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A new beauty floor is  the lates t addition to the revamped Bloomingdale's  flagship. Image courtesy of Bloomingdale's

 
By SARAH RAMIREZ

Although the rise of ecommerce and social media has impacted the beauty and cosmetics industry, the challenges
faced by department stores have had a greater effect on the sector.

While department stores are traditionally major sellers of personal care products, a report from RetailX shows that
legacy brands are turning to different sales channels. Major beauty brands are also among the leaders of
incorporating emerging technology to engage with consumers.

Sales channels
In 2018, global spend on beauty and personal care products reached $236 billion, and it has been growing at a CAGR
of 2.5 percent since 2009.

L'Oral, Este Lauder, Shiseido, Coty, LVMH and L'Occitane are among the major players in the industry.

Skincare products dominate the industry, making up 39 percent of the beauty market. Makeup, which often overlaps
with skincare, represents 21 percent of the market, followed by hair products at 19 percent.
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Este Lauder introduced a lip care collection, combining makeup and skincare. Image credit: Este Lauder

As of May 2019, most major cosmetics companies have direct to consumer or hybrid business models, which
combine business-to-business and DTC.

In terms of ecommerce, these groups allow consumers to complete purchases on brand Web sites, Amazon, Tmall
and other retailers on a per brand basis. For instance, LVMH's Fenty Beauty retails on its own site as well as Sephora
(see story).

A notable exception is Coty, which operates as a B2B company and has long-term licensing agreements with luxury
brands including Marc Jacobs, Gucci and Burberry. Despite buzz around luxury beauty, the cosmetics maker had
lower-than-expected sales in this year's third quarter with a drop of 10 percent year-over-year (see story).

Giorgio Armani is introducing AR makeup try-ons on its WeChat mini program. Image credit: ModiFace

Department stores are also changing their approach to beauty retail, choosing to incorporate more experiential
tactics.

Bloomingdale's is capitalizing on the growing popularity of high-end cosmetics by unveiling a new beauty floor at
its New York flagship. The refreshed beauty department has spa rooms, a fragrance hall, interactive displays and
other services meant to entice in-store shoppers (see story).

Harrods is the latest retailer to emphasize beauty with a series of master classes.

Makeup artist Charlotte T ilbury and her team will take up shop at Harrods' store in The Beauty Hall. The Tilbury
Takeover lasts until Friday, July 19 and includes a variety of in-store events (see story).

Beauty tech
Beauty brands are also embracing technology such as augmented reality to connect with consumers, particularly
digitally-savvy shoppers in Asia.

In 2017, APAC accounted for the largest share of the global cosmetics market.

Japanese beauty group Shiseido is using technology to deliver tailored skincare to consumers through a brand that is
solely available via subscription. Dubbed Optune, the brand's skincare system is powered by a mobile application,
which analyzes a consumer's skin and the conditions in his or her area to blend customized products (see story).

Italian fashion label Giorgio Armani is catering to the growing online market for beauty in China by becoming the
first luxury brand to incorporate 3D augmented reality makeup try-ons into its WeChat mini program. L'Oral's AR
makeup platform ModiFace will be supporting Armani Beauty's virtual makeup application on WeChat, one of the
leading social media platforms in China (see story).
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