tion, beginning with simulating growth process and ending with creating seeds using
a 3D printer.

In conclusion, VR technologies should be involved in any sphere of people’s lives
not to stop human development and to make our lives better.
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INNOVATIVE MARKETING IN THE BEAUTY INDUSTRY

During the last few years the system of producing products in different spheres
has improved globally. In connection with the emergence of information technologies
and resources, companies had to develop new strategies to stay relevant on the mar-
ket. These updates haven’t left the beauty industry aside. “Today’s beauty industry is
decidedly different from 10 years ago. Instead of traditional advertising, beauty and
cosmetics brands are largely digitally-focused, using social channels (and influenc-
ers) to reach and engage users” [1]. Like with fashion and luxury, “the dawn of social
media — along with other digital innovations — 1s transforming the way consumers
discover and shop for beauty brands, forcing marketing professionals to constantly
innovate” [2].

Experiential marketing is also another big source of investment, with campaigns
allowing beauty brands and retailers to tap into the changing behaviours and interests
of consumers. One of the major changes in the beauty industry is online shopping.
Due to the fact that modern people barely letting go of gadgets, the move to online
trading has become a key marketing move. The main advantage of shopping on the
Internet is the opportunity to save time considerably. Using the filter on the website
of the Internet shop, you can quickly make a list of necessary products. When select-
ing your consumer basket, brands will use their advertisement, which can considera-
bly affect purchasing power.

Social media personalities are also having a massive impact on the way brands pro-
mote products. Collaboration and sponsorship with creators i1s now par for the course.
“The key to a successful campaign is all about choosing the right influencer” [3].

In addition to the previous words, beauty influencers are playing a key role in the
beauty industry more than in any other retail sector. For beauty consumers, being able
to see the desired product applied to ‘real people’ can lead to an instant purchase de-
cision for one specific product.

It 1s not surprising that now brands are naming makeup artists as their brand am-
bassadors, making sure they try their products and of course, share them on their own
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social media channels. Influencers also gave away free samples and offered discounts
to followers to encourage them to buy the products.

Various events organized by the brand are also very popular. Typically, at such
meetings, the brand introduces new products to customers or the same ambassadors,
provides with basic information for promotion.

However, with every digital marketing channel comes the downfalls. “One of the
biggest disadvantages is that reputation of the beauty brand can be damaged. If a cus-
tomer does not like a product or experiences poor customer service, negative posts
can be made” [4]. These can then be shared by thousands (or more) people within a
few hours. Reputation could potentially be damaged, especially if it has affected a
high amount of people’s opinions.

Marketing doesn’t slow down in the modern world. It remains as relevant as ever.
Someone might say that advertising is a rather prevalent phenomenon, however it is
through advertising that we learn about something new and popular. The fashion of
nature and “healthy” beauty has taken over the market, but it does not prevent beauty
brands to produce new products with an updated strategy and message. The manufac-
turer tries to be on the same page as society and satisfy it interests.

Marketing is a future that only will strengthen purchasing power and will help any
enterprise to enter the world market.

References:
1. Econsultancy [Electronic resource] : Why beauty brands are succeeding with
experiential marketing. — Mode of access: https://econsultancy.com/why-beauty-

brands-are-succeeding-with-experiential-marketing/. — Data of access: 07.03.2021.

2. Econsultancy [Electronic resource] : 10 Brilliant examples of content market-
ing from beauty brands. — Mode of access: https://econsultancy.com/content-
marketing-beauty-brands/. — Data of access: 09.03.2021.

3. Econsultancy [Electronic resource] : Seven ways social media is shaping the
beauty industry. — Mode of access: https://econsultancy.com/seven-ways-social-
media-is-shaping-the-beauty-industry/. — Data of access: 07.03.2021.

4. Digital Marketing [Electronic resource] : The top benefits and risks of using
social media marketing for the promotion of cosmetic products. — Mode of access:
http://blogs.brighton.ac.uk/cnp14/2018/01/07/the-top-benefits-and-risks-of-using-
social-media-marketing-for-the-promotion-of-cosmetic-products/. — Data of access:
11.03.2021.

3uneBnu /I. B., crynentka 4 xkypca
Bopo:xouukas E. C., ctynenrka 4 kypca
YO «bpecTtckuil rocy1apcTBEHHbBIN TEXHUYECKUI YHUBEPCUTETY,
r.bpect, Pecy6nuka benapych

MUPOBBIE TEHIAEHIIUU PASBUTUSI UTH®OPMAIIMOHHBbIX
TEXHOJIOI'MUA OTCJIEXUBAHUA I'PY30B B PECITYBJ/IMKE
BEJIAPYCbH

IIpoGaemaTuka
Jlannast paboTa HampaBj€Ha Ha HCCIEAOBAHME MHPOBBIX HH(OPMAIMOHHBIX
TEXHOJIOTHI OTCJIEKUBAHUS I'Py30B B 00JACTH JIOTUCTUKH, a TAKXKE UX IPUMEHEHHE B
TpaHcnopTHOU oTpaciu PecyOnuku benapych.
96


https://econsultancy.com/why-beauty-brands-are-succeeding-with-experiential-marketing/
https://econsultancy.com/why-beauty-brands-are-succeeding-with-experiential-marketing/
https://econsultancy.com/content-marketing-beauty-brands/
https://econsultancy.com/content-marketing-beauty-brands/
https://econsultancy.com/seven-ways-social-media-is-shaping-the-beauty-industry/
https://econsultancy.com/seven-ways-social-media-is-shaping-the-beauty-industry/
http://blogs.brighton.ac.uk/cnp14/2018/01/07/the-top-benefits-and-risks-of-using-social-media-marketing-for-the-promotion-of-cosmetic-products/
http://blogs.brighton.ac.uk/cnp14/2018/01/07/the-top-benefits-and-risks-of-using-social-media-marketing-for-the-promotion-of-cosmetic-products/

