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By SARAH RAMIREZ

Luxury cosmetics labels are beginning to pay more attention to male consumers, as sales of men's grooming
products continue to grow.

According to Euromonitor's 2018 Beauty Survey, sales of men's grooming products neared $50 billion in 2017 and
are on track to grow 16 percent to 2020. As brands develop and market personal care and beauty products for men,
they are using more gender-neutral strategies, reflecting changing attitudes surrounding gender norms among
today's consumers.

"The visual images of what is male or female are being rethought, and especially Gen Z isn't as strict as millennials
and baby boomers as to what that looks like," said Andre' Barnwell, instructor at the Fashion Institute of Design &
Merchandising, Los Angeles. "Social media has made men and women more conscious of the 'perfect' look.

"The well-groomed man takes care of himself and is not ashamed of paying more for it," he said.

Rethinking male grooming
Traditionally, the men's grooming market was dominated by shaving and hair products. For instance, Euromonitor
found that 40 percent of men use shampoo on a daily basis.

However, surveys by Mintel have found that interest in facial skincare and anti-aging products among men is on the
rise.

In one Mintel survey of American men who use personal care products, 70 percent said they used sunscreen and
other sun protection products. Eighty-four percent of men between 18 and 44 also said they use facial skincare
products, such as moisturizers.

In the United Kingdom, Mintel found that 15 percent of men under 45 purchased cosmetic products in 2016, though it
was unclear how many of these purchases were for personal use.

"The growth of men's beauty and fashion products has been outpacing those of women's since 2010," said Romey
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Louangvilay, communications director at ELMNTL, New York. "It goes to show that regardless of gender, people
want to feel confident in how they look."

Sephora cares a wide range of skincare products for men. Image credit: Sephora

On an average day, American men use 4.1 beauty products and while French men average 2.8 products, per
Euromonitor.

According to Fashionbi, luxury brands are hoping to capitalize as more men purchase cosmetics for their own use, a
trend that first found popularity in Asia (see story).

Men between the ages of 18 and 26 are also primarily responsible for the rapid growth of the Chinese cosmetics
industry, the South China Morning Post reported in 2017.

"Male beauty lines are still proliferating today because several well-established brands realize that without such
products or services, they risk losing their existing customers to competing brands that already offer a beauty line,"
said Thoma Serdari, brand strategist and professor of luxury marketing at New York University and coeditor of
"Luxury: History Culture Consumption," New York. "From a consumer's point of view, the loyalty consumers show to
specific luxury brands attests to the fact that they would ideally like to have their life designed by the brand."

Before debuting on ecommerce, the new Boy de Chanel makeup line was launched in South Korea. Reflecting the
more minimalist tendencies of male makeup consumers, Boy de Chanel cosmetics includes four products: a sheer
coverage foundation, an eyebrow pencil and a matte lip balm (see story).

Chanel is also marketing gender-neutral skincare products on its Boy de Chanel landing page, including cleansing
cream, serum and sunscreen. The line's midnight blue packaging is minimalistic without being overtly masculine
(see story).

"In general, men want products that are multifunctional because they invest less time in thinking about solutions to a
variety of questions of appearance," Ms. Serdari said.

Chanel shared beauty tutorials aimed for men. Image credit: Chanel

Influencers and tutorials play a major role in the popularity of cosmetics for men, in Asia and beyond.

"Since more people are sharing their own makeup tips, it's  slowly making it more acceptable for men to wear
makeup without being ashamed just look at the Kpop stars in Korea," Mr. Louangvilay said. "Due to social media,
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others can connect with like-minded people and share their experiences."

A report from Traackr reveals that in the first half of 2018, Este Lauder Cos.' La Mer has seen the most engagement of
any other mass or luxury skincare brand thanks to its partnerships with numerous social influencers (see story).

Crme de la Mer created a series of content for the audience of Mr Porter to gain visibility for its men's skincare line.

Mr Porter shared journal entries that detail the routines of personalities such as New York matre d' Alireza
Niroomand, in which the men use La Mer skincare. Hoping to inspire viewers and readers to introduce La Mer into
their routine, Mr. Niroomand describes why he likes each product (see story).

Similarly, U.S. label Tom Ford is sharing its namesake founder's dressing regimen and philosophy with a social
video for its new men's grooming collection that inspires consumers to achieve the same branded look.

The video briefly describes the products included in the collection before Mr. Ford gives tips for men wanting to
look their best. Having the video narrated by Mr. Ford, rather than a model or celebrity ambassador, makes the
connection fostered by the video more authentic (see story).

"Male beauty products have to be performance-driven as well as cosmetic-driven," FIDM's Mr. Barnwell said. "Male
beauty products have to be considered important to the overall lifestyle of the man.

"Luxury brands have to tie this 'look' to their luxury lifestyle, and again luxury male ambassadors are key," he said.

Beauty barriers?
Fragrances are one category that have long been marketed towards men and have been popular among male
celebrity ambassadors as well.

As with fashion, fragrances are becoming increasingly genderless to allow consumers to select scents that speak to
their personalities rather than their genders. For this reason, unisex fragrances have also been trending.

Les Mirages, four newer additions to Prada Olfactories, are all unisex in design.

Scents include Soleil au Zentih, a spiced fragrance, and an oud rose named Miracle of the Rose. The series
includes Darklight, an amber scent and Midnight Train, a patchouli fragrance (see story).

Personal care group Coty Inc. works with a variety of high-end brands to create fragrances that appeal to the modern
world, hoping diversity will be universal in the near future.

At the Cond Nast International Luxury Conference on April 19 the chief marketing officer for the group's luxury
division expressed her desire to have complete inclusion in beauty. Themes such as genderless campaigns and
products for a wider range of skins tones are just a few of the ways Coty is integrating diversity into its business,
hoping it will foster growth in the industry (see story).

"Brands need to realize gender norms are blurring and you have to evolve with society," ELMNTL's Mr. Louangvilay
said.
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