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Why USA market is important?

Market share of leading cosmetics, fragrances and personal care products
markets worldwide in 2018, based on revenue

Top Contributing factors to US
18.3% Beauty Market Success:

United 5tates

China

1 Consumer growing preference for
natural and organic cosmetics and
personal care products

Japan
Brazil d Growing demand for anti-aging
products

Cermany

United Kingdom

U Increasing popularity of men’s beauty
and personal care products

France

O Emergent adoption of digital
technology in the beauty industry

India
South Korea

Italy

Source: Statista
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USA Beauty Market Trend- Beauty Retail Technology BEAUTY

EYE
TRACKING

Smashbox is trialling a new ModiFace app that
follows users’ eye movements to see which
products interest them the most, sending
prompts to request more information or to buy
the product.

The result, says Smashbox, was a 27%
increase in conversions to purchase over two
months.
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V-COMMERCE

NYX Professional Makeup’s app features
shoppable video tutorials, allowing viewers to add
products to a shopping basket as the artist uses
them, or shop the full look as a bundle.

Users can create personalised beauty profiles by
swiping left and right on photos. The brand will use
this information to help its NPD programme.

MiNTELI

SOCIAL 0—
SHOPPING

Instagram is working with 20 retailers to test is
shoppable platform extension.

A

£,
tarte Rainforest P
of the Sea Que...

SEPHORA
COLLECTION Il.

Snapchat has opened their 3-D World lenses to

advertisers. e
/i
Taking advantage of ephemeral content on \ i g
platforms like Snapchat or IG can afford brands M W A
the opportunity to offer ‘specials’ with a limited oQvY R
lifespan eliciting a sense of urgency (FOMO) to - MINTEL
purchase.

sephora What's the scoop? < It's
#NationallceCreamDay!

MINTEL
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Why east-coast?

WHICH STATE HAS THE
MOST EXPENSIVE FACE?

UTAH
ast Goast state sitting
in'the cheapest face
categry at
$4,50 per day
COLORADO
Cheapest face
$5 per day
CALIFORNIA
Californian ladies are the
quickest to apply makeup,
with just 3 minutes max
spent on the task
New Yorkers are the slowest,
spending up to 21 minutes
ALASKA
Spends the most on

SOUTH DAKOTA

Most expensive fa
Budgets on eyeliner more $11 per d.‘.ly
than any other state
spending less than $5
NEW YORK
Most expensive face
$11 per day :
/ ]
y !
4 5
g $
|
i

DELAWARE

ypends more

on lipstick

WEST VIRGINIA

state
Most expensive face a minimum
$11 per day of $30
— SOUTH CAROLINA

Spends the most on

foundation at $45 minimum

moisturizer

at a minimum of $47
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Study done by Huffington Post noted women on the east coast
have the most expensive routines, spending an average of $11
per day, while women on the west coast generally have the least
expensive daily beauty routines, spending around $4 a day

MOST EXPENSIVE FACE CHEAPEST FACE

than any other

New York $11
Connecticut $11
West Virginia $11
New Jersey $10.50
Wyoming $10.50
California $9.50
Delaware $9
lowa $9
South Carolina $9
Massachusetts $8.50

Montana $3.50
Utah $4.50
Colorado $5
New Mexico $5
Maine $5
North Dakota $5.50
Vermont $5,50
Alabama $6
Mississippi $6.50
Ohio $7
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Why Miami?

As the biggest

market in the world,
there is only one

comprehensive

beauty show- no

show similar to

scale on east-coast
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Miami is gateway
to the Latin
American market

A destination
for relaxation
and resort; fun
and enjoyable
place after
business
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A serious business
destination;
multinational beauty
corporations have
South American

MEINIRENEE
diverse
multilingual and
multicultural
population- Latin
American and
African American

headquarters in

Miami

Miami is more
cost effective to
establish business
than NYC

Strong LATAM
beauty culture
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Miami- Connecting Americas

The U.S. gateway to Latin America.

Torontg +Montreal
. «Boston
San Francisco Chicago *New York

Dula.t Atlanta “Washington, D.C

Los Ange'las 2hr.
Houston

Mexico City _Grand « ;. San Juan
Cayman  santo
Guatemala City « Domingo +Barbados
San José ‘= 2
Panama City

Cali+ *Bogota

Caracas

Guayaquil « *Quito

)+ Flight Times

Linkg

) Ghr.

Rio de Janeiro

Sao Paulo «

Santiagc: Bue!vos Aires
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South American Visitor USA Destination

. Destinations
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South American Visitor USA Port of Entry

) _ . d mbound)
(%2 of profiled inbound)
East North Central Jas Agana, GU 0.0
Ilineis 2.57 Atlanta, GA 33
Chicaro 246 Baltimors, MD 0.0
Middle Atlantic 26.01 Boston, MA 08
New Jerzev 2.16 Charlotte, NC 01
New York 24.68 Chicago, IL 15
_ New York City 2445 Cincinnati, OH 0.0
Pennsylvania 1.33 Dallas Ft. Worth, TX 23
Nevada 423 Detr -t’ M -
Tas Vezas 410 ott. 03
. Ft. Lauderdale, FL. 6.3
New England 412
Massachusetts 307 Honolulu, HI 01
Boston 278 Houston, TX 33
Pacific 935 Las Vegaz, NV 07
California 8.60 Los Angeles. CA 5.0
Los Anpsles 5.78 Miami, FL 431 [ 1
San Francizco 354 Bfinm /5t. Paul, BN 0.0
South Atlantic 63.56 New York, NY 144 | 2
Flonda 3004 Mewarlk, INJ 26
Florida Keys Orlando, FL 114 | 3
Ft. Landerdals 3.18 TL o1
Mfiami 4131 Phihddphﬂ’ -
Pittsburgh PA 0.0
Orlando 53118 Portland. OR 00
Tampa-5t. Petersburg 232 Sanford EL 0'0
West Palm Beach o, = -
= San Francizco, CA 0.9
(Feorpia 215
ﬁﬂﬂﬂtﬁ 1'6]‘ San JDSIE, CA 00
Washington, D.C. (metro arsa) 407 San Juan, PR 04
West South Central 516 Seattle, WA 0.1
Texas 450 Washington, DC 14
Houston 243 Other Port 13

Source: US Department of Commerce- National Travel and Tourism Office
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Why South America? AMERICAS

120 11.2%

Compared to the rest of the world,

_— the average growth rate of Latin
American beauty market is higher
than the rest of the world;
therefore, greater potential and
more opportunities.
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Source: Euromonitor International Ltd
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Latina Beauty Mindset ERICAS
Beauty Attitudes S Hispanics (A)
Latin American women tend to have a S MRS
notion that “outer beauty”ls 3 Beautyisan ingorant pactotry I 7%
reflection of inner beauty. culture 560,
OUter appea_l’a_ﬂCe anad beaUty IS taken | notice when other women aren't _ 68%°5
seriously at it is a representation of made up 56%
oneself and that you have respect for NEp— :
want to look good so my family is | 77
those around you. croii Gtme o
With this perception on beauty, the e e .
L_atlr_] Ameﬂcan popullatlon Iﬂﬂueﬂces maintaininagsmy gppearance is%mgortait _66%
significant consumption of the beauty 47%
market- | spend more time getting ready _ 6398
because my friends will be made up 50%

Source: Miami-Dade Beacon Council
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