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CONNEC+S Influencing the Future of Beauty Introduction

The beauty space has never
seen as much change as it
has over the last

From the rise of personalisation thanks to Al
iInnovations, to a renewed view of what beauty
brands really mean to their customers, we're seeing

a craving for connection and community more than
ever before.

And with the industry set for exponential growth
over the next few years, how can brands stay
relevant and innovate, whilst maintaining
relationships with existing customers?
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The Beauty industry is 400
expecting to see a growth

rate of 6% per year between

2022 and 2027 and represent 500

$580B in retail sales by 2027.
< o
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Source: MoKinsay


https://www.mckinsey.com/industries/retail/our-insights/the-beauty-market-in-2023-a-special-state-of-fashion-report#/
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Gen Z Creators produced:

| Jud"" ",

N

of Q1's most
engaging |
makeup L
adverts ‘-

y
|
L5
!
i



https://corq.studio/insights/12-new-statistics-about-uk-influencer-marketing-and-audience-engagement-in-2024/
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TikTok has become the

2nd largest beauty

- e-commerce retailer in the
- UK and the 9th largest in

sy 5% of TikTok Shop sales are in the beauty and

/- 4% Household Care



https://www.statista.com/page/report-tiktok-reshaping-beauty-industry#:~:text=In%20September%202023%2C%20TikTok%20launched,commerce%20companies%20in%20the%20U.S
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CONNEC+S Influencing the Future of Beauty

The Power
ot UGC
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User-generated content (UGC) is hardly a
new tactic in the marketing toolkit, but it’s
one that beauty brands in particular have
been leaning heavily into in 2024.

It's not a case of one or the other; UGC
should bolster other marketing activity -
including creator content.

The rise in this tfrend has even impacted
the way in which many Creators produce
their own content — with a shift to quickly
produced, lo-fi assets rather than the
heavily stylised shots of the past.

Source: Inbeat Agency


https://inbeat.agency/blog/ugc-statistics#:~:text=UGC%20and%20Engagement&text=Look%20at%20the%20numbers%3A,higher%20than%20brand%2Dmade%20content

CONNEC+S Influencing the Future of Beauty The Power of UGC 1

| o Y ofmillennials view UGC
o as a reliable indicator
of the quality of a

brand or service
of Gen Z consumers have

created UGC about a brand
or product, highlighting the
significant impact of UGC
on this group.



https://www.hollywoodmirrors.co.uk/blogs/news/uk-beauty-industry-statistics
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Given the stats, it's no
wonder some brands
have made UGC a
cornerstone of their
marketing strategies.

By encouraging their
customers to create and
share content, they not
only boost sales, but build
brand loyalty and foster a
sense of community too.

Img source: Salde janairo Instagram W


https://www.instagram.com/p/C7zOPhwJkwv/?hl=en&img_index=1
https://www.instagram.com/p/C51TDRARzpL/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==

CONNEC+S

So, who are the
beauty brands
winning the
love of Gen Z?

We surveyed a group
of Gen Z beauty
lovers about their
favourite brands —
these three came out
on top.*

*Connects Gen Z Beauty Survey

Influencing the Future of Beauty

The Power of UGC

Spearheaded by
Hailey Bieber, Rhode's
success has been
aided by trending
content moments.

From the #Strawberry
Girl aesthetic, to
*that* viral phone
case, even a quick
mirror selfie is a
valuable marketing
asset to the brand.

y.

\
{

Y

Cult skincare brand
Sol de Janeiro have
built a loyal fan base
- you'll spot their body
mist or bum bum
cream d mile off
thanks to their vibrant
packaging.

The hashtag
#soldejaniero has

a whopping 1.3 billion——

views on TikTok and
It's reported that 82%
of all Sol de Janeiro
sales now come from
shoppers that have
interacted with UGC.

© 13

Glossier has long been
ahead of the curve
when it comes to
understanding how
Gen Z interact with
brands.

Much of their social
content strategy has
always relied on UGC

~ /= according to their

founder, 70% of their
online sales come
from peer referrals, so
making the real
customers the faces
of their social
channels perfectly
marries their
marketing and sales
approaches.

