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The digital transformation of the beauty industry is a new trend, and it is also a primary method to
solve the pain points of the development of the beauty industry. Digital technologies such as artifi-
cial intelligence, virtual reality, and big data drive the innovation and upgrading of the beauty in-
dustry. The innovation and upgrading of beauty products and services can provide customers with
personalized services, accurately meet customer needs, improve customer loyalty, and increase in-
dustry market share. Digitizing operations, establishing databases, and sharing data through online
and offline omni-channels can provide consumers with the ultimate experience while realizing the
industry's modernization, efficiency, and energy-saving.
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TenmeHIny S3KOHOMIYECKOT0 pa3BuTus B XXI Beke

[udposas Tpanchopmanyst HHAYCTPUU KPACOTHI — 3TO HOBAsi TCHIICHIIUSI, 4 TAK)KE OCHOBHOM METOJ
ycTpaHeHust 00JIEBBIX TOYEK PAa3BUTHS HHTyCTPUH KpacoThl. Ll poBbie TEXHOIOT MM, TAKNE KaK UC-
KyCCTBEHHBIH MHTEIUIEKT, BUPTyaJIbHAs PEAILHOCTh U OOJIbIINE JTaHHBIE, CTUMYJINPYIOT MHHOBALIUH
W MOJIEPHU3AIMIO WH/TyCTPUH KpacoThl. IHHOBaIMY M MOJIEpPHU3ANNS KOCMETHYECKUX MPOIYKTOB
U YCIIyT' MOTYT IPENOCTaBIATh KIMEHTAaM MEePCOHAIM3UPOBAHHbIE YCIYTH, TOYHO YAOBIETBOPSTH
MOTPEOHOCTH KIIMEHTOB, ITOBBIIIATH JIOSIIBHOCTD KJIMEHTOB U YBEJIMYMBATH JJOJIIO PHIHKA B OTPACIIH.
OnudpoBka omneparuii, co3aanue 0a3 JaHHBIX U OOMEH JaHHBIMU OJlaroaapsi OHJAWH- U odaiH-
MYJIBTUKAHATBHOCTH MOTYT MPEIOCTABUTh MOTPEOUTENSIM MaKCUMAJIbHBIN MTOJI0KUATESIbHBIA OTBIT
BMeECTe ¢ MoAepHH3annei, 3 (HEeKTHUBHOCTHIO U DHEProcOepeKEHUEM B OTPACITH.

Knroueswte cnosa: nHIyCcTpUs KpacoTsl; H(poBas TpaHchopManus; TUGPOBbIE TEXHOJIOTHH; HH-
(dopmanus 0 IPOAYKTe; HUPPOBAsT ONEPAITHSL.

The beauty industry can qualitatively become a rigid demand and high-frequency con-
sumer market. It can mainly contain four significant parts, skincare products, cosmetics and
fragrance, and personal care. According to statistics, the global beauty industry has increased
from $483B in 2020 to $511B in 2021, with a one-year compound growth rate of 4.75 % glob-
ally. And it is predicted that it may exceed $716B by 2025 [1]. From this, it can be concluded
that the beauty industry has completed its recovery now. The beauty industry still has enormous
economic potential and can maintain high growth potential from a long-term perspective.

2019 2025 $268B
$226B
$169B
$136B
$118B
$90B
$538 $60B
COSMETICS SKIN CARE PERSONAL CARE FRAGRANCE
+32.0% +24.3% +18.7% +13.7%

Picture 1 — Segment revenue & growth rate within the beauty industry
Source: [1].

In order to compete for market share in the beauty industry, major brand companies are
trying to use various methods to attract users’ consumption. For now, looking at the entire
beauty industry, the pain points of brand companies are the same. First, how to accurately obtain
user needs. Second, how to improve the loyalty of users. Thirdly, how to jump out of the blue
ocean and achieve the red ocean. Solve the phenomenon of serious homogenization and con-
tinuous decline in profits. Fourth, how to integrate online and offline systems. As the concerns
of the beauty industry, digital transformation is the fundamental way to solve these problems.
The entry of digital into the beauty market can repeatedly break the relatively stable industry
boundaries, and drive the innovation of operating models, service optimization, and beauty
form innovations, further improving consumer experience and expanding market share.

The digital transformation of the beauty industry mainly includes two aspects. One
is to use cutting-edge technologies to make products and services more intelligent and
personalized, further enhancing the competitiveness of beauty brands. The second is to use
digital technology to establish its digital assets to realize the digitization of operations and
the digitization of business.
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With the maturity of digital technologies such as AR, IT, and Al, digital transformation
helps products become smarter. In 2020, beauty brand L’Oreal announced the launch of a new
smart beauty product, Perso. The skincare version of Perso can judge the quality and problems
of the user's skin through the user's photo and then customize the skin care plan for the user
based on the Al system. The product automatically dispenses a blend of skincare lotions suitable
for the user. Also, as early as 2015, MODA proposed the concept of a digital makeup artist. It
uses 3D printing inkjet technology to complete the entire makeup. To a large extent, personal-
ized and exclusive functions make consumers dependent and increase customer loyalty.

The powerful functions of smart beauty products have made it a new trend. According to
Forrester's research, 77 % of consumers are willing to pay more for a brand that offers a personal-
ized product service or product experience [2]. Numerous companies are using digital technology
and new ways to solve the problem of personalization. L’Oreal officially acquired ModiFace, a
Canadian beauty technology company, and launched its own «Makeup Genius». Similarly, Shiseido
has developed US-based artificial intelligence company Giaran to launch its virtual makeup app
that offers customers a customized experience. The blessing of digital technology helps beauty
products transform from a single product to a combination of products and services. This will have
a positive effect on the beauty market. Beauty companies should comply with the development of
smart beauty products and strive to develop products that lead the trend of consumers, to gain a
leading edge in the future competition of agility, personalization, and service.

Digital transformation acts on the operation of beauty products, which can realize the inte-
gration of online and offline, and communicate with omnichannel resources. Online sales channels
are convenient and fast. And consumers’ loyalty to beauty brands and acceptance of recommenda-
tions is closely related to digital media exposure. According to statistics from Hivency, four out of
five consumers purchase beauty products after seeing a recommendation on digital media. There-
fore, in this era of «Traffic is King», beauty companies should increase their drainage expenditures
appropriately to cope with the fierce market competition. Shelf deployment, product trials, and
manual services in offline stores can increase consumer experience and trust. The digital system
can break the boundaries between online and offline, customer group boundaries, and supply
boundaries. For example, DEEPEXI DR can help the entire industry achieve a more modern man-
agement model, refined cost control, and efficient collaboration.
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