Home Free E-News Events

Advertise

L gy, as DU VISIT OTHER INTERMEDIA SITES 8

Tanning Waxing Appointments Education Hot Products

RODUCTS

FREE TRIAL - BEAUTICATE'S

BRANDED NEWSLETTER

SERVICE

Step Into spring tis year with

Beauscale's Sepember

Q newsletier edition, For a imited
i J time only we are ofering

t‘ » | professional beauty subscribers

the chance % trial our comprehensive beauty

newsletier service for September only. more

HOT P

News Categories

» Bosty Busingss » Mers

» Nais * Spa

» Boswty Equipment » Tanning

» Makowp » Waxing

» Skincare * Educaton

» Coametic Surgery » Hot Products
Most Recent Articles

» Bodyography parties with Playboy

» Sydeey Organic Expo sooks ratural beauty brands
» Eve Taybr rocoves Liletime Achiovement award

» Nok Mascara bunches

» Trairing our ¢ Thalgd
Most Popular Articles This Week

» Make Up Store 1o opon in Myer

» Trairing Wur do Thalno

» Bodyography partes with Playboy

» Sydrey Organic Expo sooks ratural beauty brands

» Alpxam Ducks product shinkage” trend

Related Articles

IONZYME FOCUS HYDRATING
SERUM

lonzyme Focus Hydrating
Serum - Yet another
breakthrough development from
Environ, always at he forefront
of innovative skincare, mero

WHAT'S YOUR FINANCIAL NEW
YEAR'S RESOLUTION?

Did you promise yourself 10 be
more business savvy this year?
Here's your chance 1o take

control and inject some power into your business.
more

SUN FX INTRODUCES PREMIUM
BODY CARE PRODUCTS

Our Body Polish combines
Walnut shell and Pumica with
rich emollient properties to form
a deep, exfoliating body scrub

10 alleviate dry, dead skin...
moco

DUO COLLAGEN MASK BY
BEAUTWISE

A cocktall of marine collagen
and hyaluronic acd specially
designed 10 work In synergy,
regenerating the skin in a one-
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Living Brands: Where the Future of Beauty Begins FREE e-news

by Raymond Nadeau

. BUYERS
Despite the beauty industry’s size and ability to reinvent itself within s own and redated
Industries, there are surprisingly few marketers. Of those involved in product DIRECTORY
development, brand management, sales, advertising, design, technology or public
relatons, seidom few have taken the tme % truly honor the expertise of our category; ctS
one of the world's most dynamic. 3580 produ
Iwant 1o change all that - and have via my book, Living Brands, Colfaboradion +
Fascinabon = Customer Fascinaton, (McGraw Mill) | have drawn upon my experence
working on both the agency and client sides of companies including L'Oreal, and Coty -~
Inc., where | was Vice President of New Ideas, Global Creative Director and involved in
the twm-around of not only many of their raditonal brands, but also integrally associated
with the rebirth of what has been lauded and criticised as he beauty industy’s new-take
on celebrity brands. These included brands launched around stars such as Jennifer
Lopez and Celine Dion

www.clairderm.com

With the help of a few of my Friends and renowned trend and consumer imelliganca
resources/collaboralors, | have raced overlapping consumer pradictions across a range
of dimansions, including major societal trends influencing not only the baauty industry,
but a¥l industries — both in the near and shon tarms; ius, creating a roadmap for succass
as it relates to brand creaton and innovaton. it was not that long ago that he former
CEO of L'Oreal was quoted as saying words to the effect that the majonity of new beauty
brands would be purchases, not created. Drawing upon the oppomunities | outine, | defy
that thinking and have provided what | hope will function as an antigote. in addition, |
propose a radical shift in thiniing that could have only come out of an industry, N the
beauty iIndustry — an Industry ?hat has always maintained an intimate consumer
relatonship

www.sapphireskinsolutions.com
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The four mega-trends hat | Icentdy represent the overlap of five of the worlds’ most -

acdaimed trend and consumer m\omgona oxperts, These experns include:
Australian Leaders In

: 2:';’::"'::':’“ Aesthetic Equipment
* GDR Creative intelligence microdermabrasion
* Trend Union phototherapy
= Mirror Mirror Beauty Futurology IPL
lasers