Source: Extole / Yatpo



https://www.extole.com/blog/glossier-marketing-how-the-beauty-brand-used-word-of-mouth-to-shake-up-the-industry/
https://www.yotpo.com/ecommerce-product-page-guide/instagram-galleries/#:~:text=In%20just%20six%20months%2C%20Sol,Sol%20de%20Janeiro's%20brand%20identity

R ——
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Takeaway

Insight Action

In a survey we conducted By considering UGC across
with Gen Z beauty-lovers, various touchpoints and
100% of respondents said a leveraging audiences as
piece of social content has Creators alongside

influenced them to a Creator-led content,
beauty purchase* - and beauty brands can

the brands they stated capture the attention and
who influenced to loyalty of Gen Z and other
purchase include those key demographics.

nailing their UGC strategies
such as Glossier, REFY and
Rare Beauty.

As we look to the future, the brands that successfully
harness the power of UGC will be the ones that lead the
industry forward.

"Connacts Gen £ Beauty Survey

Irmg source: @glossiar instogram  @rafybeouty instogrom E'T'


https://www.instagram.com/p/C92uLHOPsvV/?img_index=1
https://www.instagram.com/p/C-VhpsyC5_v/?img_index=2

CONNEC+S
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The Beou’ry brd-zds mokmg
an impact in 2024 oren'f

just selling a product. They're

selling a lifestyle harrative.

We areseeing brands position themselves as integral
parts of their consumer's lives, offering personalised
experiences that build deeper connections.
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Img source: Brefvbeguty Instagram


https://www.instagram.com/refybeauty/reel/C9pEibGOLXa/
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As Gen Z's number 1 beauty . . VN
brand, of course e.l.f r SRR o M 5 % o T o,
cosmetics have long s £ |

thought beyond the Shard O\ | .
beauty space. The brand's | N . o s
recent partnership with the | i
organisation 'Hot Girl Walk’, T __
tapped into a trending e R Yy & :
TikTok movement. — v 4 “ ~§T

The campaign video

featured Olympian anby--

Douglas and is TIEd Tn q

real-life activation -t \ |

brand announced l’l‘_ SR ; :
sponsor an IRL Hot G S | = 3

Walk.
3*3 .
.

Img source e.l.f cosmetics YouTube
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https://www.youtube.com/watch?v=ggwSgtNS3qs%E2%80%8B
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NYX knows that festival
season is a huge marketing
moment for its UK
consumers. For Wireless
Festival last month, they
created the NYX Festival
house to hero the brand's
Fat Qil Lip Drip.

% i

Guests were invited to
bejewel their Fat Oil lip
glosses, personalise their
merch, and get festival-
ready at the NYX house.
The results — an |
abundance of branded
content featuring a range
of Creators and fans of
the brand.

Img source Nyx/cosmetics Tikigk



https://www.tiktok.com/@nyxcosmetics_uk?lang=en

CONNECH+S Inf ue: . Lifestyle Integration

La Roche-Posay’s
sunscreen is a cult product
that many swear by. Their
recent pop-up at Battersea
Power Station, the
‘Anthelios Tennis Club'
proved that you don't
need to be selling a new
product, to catch-up

with your community.

The Tennis Club offered 1-
2-1 skin assessments with
a dermatologist for SPF
matching and free
samples. The pop-up
tapped into this summer's _. _. _ N il
Tenniscore trend, whilst | Ragissssssciiin o0 BHERHEE
also working with the | | sisfssesissl io: :'
experts, which

we know is a driving force
for some people's beauty
shopping habits.



https://www.linkedin.com/posts/backlash-creative_experiential-experientialmarketing-popup-activity-7212412919706173441-REGN?utm_source=share&utm_medium=member_desktop

CONNECH+S Influencing the Future of Beauty Lifestyle Integration

commmenaieen | 4% OF Gen ZS

increasing in popularity

In the past few years, this =
Isn't news — we produced SO y O e I r

a whole report on 'The

e fAvourite brands

RCOUR,

*

Wm‘iﬁmw are the ones #
e thgt make them
“a-feel like ’rhey

-, fQrt of o

communn‘y

20

As brands seek to improve
relationships with their
customers in order to
improve retention, what
value can a community
bring to your brand?

Source: Archival


https://www.voguebusiness.com/story/consumers/gen-z-broke-the-marketing-funnel#:~:text=54%20per%20cent%20of%20Gen,far%20more%20than%20just%20product

CONNEC+S

Who's leading the charge?

We're sure you saw REFY's
recent community trip, an
experience that engaged
real customers and fans

of the brand. REFY

used Instagram’s
Broadcast Channel feature
to find and pick their lucky
winners.

The content off the back
was cute and casual
rather than polished

to perfection.

