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FASHION RETAILERS AND TRADE SHOWS ARE BEGINNING TO TAKE COSMETICS AND BODY CARE PRODUCTS SERIOUSLY. WeAr INVESTIGATES

In autumn 2017, major US fashion trade show Coterie introduced its ‘Beauty@Coterie’ section for the first time, offering fragrance, makeup and skincare lines. A year down the line, the decision seems even more timely and prescient as key fashion retailers are branching out into apothecary and cosmetics. 

Italian retailer LuisaViaRoma has just launched a new section dedicated to beauty with over 3,000 products spanning a variety of segments: from trendy products, such as Ouai Haircare, to premium makeup lines, such as Ellis Faas; from doctor-backed clinical skincare by the likes of Dr. Barbara Sturm to botanical beauty brands, such as Grown Alchemist. Meanwhile, German online fashion behemoth Zalando opened its first bricks-and-mortar store in Berlin in July and dedicated it entirely to beauty products. Apart from shopping, visitors will be able to have express manicures, skincare consultations and makeovers. And British online retailer ASOS launched its own cosmetics and skincare line at the end of last year.

What’s the attraction? For a start, beauty is a lower risk product category than fashion. Brand loyalty is higher in this segment: a customer who bought and liked a moisturizer from a brand is more likely to come back to the same label for an eye cream. There is less need for novelty: customers tend to restock on their favorite beauty items again and again – something unthinkable in fashion. Finally, selling cosmetics and apothecary items is a great way to engage clients in a dialogue: today’s customers may be savvy and self-sufficient when it comes to clothes, but, according to numerous studies, most people prefer to seek advice from a sales assistant when it comes to shopping for beauty.

[bookmark: _GoBack]So, if you haven’t yet invested in beauty products (other than a couple of perfumes and the occasional organic hand cream) now is the time to do so. A beauty counter, if used cleverly, does not need to take up a lot of space and can give your customers multiple reasons to come into your store: offering advice, color matching and express makeovers – and free samples, of course – will create extra buzz in the shop and boost your customers’ mood; with a little skill from your associates and a clever product selection (both in fashion and in beauty), these assets can then be converted into sales.



