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INTRO
The massive problems we are dealing with now
— both in society and in the cosmetics and
beauty industries — are neither new nor caused
by COVID-19, but the pandemic has massively
accelerated the need for meaningful change.
It will require companies that want to compete
and survive to rapidly make adjustments to their
strategies, by responding to seismic shifts in the
industry, all while empowering and upskilling
their talent to meet immediate and long-term
challenges.
At SimpliField, we work with many of the world’s
largest cosmetics and beauty brands, including
wholesale brands and retailers, and the hard
work and unity we see in the community is
incredibly heartening.
Year-over-year results are down, of course,
but the industry is outperforming many other
sectors, and there is reason for hope that this
giant global pause might provide a massive
opportunity to rethink, rebuild, and come out
the other side much stronger.
As McKinsey put it in their recent report on the
beauty industry:
“While the beauty industry may be in a relatively
stronger position than other consumer
categories, 2020 will be one of the worst years
it has ever endured. We believe, however, that
the industry will remain attractive in the long
run. Consumers across the globe are showing
by their actions that they still find comfort in
the simple pleasures of a ‘self-care Sunday’ or a
swipe of lipstick before a Zoom meeting.”
Here are seven of the massive shifts reshaping
the beauty and cosmetics markets as we know it
— and how we think companies should respond.
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“Consumers across the
globe are showing by their
actions that they still find
comfort in the simple pleasures of a ‘self-care Sunday’ or a swipe of lipstick
before a Zoom meeting.”
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Customer expectations around health and
safety are shifting rapidly, with long-term
implications on consumer loyalty.

It goes without saying that compliance, safe
practices, and risk mitigation are now non-negotiable, and this goes well beyond instructions
to use hand sanitizer. Organizations that neglect
or downplay health and safety guidelines — now
and in the near future — risk serious damage to
their business and reputation.
As McKinsey explains in their recent report on
“Adapting Customer Experience in Times of
Coronavirus”:
“Particularly in times of crisis, a customer’s
interaction with a company can trigger an
immediate and lingering effect on his or her
sense of trust and loyalty. As millions are
furloughed and retreat into isolation, a primary
barometer of their customer experience will be
how the businesses they frequent and depend
upon deliver experiences and service that
meets their new needs with empathy, care and
concern.”
Retailers that show a clear commitment to
ongoing health and safety measures will be
rewarded with increased trust and loyalty from
both wary consumers who have grown increasingly comfortable with ordering online and the
employees who put themselves at risk every
day.
As Global Director of Retail Experience for
English beauty brand Charlotte Tilbury (recently
acquired by Spanish fashion and fragrance
brand Puig), Luca Calcamucchio is in the midst
of a global relaunch program.
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As the company continues to out-perform
other brands in the sector, they have put in
place a rigorous system of safety protocols that
prioritize both safety and excellent customer
experiences.
“I think as a brand you have to stand for
something,” Calcamucchio said. “Our main
objective is making the workplace and the
stores as safe as possible for our staff, for our
colleagues in the field.”

“I think as a brand you have to
stand for something.”

“That’s absolutely our priority. And then of
course, making the most comfortable and safe
experience for our customers, because we want
them coming back and we want them to enjoy
the store as they were doing before,” he said.
In order to rebuild trust with employees,
companies will need to improve the systems
and processes they use for communications,
training, and performance management around
these issues. Those that do not rise to the
challenge do so at their peril.
As the aforementioned McKinsey reports says:
“The next normal has started to emerge, with
consumers indicating they will adopt long-term
behavioral changes that will last beyond

COVID-19. Consumers who have switched to new brands or retailers largely intend to stick with them,
with nearly three-fourths of consumers who have switched to a store brand indicating an intent to
continue.”
For retailers looking to win back the trust of customers and employees, implementing and rigorously
adhering to health and safety best practices is an essential and ongoing step with major long-term
implications on consumer loyalty.
Here are a few health and safety best practices that have been embraced by SimpliField clients that
beauty and cosmetics industry leaders should keep in mind:
Mandating temperature checks for employees prior to the start of their shifts and
for customers at the entrances of stores. This is one “inconvenience” everyone
will welcome.

For customers, masks are recommended and should be mandatory, depending
on the situation in your country or region, and whether the shopping experience
is indoors or outside.

Taking steps to reinforce social distancing as much as possible. Floor markers
indicating how much space should be between customers waiting in check-out
lines are a simple example.

Providing alcohol-based hand sanitizers for free to customers and employees. It’s
a good idea to station these at clearly marked locations throughout your store.

Providing alternative delivery models where possible — for example, contactless
curbside service.

Ensuring proper protocols and processes are in place to ensure consistent
compliance with all of the new regulations.
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This crisis presents
opportunities for emerging
products, rapid sector growth,
and innovative new models of
customer interaction.

