbi.com/


Kendall Jenner for Es te Lauder. Image credit: Es te Lauder

L'Oreal is the most dominant player in beauty, with $28 billion in sales in 2016. The beauty group's Luxe division is
behind the licenses beauty labels of YSL, Giorgio Armani and Ralph Lauren, while also including cosmetics label
Lancme.

Also making the top five is Este Lauder Companies, which includes the flagship Este Lauder brand along with Crme
de la Mer and niche perfumers Le Labo and By Kilian. Este Lauder, which has sales of $11 billion last year, is  also
behind the fragrance and beauty lines for brands such as Michael Kors, DKNY, Ermenegildo Zegna and Tom Ford.

Shiseido, in fifth place, saw sales of $7 billion in 2016. The company includes labels such as Cl de Peau, Laura
Mercier and Shiseido as well as licenses for Dolce & Gabbana, Elie Saab and Alaa.

Online sales of cosmetics grew 20.7 percent between 2015 and 2016. Brands and beauty retailers are taking note,
incorporating interactive features into stores and digital channels.

Sephora's new connected stores in Paris. Image credit: Sephora

For instance, LVMH-owned beauty retailer Sephora is introducing a host of new features to its online store focused
on personalizing the purchasing process for individual customers.

Some of the new features include individual recommendations based on previous purchases and a personalized
welcome when past users visit the online store again. Sephora is banking on the growing trend toward smarter
online shopping experiences to help drive up ecommerce sales (see story).

Also, Este Lauder is helping consumers visualize its cosmetics on their own faces through a personalized try-on
experience.

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 (see story).

"New point-of-sale concepts and an aggressive digital strategy can help the brand to beat the competition," Ms.
Bushmeleva said.

Makeup marketing
When it comes to selling luxury beauty products, labels focus on building up their brand image. This is
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accomplished through the use of celebrity to evoke prestige or by sticking to a particular personality or story.

For instance, YSL Beauty maintains a slightly rebellious tone in its beauty efforts, while Tom Ford leans on sex
appeal.

Tom Ford fragrance ad featuring Cara Delevingne. Image credit: Tom Ford

Luxury brands also fulfill a role as trend setters in beauty. Because of this, they often are the first to break the rules,
such as Chanel's casting of Brad Pitt in a campaign for its women's fragrance Chanel N 5 (see story).

While beauty brands occasionally gender bend, such as Shiseido's viral "High School Girl?" commercial, which
challenged perceptions of sex by making up a room full of teenage boys in drag, marketers are often finding
themselves needing to reach both men and women with different targeted products.

For instance, Chanel does not sell men's fashions, but it does market men's fragrances.

Additionally, brands that sell both fashion and beauty may have followers who are only interested in cosmetics.

Here is where diversified social media can benefit brands. For instance, Dior expanded on its centralized
Instagram account with a beauty-specific profile and a Dior Homme page, allowing it to more effectively target
consumers with particular content.

If brands do not want to invest in running a separate account, another option is dedicated hashtags, allowing
followers to track a conversation, for instance #DGWomenLoveMakeup.

"The beauty brands still rely upon the celebrity image, it is  still true for mass market and the premium labels," Ms.
Bushmeleva said. "But a novelty is that the beauty advertising campaigns start to be more inclusive in terms of the
testimonial choices.

"Recently we saw many examples when male bloggers started to advertise makeup brands," she said. "Premium and
luxury brands prefer less risky scenario and promote the female products via female celebrities and male products
with male celebrities. The celebrity endorsing still creates a lot of buzz around the newly launched products."

© 2020 Napean LLC.  All rights reserved.

Luxury Daily is published each business day.  Thank you for reading us.  Your feedback is welcome.

https://www.luxurydaily.com/wp-content/uploads/2015/05/tom-ford.banned-frg-ad.jpg
https://www.luxurydaily.com/chanel-takes-over-ad-space-with-game-changing-brad-pitt-campaign/
mailto:feedback@luxurydaily.com

	Makeup booming business thanks to selfie generation: Fashionbi