Souroce: Gortnar

Influencing the Future of Beauty

Brands with active
communities are projected
to experience a 20%
increase in revenue due :
to enhanced cus’rnmer iz

loyalty and repeaf e
purchases.

We're inte resfed *ﬂ 396 -
how many other hmnds'*;"‘f'--” s
move forward with o
this upprouch


https://www.instagram.com/refybeauty/%E2%80%8B
https://www.gartner.com/en/newsroom/press-releases/2024-06-05-unlocking-brand-loyalty-through-customer-experience

Influencing the Future of Beauty

CONNEC+S

Lifestyle Integration

Takeaway

Insight

Building a strong
community requires a 360
approach spanning
events, IRL activations and
cross-category
partnerships.

When asked which beauty
brands they recall seeing
advertising from in the last
3 months, our Gen Z survey
results showed Rhode and
REFY on top. It's easy to see
why with memorable
touchpoints from both
brands building positive
brand sentiment both on
and offline.

Action =
It's time Tq
uudlenca_ﬁ B
embrace the ui
and meet your
where 'rhey-’

The bra nds
successfully po
themselves m}
parts of their cc NS
lifestyles will b& t

that thrive.


https://www.instagram.com/refybeauty/reel/C9pEibGOLXa/
https://www.instagram.com/p/C98CuuxSAtM/
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Sustainability is no longer just a consideration
for consumers; it has become a driving force
- shaping product development and @,
marketing strategies.

Today's consumers are increasingly
prioritising sustainabllity, clean beauty, and

brond ethics in their purchasing decmons |
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Source: Nielsen|Q


https://nielseniq.com/global/en/insights/education/2023/sustainable-beauty-2023/
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Consumers dre demanding more from
brands, using their purchase power to force
change upon the industry —

- 25%say branads
dont make it easy



https://www.international-logistics-group.com/insights/2023/09/how-is-gen-z-transforming-the-beauty-market/

CONNEC+S

45% of surveyed
Gen Z respondents
said they would
'stop using beauty
products if the
brands behind
them were not
inclusive or socially
responsible.’

Influencing the Future of Beauty

Spotlight on Sustainability

27

Source: International Logistics Group


https://www.international-logistics-group.com/insights/2023/09/how-is-gen-z-transforming-the-beauty-market/

Spntﬂghr on Sustainability 28

~ Several brands are
- sefting the standard
INn the beauty industry.

These brands are not only addressing
sustainability concerns but also promoting
social responsibility.

And it's worth their while - it's reported that
sustainable products drove 10% growth in
the beauty and personal care sector from
2020 to 2023.

Source: Intarnational | ogistics Graup, Batail Asig


https://www.international-logistics-group.com/insights/2023/09/how-is-gen-z-transforming-the-beauty-market/
https://retailasia.com/fashion/news/sustainable-products-drive-10-growth-in-beauty-and-personal-care-sector
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Who's
getting
It right?

Img source Eanty Baauty



https://www.instagram.com/rarebeauty/%E2%80%8B
https://www.instagram.com/officialmedik8/%E2%80%8B
https://www.instagram.com/fentybeauty/%E2%80%8B
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Who's
getting
It right?

Influencing the Future of Beauty

Rare Beauty

Selena Gomez's
beauty brand was
named one of Times'
Most Influential
companies for 2024,
thanks to being set

up alongside a
philanthropic arm
'Rare Impact Fund'.
The brand has also
been applauded for its
accessible packaging.

If brands want to
appeal to Gen Z

they need to put their
money where their
mouth is (quite literally
in Rare Beauty's case).

p :.-
sklnourab t::l

and take a science-
first approach
to skincare.

It has a bold target to

be a zero-waste-to-
' landfill company by
1 2025 and plans to have
' 100% traceable and
f responsibly sourced
| ingredients by 2030.

proving how a brunc;[_ ~.
can be sustainable

e e e e g e e s e e .
E F 5 i [

ﬁmnge, Fenty hcls
uf_-'furned to udvucﬂhng

~ for and supporting

~ diversity and

~ inclusion within the

A heﬂuty mdustry

- that Fenty would b

e ¥
Y L SR

thc:lnnu announct

the premium partne =~
of both the 2024
Olympic and
Paralympic Games -
helping to further
drive global
representation and
unity for all.
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Takeaway

Insight

With 69% of consumers
becoming more interested
in sustainable practices in
the last couple of years,
shoppers are looking for
sustainable values that
match theirs, choosing
brands based on their
environmental impact,
pledges and brand ethics.