As the way consumers live their lives shifts dramatically, so do their buying patterns, which
can actually present exciting opportunities for
growth and innovation for the industry.
“The beauty industry can expect micro-categories of color cosmetics such as eyeshadow,
eyeliner, mascara and concealer to gradually
rise during COVID-19, as consumers lean into
the habit of wearing masks,” said Sharon Kwek,
senior innovation and insights analyst, beauty
and personal care at Mintel.

Outside of new and emerging product sectors,
many cosmetic and beauty industry brands are
hard at work using this time to rethink their relationship with consumers, with a shift towards a
more omnichannel perspective.

“People need to pivot from
thinking about the building to
thinking about the person, and
then you can be more creative.”

The reason for the shift is a practical one.
“With masks on, people will rely on their eyes to
communicate. Colorful lashes and graphic liner
can match or complement the natural eye colour
— and even coordinate with facial coverings,”
Shekeira Bedassie, a U.K.-based makeup artist,
recently told the Guardian.
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“It’s not in-store shopping anymore, it’s
in-person shopping. People need to pivot from
thinking about the building to thinking about
the person, and then you can be more creative,”
said Catherine Rogerro-Lovisi, most recently
President at Revlon North America.

While she sees the need to engage
and interact with clients online as well
as offline, she believes that there will
always be a place in the industry for
in-person interaction.

THE SMELL
OF HOME

“It’s up to brands to
find innovative ways of
delivering exceptional
customer service while
making customers and
employees feel safe with
new models like pop-up
stores, store privatization,
personal shopping, and
in-home services.”

The fragrance industry has seen
results during this time that mirror
the rest of the beauty, cosmetics, and
luxury sectors, as major increases
of 150-200% in online sales are still
unable to offset losses in brick and
mortar sales.

“People will definitely go back to
stores. Especially with cosmetics.
Pure replenishment is done online,
people make the trip for physical
discovery. People need to try and
feel the products. It’s up to brands
to find innovative ways of delivering
exceptional customer service while
making customers and employees
feel safe with new models like pop-up
stores, store privatization, personal
shopping, and in-home services.”
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Yet one sector — home fragrances
— is seeing “sales soar as candles
become an escape from pandemic
times,” said research firm Kline &
Company.
According to The NPD Group, “Dollar
sales of home scents grew +4%,
driven by candles (+8%), which
make up nearly 70% of the market.
Diffusers grew by +5%, and home
ancillary gift sets +4%.”
“It doesn’t seem like much, but in
a double-digit decline, that’s pretty
impressive. It’s all about self-care
and the home spa environment,” said
Larissa Jensen, vice president and
beauty industry adviser at The NPD
Group.

Regional results vary widely and unpredictably
based on COVID-19 outcomes.
The challenge for many beauty and cosmetics
brands is global, and widely varying results
should be expected based on geography.
SimpliField is working with global retailers
across multiple continents on store re-openings,
as well as brands planning their presence within
newly opened stores, and the only consistent
theme is that regional regulations are very inconsistent.
“The challenge we are facing is global, meaning
that whenever there is an issue coming up in
one country, it may or may not impact other
regions,” said SimpliField CEO and co-founder
Ben Zenou. “I think that in China, or the EMEA
region, or North America we are seeing really,
really different patterns in terms of getting
back to business. We need to see how that will
change, but I think the fact that the situation
is so different across many locations makes it
really hard.”
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Charlotte Tilbury’s Luca Calcamucchio sees
reason for cautious optimism in some regions,
while also watching some markets experience
positive results, only to see them decline due to
negative metrics fueled by increased exposure.
“In Europe, Germany opened two weeks ago.
That was the first one here, and now they have
an uptick in the number of infections, so we
see the traffic being a little bit shy. On the other
side, we have the Netherlands, where actually
people are quite confident, and what we see is
that people that are out there who shop actually
convert. They’re not going out just to go and
have a look — they really go to buy. It’s more of a
‘replenishment’ way of shopping,” he said.
“We are in very early days, but at least we see
some green shoots. It’s nice to see that step by
step, everybody’s coming back,” said Calcamucchio.

