EXPANDING BE

by Jody Ellis-Knapp

Got Prestige?

Though you won't find a solid definition, prestige products usually represent
exclusivity, a premium price point and polished packaging.

CLINICWE. ESTEE LAUDER. LANCOME PARIS
Ihese names mmmediately. bring 1o mind wop-
notch beanty produces with sleck packaging, qualiny
ingredients and aften a higher price 1ag than ather
products on the market s Hives, an 1 wihe
ers, carry the tithe “prestige” beauy products. Vet
what exactly dews the term “prestige” mean? Do
only the most well-known beauty products it inio
this category? How do heaury store owners define
this term, as opposed o the manufisciurers and
marketers of these products? And is “prestige” juse
& randoan menmiker thirown out |J:| industry mavens,
or is il truly an earned title for these produces that
are superior o otherst Finally, is prestige a misneo-
mer in this day and age, considering that there were
reparts of a sharp sales decline in this caegory
during D000

According e Lily Garfichl, owner and president
of the exclusive Cos Dar stores (coshar.com), prestige
mveanns Iusury, Caurfield’s career in the beaary fnidis-
try began ar Bloomingdale’s in 1972 as an acooun
executive, where she eventually became o tradier
and makeup amist In the mid-70s, she moved o
Aspen, Colorade, opening the first Cos Barin e own
sl says bl “panache and knowledge inoskin care,”
e i part 1o the extreme Aspen weather, H
nitially carried Lancdme and Borghese, followed
by Clindgue and other top brands seon after. Today,
Cas Bar carvies some of the most exchsive cosmetic
anel skincare products awailable, including Chanel,
La Prairie, Bohbi Brown and Sisley Paris, Garfields
stores dhon't carry niche brands: they focus only on
ISl presnge m1-|m’|-

When asked to deline the erm "prestige,
Nield says, “Packaging is No, 1. Then there is the
qualiy and the customer service that goes with
it Prestige products are of o much higher quality,
These companics do e WsGng, listen o what
the consumer wants and have products backed by
dermatslogists, They provide seminars and infor-
mation, which in oern helps me provide a high level
of customner service” She goes on o acknowledge
the 2008 reports of sales declines in the prestige
category: “Yes, sales were down in 2008, However,
Far B, we were up by 15%, Thit says a lor aboan
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the longevity and quality of the prestige lines.”

Cos B stores don't focus on a specific braned o
an sales for a single line. lnsead the beauy retailer
provides its customers with personal service thin
ivaslvess Finvding out as much informaion as possible
abean customers’ skincare and makeup rogimens.
which helps its ssaff fined ol best products fog indi-
vidual eliems. =1 believe that carrping the presuige
lines caters 1o highly educaed, sovvy customers,”
sans Crarfield. “We are able o serve them best by naol
focnsing om & specific brand, bat by Ginding the item
thean won ks beest for each [of them).”

Same wha are directly involved in the ercation
of cosmetics and beaury prosducts seem o have a
different take on the definition of a prestige prod
wrt, Deanma Nettn Calall b owner and founder of
Brow Diva (heowdivacom), a niche brand created
specifically for the cire and keeping of eyebrows
Cahill started her business as o snall makeup com-
pany that she ran with her twin sister nine years

ago, “As part of the business, we would do makeup
lessoms and such,” says Cahill, ©1 was always droawn
o reshaping evebrows and had a kot of customers
coming back o me, | decided woe get into the brosw-
sculpting industry, marketing mysell in salons.” In
2005, Cahill opened her own store, building up a
clientele and growing it o mulii-employes oper-
tion, She ereatcd her own produces twie years ago
arnd belicves that her line definitely can be classi-
Med as [rrouig'c'.

*I don't offer a lot of |'l'|'|'l|‘|lb|'|.'|. It's very hasic, (]
wie are able o cover the broadest runge of hair cobor
with oaaly six shades, This minimizes confusion and
experimentation, creating & natural and beautiful
Inok. Being a niclwe company puts me ino the prestige
category,” adds Cahill, The Brosw Diva line consists of
sin oolors and six different products, inclading an
evehrow brush, poweder and base, o clear brow gel
1o keep stray hairs in place, & brow highlighter and
newly lavinched brow mascara,

Cahills definition of prestige encompasses bath
niche anc well-known brands, “As far as my prosduct
goes,” she says, °1 think it fits because it hones in
om a particular beawty necd and has the high qual-
ity without a let of bells and whistles.” Brow Diva
||.|n||m'n have heen selling strongly, even .nv:li:dulg
the 2009 sales decline that plagued the prestige
beanity bndusiry, Savs Cahbill, “1 think the brow
industry is just beginning wo ke off, and 1am on
the leading edige of that. While there are certainly
a bot of cosmetic companies Uit sell beow products,
I am the only company, as far as 1 know, that andy
affers eyebrow products.”

Kimara Ahnert, owner and CEL) of Kimoa
Ahnen (kimarncom) :n:jhm.p anid skincare stndan,
created her osen commetic line, which she consid-
ers o frontrunoer in the prestige product category,
“Prestige products are a1 a higgher price poing than
mass products sobd ar chain stores o drugsores,
beimg sobed inainky through department and specialty
stores,” ahe =i “Brands such as Chanel, NAES,
Bobbi Brown, M-A-C and Sisley all fir this coegory,”