Beauty Beyond Today - Forecasts for Tomorrow - Snapshots of YWhat to Watch cavitation

radio frequency
#1 Mood and Experience Enhancement
While this phenomenon touches upon our lust for enterainment and culure's apparent Emall or call us today!
adrenaline adgicion, it makes sense of what has been called, but not really fully sales@clairderm.com

explained, as experiential marketing. What this first trend refars to, has, of late, been
explained as a son of "MetaGame” — including the cultural and individual quest ©
experience more. Some refer 10 it as the game of he game. It explains the popularity of
MySpace.com as well as Secondiife.com. We will not only need to account for this in our
communication — it will allow us to tap directly into the hearts and minds of our
consumers through direct ingmate contact utilising technological advances — and thus
greatly influence product development

Translasons: People will purchase emenainment-based and enlenaining brands not
because of idol worship. People will purchasa hese brands in an effort 1o make
themsalves idols — stars within the stories of their lives. Ang, perhaps more importanty,
no longer will we need to rely on outmoded methods of delermining consumer needs
like focus groups — we can Now condudt direct conversations with our consumers
increasing the probability of new product success and challienging the death phasa of
what we have praviously refarred 10 as the natural progression of the brand life cycle.

1300 781 239

#2 Humanised Technology — The Quest for Physical and Psychological Perfection
The era of ageing gracafully is over. Like it or not, ageing is now viewed as a curable
gis2ase and the future of beauty will require our close observason of the Human
Genome Projact as much, or more 50, than it will require us 10 MoNior changing runway
girections. Beauty is no longer siin deep, and it will take the right products, the nght
technologies and the right communicaton % address that reakty. Mood enhancement,
performance enhancement and plastic surgery are only now being acknowledged by the
beauty industry — and sometimes in negative ways. In the “real” world, the stigma is
lifing — much as it has aimost completely Mad when referenced within the context of
medicing. In fact, the uture of beauty may change its face entirely - %0 the point that what
has been called an evoluton into cosmeceuticals will finally be acknowledged for what it
Is - a 4l fledged foray into he wonderful, world of hardcore pharmaceuticals. So, what
goes humanised technology mean? Organic? Probably. Tragsonally natural? Probably
not. After all, what really Is natural?

#3 Everyman Empowerment, Se¥ Creation and Personal Expression

White many of us working in the beauty and fashion Industries are patiing ourseives on
the back for Snally realising hat beauty comes in diverse sizes, shapes and colors - we
can't really take all the credit. The fact is that seething right beneath the surface is an
undercurrent of consumer resentment. As technology now enabdles consumers 10 literally
create spontaneous brands aimost overnight, $0, 100, will it allow disgruntied consumers
10 destroy brands that dare take diversity for granted. And make no mistake - diversity is
eventhing and everywhere. One need only look at some of the more popular celebrites
shaping contemporary culture and notions of beauty in order 1o confirm this. In addition,
and amplifying !is trend is he concurrent fact that real life and media are merging and
will consinue 10 do S0 unsl they have almost merged. The éra of marketing as “theater”
will celebrate a fully diverse cast reflective of more than one positve oulcome ~ one Kind
of life.

¥ 4 The Luxury of Ethics

Vhile some beauty brands will milk the notion of overiaying emtics as a method of
diffaransation for as long as they can (and | hope they 00) — the fact is that ethics and
guilt-free luxury are broad concapts which, in the longer tarm, will be minimum costs of
going business. Unethical businass practices will be more vansparent han ever before
and no amount of crisis management or shck public relations will compensate for a new
era of balanced commerce — that is 10 say — commerce that neither compromisas the
human or amironmantal heart and soul of the planet Intiuded in this whole notion is the
continued and ever-increasing thirst for fine design and an aversion 1o condescansion of
any kind. Claims will read less like poetry and more like what they are — facts that
consumers desarve 10 know. Culturally shared wit along with, honest emotion and
sensuality will all have their important places, but through increased co-branding
between the profit and not-for-profit sectors, greater respect for the consumer and he
monetisation of "good” in the broadest possidle sense will grow.

Responding to four litle trends would seem easy. But these are not your orginary, run-of-
the-mill trends. They represent a shift in perceptions of realty and human

CONSCIOUSNess. As such, we are embarking upon what may be a new, tnuly goiden age
of beauty marketing, Or, If we ignore the signals, we should prepare % wave goodbye %
our industry. The choice Is really ours. It's prodadly the only choice fom now on that we
will be making alone

For more information contact Raymond Nadeau at madeau@nyc.r.com or visit
waw livingbrangsivingmedia. com,
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