Consumers are
learning to do less
with more — and are
more focused than
ever on sustainability.
Consumers are likely to reduce consumption,
focus more on sustainability, and look more for
products that bring longer-lasting meaning and
value.
“Potentially 40 million people in the U.S. have
been unemployed. The household debt, the loss
of income — all those things are going to impact
purchasing because people either don’t have
the money they used to have, or they’re afraid
that they will not have it,” said Rogerro-Lovisi. “I think that collectively, all of us will think of
our consumption a little bit differently, either
because of the reflection we’ve been doing over
the last three months or because of economic
hardship.”
“I believe that companies that will be
remembered are companies that don’t
push to buy one more item. They’re
companies that are going to push to buy a
better item, and less is going to be more.”
“This crisis is an opportunity for brands and
consumers to define the new normal. It might
not be about ‘I don’t have the money’ but more
about ‘Is it really worth it, is it an extension of
what I stand for?’” she said.
Not only do people have less money to spend
but they will also want to consume in a more
sustainable way.
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“And sustainability is not only recycling or
using eco-friendly material. It’s about reducing
consumption,” Rogerro-Lovisi said. “A lot of
consumers have realized that what we’re doing
to the planet is crazy because we are over-consuming. I believe that companies that will be
remembered are companies that don’t push to
buy one more item. They’re companies that are
going to push to buy a better item, and less is
going to be more.”
Even the largest players in the industry are
beginning to recognize the need for a more
sustainable approach and embracing the
challenge.
L’Oréal recently announced that it will phase
out all plastic packaging completely, and they
committed to launching a new series of more environmentally friendly and sustainable products.
As Jean-Paul Agon, chairman and CEO of
L’Oréal, said in a recent press release, “Over the
coming months, our societies will face social
crises giving rise to situations of great human
suffering, particularly for the most vulnerable. At
the same time, we are fully aware that environmental challenges are increasingly pressing. It is
essential not to step back from the sustainable
transformation that the world needs.”

Black Lives Matter
and issues of diversity
matter more than ever
for consumers.
With the Black Lives Matter movement dominating the
news cycle, 48% of consumers want brands to commit
to look at their own company and diverse hires, and
29% want brands to re-evaluate offers to ensure they
have a diverse range of products.
More than 62% of respondents under age 35 said they
will be “doing more research on brands and their
inclusivity practices before purchasing, in light of recent
events.”

More than 62% of respondents under age 35
said they will be “doing more research on
brands and their inclusivity practices before
purchasing, in light of recent events.”
The protests around the globe are about human rights,
and it is incumbent on companies and individuals
to take concrete action as individuals, citizens, and
consumers.
Over 60 beauty companies have announced donations
to Black Lives Matter in recent weeks, including Glossier,
which announced a $1 million donation.
Estée Lauder originally committed to donating $1
million, but the company responded to employees’
concerns by doubling diverse recruiting, ensuring equal
access to leadership training, and “requiring more
diverse slates of candidates for executive director-level positions and above.” The brand also pledged over
$5 million to Black Lives Matter and $10 million to the
NAACP.
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Sharon Chuter, Former L’Oréal and LVMH
exec who now runs Uoma Brands, has been
in the spotlight with her Pull Up for Change
movement, which is pushing the industry to hire
a more diverse slate of execs. The movement has
called out brands that have tweeted messages
of support to share diversity metrics at the
leadership level.
“We ask all brands who have released a
statement of support, to publicly release within
the next 72hrs the number of black employees
they have in their organisations at corporate
level. We also need to know the number of black
people you have in leadership roles,” said Pull
Up for Change via Instagram.

care and beauty products are not stored behind
locked cases at any of our stores.”
Johnson & Johnson also recently announced it
would stop selling skin-whitening creams in Asia
and the Middle East.
Black consumers have long had an outsized
impact on the beauty market.
According to Nielsen, “African Americans
shoppers spent $473 million in total hair care in
2018 and made other significant investments
in personal appearance products, such as
grooming aids ($127 million out of $889 million)
and skin care preparations ($465 million out
of $3 billion)” — and yet, the African-American
market has typically been underrepresented on
store shelves.
That’s why as part of the 15% Challenge,
Sephora’s U.S. division recently announced
that it would dedicate 15% of its shelf space
to Black-owned brands, making additional
shelf space for Black beauty brands besides
pioneering LVMH-owned Fenty.
“We need to move at some point from an
emotional stage to action and change. The
problems that are systemic are our responsibility and we are accountable for it, both as
leaders in companies and organizations and as
individuals, citizens and consumers,” said Rogerro-Lovisi.

Ulta Beauty is one of the many brands who
responded, sharing that 18% of their board
members, 13% of their leadership team, and
six percent of their associates are Black. Other
brands like Sephora responded with similar
stats, and many of the largest cosmetics brands
have pledged to increase diversity in response to
the campaign and ongoing protests.
Walmart and CVS announced changes to merchandising practices that had long been
criticized as racist, “ensuring multicultural hair
PAGE 11

“The problems that are systemic are our
responsibility and we are accountable
for it, both as leaders in companies and
organizations and as individuals, citizens
and consumers.”
“So concretely, we have to make sure that when
we see B.S., we call it out. Then we need to take
action the way America understands it, which is
with our wallets,” she said.

While growth in DIY and self-care beauty
products signal a change in consumer
behaviors, hairdressers and salons are still
very much in demand.

