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With T ikTok continuing  to dominate the beauty scene, we've seen brands focussing  their marketing  power on Gen Z, but are
they missing  a trick?

With millennials having  a combined spending  power of $13 trillion, brands need to capture their interest, and quick. Every
g eneration has their own way of scouring  the categ ory.

From brand and channel preferences to different product needs, g enerations have different nuances in their searching  habits;
millennials are no different.

Embrace the millennial
Unlike the young er Gen Z, who are more likely to use T ikTok, or older g enerations, loyal to Goog le, millennials straddle the
middle g round.

With more than 40 percent of millennials searching  across five platforms, including  Goog le, YouTube, Instag ram, Facebook
and T ikTok, per Greenpark data, millennials are like no other g eneration when it comes to their activeness across a variety of
dig ital platforms.

It's this multifaceted search behavior that underpins why beauty brands can't focus on a sing le platform. To connect
meaning fully, brands must craft tailored strateg ies across multiple platforms, leverag ing  each one's unique streng th searchability
on Goog le, visual storytelling  on Instag ram and dynamic eng ag ement on T ikTok.

Data shows us that millennials are a multiplatform g eneration as likely to visit Goog le as any other channel. So how can brand
eng ag e with this g eneration, and why should they?

For example, they mig ht start by searching  on Goog le but then head to social media for inspiration or vice versa, start on
socials before finishing  on Goog le to look at the product's reviews.

Millennials are open to exploring  different aspects of the beauty world, whether it's tutorials, trend-led items or product-based
data. Reg ardless, they want information from a rang e of channels to make an informed decision.
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They are the first g eneration that has g rown up with Goog le as a part of their daily life while simultaneously explore each new
social platform as it becomes popular. For beauty brands, this theoretically creates a perfect dig ital playg round to reach out
and connect with potential millennial consumers.

Yet one of the millennial g eneration's cliches is that they are the middle child that g ets overlooked. They aren't as exciting  as Gen
Z and don't yet have that the behemoth spending  power of older g enerations.

In fact, when it comes to the beauty sector in particular, there's almost a toxicity associated with millennials, inflated by the trend
of Gen Z seeing  them as cring ey. To match this energ y and appeal to the young er audience, brands risk swerving  too far to
avoid being  associated with millennials.

In reality, they are neg lecting  a strong  customer base with sig nificant and g rowing  spending  power and an interest that spans a
rang e of categ ories. At a time when millennials are seeming ly being  discarded for something  a bit young er and cooler or older
and financially shinier, it's time for brands to do the opposite and embrace the millennial.

Don't get swept up in the trends
With the sector being  so trend-driven, it can be challeng ing  for brands to measure their effectiveness across platforms.

For example, no one could have predicted that Drunk Elephant would become the Gen Alpha beauty brand of choice. Especially
after it initially targ eted older, wealthier, more ing redients-focussed customers.

Consumers can be heavily influenced by content creators and social conversation which can often make or break a brand. As
demonstrated by Clinique's viral Black Honey Almost Lipstick that arg uably failed to impact Clinique's overall perception.

These trends often focus on a sing le product too, making  it difficult for brands to jump on the short-term success. This
presents a fine balance: brands need a nimble strateg y that is simultaneously always-on.

While the rise of particular social media channels offers a wealth of opportunities, brands can't afford to forg et a well-refined
SEO strateg y that's focussed on appearing  in those important educational searches.

They must remain open minded and analyze each channel separately. Millennials crave credibility and authenticity and it's the
brands forcing  non-specific content that will run into issues.

This entails doing  some research on what conversations are happening  on what platform, allowing  them to understand the
audience on each channel and what is and isn't working . From there, brands can create a network of interlinking  but not
repetitive content.

Some pieces are only g oing  to be relevant for T ikTok and Instag ram, while others may may suit more information-led and
search driven platforms like Goog le so it's important to decipher what forms of content work on each platform.

Brand standouts
Refy Beauty does this particularly well. They've built their presence on different platforms in a targ eted and strateg ic way in
addition to utiliz ing  their founder and her channels to help make the brand more relatable and appealing .

Other brands like Fenty Beauty back up everything  throug h their inclusive product rang e. Of course, it helps having  Rihanna as a
fig urehead, but the brand nails authenticity across their social platforms.

Similarly, MERIT has the rig ht minimalistic aesthetic that is fashionable but not too beholden to trends. They've used interesting
partnerships with the likes of Proenza Schouler and Grace Codding ton to eng ag e with a millennial audience in a fashion-
conscious way.

Every brand has their own challeng es when it comes to attracting  millennials. But by adopting  a multiplatform approach that is
authentic, doesn't rely on trends and leverag es each platform's unique capabilities luxury beauty brands can embrace a
g eneration that is crying  out for the beauty industry's attention and respect as a consumer.
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