Action

Brands need to be
transparent and ubla to
clearly communicate Thalr"':'
efforts for customers tosee
if they want to resonate
with a Gen Z audience. _.J


https://www.tiktok.com/@rarebeauty/video/7286583846835965227/
https://www.instagram.com/p/C9kf0OsvXbT/?utm_source=ig_embed&ig_rid=adcb1079-6f47-4785-bfa2-529b592b4e96
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=

Beaut-Al

It is predicted that
more than 70% of
beauty brands will
use Al for product
development by
2025, according to
a Garftner survey.

33


https://zipdo.co/statistics/ai-in-beauty-industry/#:~:text=brands%20and%20AI.-,50%25%20of%20consumers%20prefer%20AI-powered%20recommendations%20for%20beauty%20products,behavior%20within%20the%20beauty%20industry
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Influencing the Future of Beauty

Beaut-Al

What Al tfrends are making waves in the beauty-sphere?

Advanced colour-
matching

Al-powered virtual try-on
tools let customers see
how different beauty
products will look on them
without physically trying
them, using facial
recognition and AR.

Some brands have taken
this tech one-step further,
using the tech to collect
data and create bespoke
products based on your
skin fones.

Virtual Assistants

Beauty players have been
leveraging Al to offer
personadlised shopping
experiences through
integrated Al chatbots.

These chatbots can guide
customers through the
product selection process,
providing tailored product
recommendations based
on their specific skin
concerns or makeup
preferences, enhancing
the customer journey.

Skincare analysis

Al skincare analysis
technology is being used
to analyse aspects of the
skin such as texture,
pigmentation, hydration
and pore size.

The technology can then
offer personalised
recommendations and
skincare routines tailored
to the individual.
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687

of Gen Z consumers
desire personalised
recommendations
for skin and beauty
products

Source: Brifish Beguty Council & Zip Do



https://britishbeautycouncil.com/beauty-ai-where-are-we-now/
https://zipdo.co/statistics/ai-in-beauty-industry/
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Dcypher

It's reported that over half (56%) of consumers says they'll
become repeat customers after a personalised
experience, so Dcypher saw a gap in the market.

Leading the charge in the personalised beauty space,
Dcypher describes itself as the world's first Al foundation,

with mixed-to-measure technology, promising the
perfect results every time.

The brand uses facial recognition technology to match
your foundation perfectly to your skin tone, while

consumers select their desired coverage, finish and skin
type to develop a bespoke formula for each consumer.

&

Source: Sagment s 2023 State of Parsanalisahon Surseay Img source: Deypher.me


https://segment.com/state-of-personalization-report/
https://segment.com/state-of-personalization-report/
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Influencing the Future of Beauty

Beaut-Al

Sephora

37

Looking to offer its customers a convenient and efficient
way to access their beauty services, global retailer,
Sephoraq, infroduced a virtual 'artist' so effective that the
brand gets an 11% higher conversion rate as compared

to other channels.

Customers can seamlessly
book in-store makeover
appointments through the
bot.

It also allows users to scan
Images, objects, or even
the face of a celebrity,
employing advanced

technology to analyse and
match shades. For
instance, customers can
scan a celeb or influencers
face and receive a
curated list of matchi
lipsticks available at
Sephora.



https://blog.vertismedia.co.uk/2021/02/03/how-virtual-make-up-aisles-are-making-advertisings-future-more-attractive/
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Takeaway

Insight

We know that over half of consumers are likely to
become customers to a brand if offered a
personalised experience — demand for this
innovation is only on the rise.

Action
As Al continues to advance, it is essential for brands

to strike a careful balance between leveraging the
tech and maintaining the human elements that
foster trust and authenticity. Dove, for example,
have committed to never using Al to distort
women's images in a bid to 'keep beauty real'. By
_ striking the balance, brands can harness the full

; ftafantlul of Al while ensuring they remain

TAKE ,‘pmrﬂ‘ 1%
0 O B *
OWFERENT Loowg T

Img source: i



https://www.youtube.com/watch?v=NFApcSocFDM
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Get in touch with our team to discuss how Creators can fit into your marketing strategy.

&  seenconnects.com SEEN Connects
[ lucy@seenconnects.com Zetland House

5-25 Scrutton St
@seenconnects T
m seenconnects EC2A 4HJ
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