Look at the rapid growth of self-care and DIY
beauty products in the U.S., and you might
think the forecast for the professional beauty
community was bleak.

fix gray roots, shaggy beards and chipped nails
in reopened salons after months in lockdown,
despite stark changes to how these services can
now be offered.”

Yet according to the New York Times, “across
the United States, customers are clamoring to

The article points to a recent Safegraph study
analyzing foot traffic, which was down 60% in
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April, but down only 30% year over year from
last June as many states lifted stay-at-home
orders.
As Nathalie Roos, president of L’Oreal’s Professional Product Division, puts it: “The
prospect of reopening hair salons gives great
hope to consumers who want to pamper
themselves. More than a haircut, I believe
we all miss being taken care of and building
strong connections.”

“More than a haircut, I believe we
all miss being taken care of and
building strong connections.”
From SimpliField’s experience in working with
multiple global beauty brands, we’ve learned
that as the mobile hairdressing community
comes back to work, it is incumbent that
the brands they represent provide for them
the tools they need to keep themselves and
their customers safe and healthy while also
maintaining:
• Flexibility of working schedule and
booking management.
• Autonomy in pricing, services provided,
and products used.
• Freedom of expression.
As with all talent, one of the biggest
challenges brands will face moving forward is
the need to maintain a sense of community,
provide inspiration, continue to train them
to progress professionally, and grow their
business — all in the midst of a pandemic.
As people emerge from quarantine eager to
once again treat themselves to a stylish new
look, now is the time for the industry to invest
in hairdressers to prepare them for a potential
onslaught of demand and the slew of new
regulations that will come with it.
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The Hairdresser
Community
What They Expect:
Community

A safe space for candid,
peer-to-peer sharing and
learning.

Inspiration

Creative ideas and trends
on new styles, techniques,
and products.

Learning

How to progress professionally, earn more money, and
expand their skills.

Growth

Tools to build and grow
a loyal client base and
followers.

Cosmetics and beauty
brands are shifting towards
upskilling and empowering
their talent as a matter of
survival and competitive
advantage.
For most retailers in the foreseeable future, lean
budgets and efficient performance will be required
for survival. As companies search for ways to survive
through this economic downturn and more high-profile retailers turn to bankruptcy, they will be forced to
consider ways that they can be more efficient, effective,
and productive with their teams, stores, and salons.
They will need to (quickly) serve customers and
turn over untouched inventory, while limiting losses
and driving toward profitability. How will winning
companies emerge from this period? The answer is
simple: talent.
“Tell me how you treat your talent, and I will know how
you treat your consumer,” Roggero-Lovisi said. “The
first population we need to take care of and empower,
which has not been the case for a long time, is our
internal population. And I think that, again, the last
three months, all the playbooks are in the trashcan. We
need to rewrite them all. The taboos are gone. It’s about
killing the things that are killing people, because they’re
annoying, and use this time to focus on things that do
matter.”
As the retail economy re-emerges, cost savings and
concerns about travel risk have made remote collaboration more important than ever.
Real-time, two-way mobile communication with your
workforce is now an absolute requirement, and regional
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managers, district managers, and leaders at HQ
will require a reliable means of understanding
the on-the-ground reality of the stores in their
territories without being able to regularly visit
them.
“Going back to the field and to the teams
that are in the trenches to write the future is
extremely important. If you have somebody on
your team, it means that you trust them to make
a decision and to represent your company or
your brand. And it also means that they have the
intellectual capacity to do it and the training to
do it. Keep the decision-making at the lowest
level possible, so it’s faster and quicker, and
obviously bring the communication up so
people can learn from it and address it if there is
a potential issue,” she said.
Store associates will need to be able to quickly
relay feedback on mission-critical issues from
customers and employees to HQ and get clear
instructions from management on how to
address the issues.
It is clear that in order to meet the challenges
ahead, teams will need to be upskilled through
consistent and comprehensive training that is
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enabled through digital transformation. And for
cosmetics and beauty brands hoping to retain
their talent after the crisis is over, the time for
making excuses is over.
“Your talent has seen companies that are
renowned for their slow processes move their
entire workforce to fully remote status and
develop their e-commerce capabilities within a
few weeks. Certainly now the B.S. of ‘Sorry, we
don’t know how to do this’ and excuses like ‘it
will take too long’ won’t work anymore. Talent
will remember. And while some employees will
stick with you right now, if you don’t do the
right thing, the minute the market opens back
up, they’ll go somewhere else,” Roggero-Lovisi
noted.

Find out how SimpliField can help you drive fast,
efficient mobile collaboration between store teams,
field teams, and leadership at HQ.
Email us at: info@simplifield.com
+ 1 646 844 7895 (US)
+44 20 3808 7164 (UK)
+33 1 76 34 01 58 (FR)
www.simplifield.com
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