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By ST AFF REPORT S

LVMH's Sephora is leaning into a heavier bricks-and-mortar presence with the addition of 35 new stores, as other
retailers shrink their physical footprints.

Showcasing the growth of the beauty sector and Sephora's prowess at experiential retail in physical spaces, the
cosmetic retailer is rolling out the new stores this year. The year of new store openings will begin with its new
Hudson Yards store in New York on March 13.

Growing its beauty
Sephora states that its  35 stores to be completed this year will be located in 32 different cities across the United
States, such as Palm Springs, CA; Long Island, NY; Brooklyn, NY; Seattle, WA and more.

In addition to the new stores, beauty advisors will get refreshed new uniform designs, which will debut at the new
Hudson Yards store. Fashion designer and CFDA member Nellie Partow has designed the new uniforms.

The retailer will also be working with luxury treatment center OrangeTwist in three of its  California locations to
create in-store treatments.
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"At Sephora, we are constantly working to further enhance, personalize and simplify the omnichannel experience
for our clients, so the connection between the physical and digital is  virtually seamless and highly customized at
every touchpoint," said Mary Beth Laughton, executive vice president of omni-retail at Sephora, in a statement.
"Clients can browse our beauty offering online or using our Sephora app, use our digital Happening at Sephora' tool
to discover what's happening in store like events, classes and services to plan their trip to their local store and even
try on looks digitally with Sephora Virtual Assistant.

"We are thrilled to be opening in even more communities this year, bringing the best of prestige beauty, including
our passionate Beauty Advisors, to more clients across the U.S., in real life," she said.

Sephora continued its streak as an innovator in customer personalization, toping the ranks of Sailthru's Retail
Personalization Index for the second year in a row this past September.

Thanks to the retailer's commitment to putting consumers' wants and needs first coupled with its streak in
innovation, Sephora earned 13 points higher than last year on the index. However, other luxury brands seem to be
struggling, as Burberry ranks as the highest true luxury brand at number 45 (see story).
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