Ahnert begin as a professional makeug s,
wmhing in New York City with varions A,
celebrities and women manking among the who's
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who of MNew Yook, She llpl'll.i'ﬂ hesa
first store 13 vears ago in New York's
Upper East Side and recently opened
iosecond siore i Greenwich, Con-
e ticnl, Her stores carry ber own
exclusive ling, as well as some prestige
skincare lines. 1 carry my own line,
Kimara Ahnert. in mv store.” she savs
“Myv hne falls iniog the prestige mir
ket i price and exclusivity, 1 leel my
products set themselves aparnt [rom
the rest in that the line was coeated by
F |:|mll'“i-nn.|.l artist, mvsell, hnll.'i.l'tg
directly with manufaciirers and con-
sumers. [ am able o cherry-pick the
hest of the best and edit the trends
in a wearahle and natural way for the
mesdern woman, which s very much
who 1 am.” Ahnerts line includes
oolor makeup, brushes anid skin care,
with her best selless including Eve
Fix eveshadow primer, Liguid Powder
Mineral Foundation SPF 15 in pale
I1r-|!_54'- and |1 'ip-L|1i11:' S5FPF 15 I:||1:<=|rk

Expanding Beauty

prestge sabes also mpacted Ahoert's
store, "2008 proved thar there i3 no
trusth in the “lipstick theory,—thar in
times af recession |i'|'|s|;'irk siles 50 L,

Carrying prestige probucTs
has the upside of maintaining
exclusivity WITH CLIENTS.

Ahnert also carries the prestige
are lines Epicuren, Luzern ar
Eminence Organic Skin re i her

stares, although her own line remains
the best selling. “Ohn of the three
professional skincare lines 1 carry,
I-|:|i-| viren sells hest with iis Factal Emul-
aon Enavme Maisturizer being oar best
seflern,” she savs, Carrying prostige pood-
ucts has the upside of maimaining an
exchsnity with her clieniele, as well as
kmwing she is carrving products I
temel vy bee mrade with specialty-grade
ingredients and thar arger specific
skin s, “Carrving prestige limes

definitely caters o o well-informed,
proactive [customer] who wants more
from [her| produects,.” says Ahnert "l
heerefies w bsanvisss, bocanse thee exel-
sty of these pirochacts bunilels lowyaliy
between the basaness andd the consimser,
helping to reciin cwstomers”

The divwnsicles of 1':n'r!."i11g prestige
proclucts for a store owner such as

Ahnert include the heavy on -
ket i which a brand sells divectly w
the consumer, taking away the need
For s cliend bee pas i 3 baick-and-amortar
Swys Ahnert, "MNow that the

wordel is online, clients o

retailer
often buy

the pl'\ﬂrlllﬂ ar prices differem from
our own, ekl that exclusiviny is slowly
chipped away.” The 20040 recession in

We were not hit as hard as the reiail
warlcl, bt we still sow a 11:|p| of 10% o
2005 i siles,” Like the Cos Bar sfares,
Iwwerver, the Kimara Alnert stores
lunve since climbed back up w the
stroang numbers it saw back in 2007
With the sschoeni of ecoammernce sales,
online sores hove become increasingly
popular. Tammy Tavler s owner and
founder of GotBeauty.com, a beauty
stowe that offers a wide varery ol prod-
wets online and in s beick-and-mortas
sanboan, ‘s b itiepae. Taylor, whio has been
in the indstry since she was. 15 years ol
defines prestige products s those i
minain “price, cxchsivity, nudmstieam
achvertising and o realisic lack of diver
siom,” Caringg lines such as Phyto, bline,
Fusion Beawty and Estée Lapder as
baamcls that fit within her description
of prestige, Tavlor's store carries all of
these and more. “Our bestselling, pres-
tige line i Boumble and ombde, which
1% il @ |J|'|\-::411.|.I Eovowde of marie, loa
ressons of creativity and clicnt supgon,”
she wns, The pecessbon mover seeniad w
hit the brick-and-mortar Got Beawty loca-
tica, its Sugarhowse Salon & .'\'.|'n.| and
et Beananvoeam, with Tavlor eI the
exclusive Hiwes rerradn sable over the Lst
ver aned ahalf “We are serually Bamible
are] buambles Mo, 1 socount in both Uab
anwd Codorades, andd sibes are rermining

stronag,” (As noted i Gt Beswy.oom, the
bzt soddd o ehwe onliose store.)

For Toaylow, one ol the huge upsicles of
carrying prestige lines inchwdes working
with a |:I.I'H|," COATNELTTY thai wses -r.'|1-,-ri.||-
teedd achertising. “It's whot drives e
s vo ot bocations and really entioes
the high-end, a5 well as the average, oon-
SUINET b I_|||:|. [ 51} TVinNE o e e Tusive
prochuct et found in ordineey besnay
stoaes las been very Delplul in cresting
a more vl clientede” she adds. O
conrse, there are some drawbacks. The
biggest heing bringing a hixury line
mice @ basaness hke CeotBeswgyv.oom amd
hiwing 1 wamt 1o limit the number of
Bramds we carey, By panting in a presti-
givans line, an owner is olten boumd by
agreement o not cnly limit |u||||)¢|,'t|1;g
lies, bud o o certaan extent, we have
ro agree o do business on anotdber
company’s wrms. Before introducing
these kinds of limitstions io 3 business,
an owner shoubd thoroaghly asess the
conbined profit gain/loss of luwing o
debete lines, as well as the bovaly and
support the purveyor will provide,”

Whille the meaning of the term “pres
ey vy slightly depending on
whao vou ask, it all comes down 1o a lew
basic concepts, Price, packaging and
Ihe pronmise of a peodoc

i s
theit 1% exclusive, hixurions and created
with carclully tested ingredicis. The
|1-|'1|!'||'il||' ol |-|1riri|1g A custoaner whio s
L wellmformned ol esducaded o
your store. Whether it's & niche line o
o of the big names, o product thar
titles sl “prestige” shoald  maintin
the highest standards of quality, holding
itsell fow § bt Prkmise for hoth beauiy
store awners and their castomers, s




