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By NORA HOWE

The collateral mental and physical effects of the COVID-19 pandemic remain steady, leading to a shift in lifestyles,
values and behavior.

According to the Fashion Institute of Technology (FIT) Cosmetics and Fragrance Marketing and Management
(CFMM) Capstone's research, "Beauty After COVID-19: Beauty's Reformation and Renaissance," the confluence of
emotional shifts and technological development is ushering in a new age of beauty. To succeed in this new era,
companies must adapt to these changes and institute dynamic strategies to meet consumers' needs.

"The rise of 'languishing' in consumers is one of the most notable differences [in the last two years]," said Jamie
O'Brien, CFMM Capstone Lead, New York. "This is a key element following the pandemic that reshaped the mentality
of consumers, with 55 percent of respondents admitting to feelings of languish.

", or described feeling more restless, stagnant, or lower energy compared to pre-pandemic. Further, this percentage
was even higher amongst the younger cohort surveyed, as 62% of those 18-29 experienced this.

For this report, the cohort completed an in-depth analysis including quantitative and qualitative research inclusive of
more than 900 respondents, global fieldwork and interviews with global beauty executives and market experts.

Reformation and renaissance
The research depicts this new age of beauty through two approaches: reformation and renaissance.

The COVID-19 pandemic pulled back the curtain to reveal four critical challenges beauty companies and their
employees have been facing for many years.

More than half, 53 percent, of industry professionals agree structure and policies often stifle agility and
experimentation, and 80 percent are feeling burnt out by the five-day work week model.

Turnover rates are increasingly high, as 26 percent of employees admit they only plan to stay with their employers
for up to two years. With that, 71 percent would look for another job if they were not offered the flexibility to work
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remotely.

Companies  should focus  on more than jus t serving consumers  and inves tors . Image credit: Sephora

FIT's Beauty Think Tank recommends that beauty organizations stop overprioritizing consumers and investors, and
instead, see the industry as a network of many parts. In this way, the beauty industry can form, grow and work
together as a whole.

The second approach to beauty is the renaissance. People are emerging from the grim COVID-19 period with
innovations in art, culture and society.

Today, the lines between the physical and digital worlds are blurring, and consumers across all industries are
learning how to exist with unlimited interaction with each other and brands. The consumer research conducted by
the cohort uncovered four key insights on the post-COVID beauty consumer.

"Technology is perhaps one of the most critical elements of the shifting beauty landscape," Ms. O'Brien said. "If not
for the rise of the metaverse, gaming and other technological mediums, our consumers would likely remain within
the single-minded personas we've historically seen."

Among a cohort of respondents ages 18-29, 62 percent state they have feelings of restlessness yet experience low
energy.

More than half, 57 percent of consumers have changed the way that they find and interact with new people since
early 2020.

The majority of consumers do not trust brands as 66 percent believe companies and brands are acquiring and
keeping their personal data.

As digital technology continues to infiltrate physical reality, more consumers are accepting the future of "phygital"
innovations, with the gap between awareness and interest at only 11 percent.

"With tech advancements, consumers are able to create additional, entirely unique personas that reflect their
aspirations and ideals," Ms. O'Brien said. "Brands in the future must cater to the fantasy and escapism that comes
with this territory in novel ways.

"Further, the experiential component of technology has the potential to be transformative in years to come," she said.
"We see this today with virtual try-on, but in the future, the experience one has when shopping for beauty products
may be more closely linked to technology than the tactical experience of shopping in-store."
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Chanel's  Lipscanner tool allows  cus tomers  to scan any color us ing their phone camera, and Chanel will match it and provide the neares t lips tick
shade. Image credit: Chanel

With these figures in mind, corporations should be strategizing new ways to develop deeper, more meaningful
connections with their customers, while also supporting employees and adapting to the changing workplace.

Brands at work
High-end beauty brands and retailers have been exploring the possibilities of augmented reality technology in recent
years, but the global pandemic accelerated innovation and created new expectations for the shopping experience.

In early 2021, French fashion house Chanel joined the AI voyage by introducing a new lipstick color-matching tool,
Lipscanner. Using artificial intelligence and virtual try-on technology, the brand can match any color to its nearest
lipstick shade.

Developed by Chanel's Makeup Creation Studio, in collaboration with CX Lab, Lipscanner allows users to upload or
scan an image of any red, pink, plum or orange color from a street sign to the petal of a flower. In return, the app
provides a range of Chanel lipsticks in the same shade (see story).

With emotional tension and a shift in personal values came a greater awareness of environmental issues, and
beauty consumers increasingly demand clean products and transparency.

Beauty group Este Lauder Companies became the first luxury beauty company to join the Supplier Leadership on
Climate Transition (LoCT) consortium.

In joining the group's initiative along with other global businesses, the company intends to accelerate climate action
throughout supply chains in an effort to reach net-zero greenhouse gas emissions (see story).

"There are numerous factors triggering the sense of languishing we see in consumers, and the dismal outlook on
the climate crisis may be a factor, especially amongst Gen Z," Ms. O'Brien said. "It creates a balancing act for
brands as they enter into this new consumer landscape.

"Organizations must make decisions that are aligned with the digital shift but will not have a negative sustainability
footprint."
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