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While spending  among younger audiences is on the rise, prestige maisons gain less ground than their less expensive competitors. Image courtesy of
Launchmetrics

 
By ZACH JAMES

Luxury beauty sales are falling  behind lower-priced options, according  to new finding s from cloud technolog y platform
Launchmetrics.

The report, titled "Beauty Marketing  Trends of Q3 2024 and Beyond," details the industry's trajectory leading  into the new year.
Notably, revenues from hig h-end brands in the space are g rowing  at slower rates than more accessible alternatives, affecting
Media Impact Value (MIV).

"Amid a challeng ing  economic climate, luxury beauty brands must focus on strateg ies that bolster brand equity and resonance
among  consumers," said Alison Bring , chief marketing  officer at Launchmetrics, New York.

"Making  smart, data-driven decisions about the rig ht channel mix and voices to leverag e is more critical than ever," Ms. Bring
said. "Our industry ranking s show that several luxury brands continue to achieve positive brand performance g rowth,
demonstrating  that the rig ht approach can sustain consumer eng ag ement and keep the buzz alive for long -term success."

The report measured brand performances from July 1 to Sept. 30, 2024. Fig ures are drawn from brand financial disclosures and
internal data, including  Launchmetrics' proprietary metric of MIV, which assig ns a monetary value to every post, interaction and
article by overall g lobal eng ag ement.

Navigating the market
During  Q3, luxury beauty brands g arnered $4.2 billion in MIV, up 17  percent year-over-year.
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The industry is growing  at a slower rate than the competition. Image courtesy of Launchmetrics

Meanwhile, the MIVs of premium and mass-market brands reached $5.5 billion and $4.6 billion, respectively, up 23 percent and 25
percent compared to the third quarter of 2023. Last year, these labels still had slig htly hig her MIVs than luxury beauty players, but
the g ap is widening .

Despite this, some brands are on the rise, with the MIVs of Italy's Armani Beauty and France's YSL Beauty rising  33 percent and 16
percent, respectively, compared to Q2 2024, with both landing  in the top 12 cosmetics companies overall.

French fashion house Dior's makeup and frag rance arm declined in MIV by 5 percent, losing  the top spot among  all brands
operating  in the space. French premium label L'Oral Paris overtook the prestig e staple, driven by a strong  appearance at Paris
Fashion Week and social media content starring  brand ambassadors Kendall Jenner and Alia Bhatt, among  other famous faces.

Dior Beauty has been on a downward trend since early 2024, while L'Oral Paris maintained strong  momentum. Image courtesy of Launchmetrics

Fellow luxury brands in the top 20 in MIV, Chanel and Shiseido, both lost g round as well, with their metrics slipping  by low sing le-
dig it percentag es in Q3.

Areas of  opportunity
Three trends are set to g uide the industry in the coming  months: Middle Eastern expansion, natural beauty products and Gen
Alpha entering  the marketplace.

Growth in MIV in the Middle East outpaced the United States, the United King dom, France and China in Q3 2024, sustaining
positive momentum g athered in the early months of the year. Since 2023, the reg ion has averag ed a 21 percent MIV surg e each
quarter, with Launchmetrics stating  that its potential as a hig h-spending  market remains overlooked despite the g ains.

Luxury beauty has yet to g ain a larg e presence in the Middle East, with only one brand, YSL Beauty, ranked in the top 10 in MIV
within the market to close Q3 2024.



 

Young  consumers are opening  their wallets for beauty to end the year. Image courtesy of Launchmetrics

According  to recent finding s from g lobal manag ement consulting  firm Kearney, India is poised for similar success, as its
cosmetics sector is set to quadruple in valuation in the coming  decade (see story).

As luxury loses g round among  young er consumers seeking  better value propositions (see story), Gen Z is still driving  industry
trends. The demog raphic is behind the push for natural and clean skincare and makeup, with interest in the niche g aining  6
percent more mentions each quarter of 2024.

Meanwhile, Gen Alpha, those born beg inning  in 2010, are beg inning  to enter the wider beauty market this year as they become
teenag ers. Launchmetrics points to luxury adopting  a "dig itally native" mindset when marketing  to the g roup, which is more
educated than most due to their time spent researching  products on social media.

"Gen Alpha's entry into the beauty market presents a unique opportunity for brands to build early connections and secure long -
term business," said Ms. Bring .

"As the first g eneration to g row up fully immersed in dig ital culture, Gen Alpha turns to influencers and eng ag ing  content to stay
up-to-date," she said. "With its strong  social media presence and Instag rammable packag ing , Drunk Elephant has successfully
captured their attention, driving  13% of Gen Alpha's total MIV in 2024."
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