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includes an herbal gel cleanser, cu-
cumber toner, and avocado eye cream,
all made by the French company. Su
doesn't live in L'Oréal's beauty-obsessed
hometown of Paris. She's an execu-
tive at an advertising firm in Shanghai.
"Chinese people place a huge empha-
sis on beauty and skin care as they are
especially afraid of aging," she explains,
using, perhaps, a broad brush.

To win customers like Su, more than
260 scientists work in L'Oréal's research
center in Shanghai, tailoring products
from lipsticks to shampoos for Chinese
buyers. Among their latest: a cosmetic
balm for Chinese men looking to mask
face blemishes and skin serums made
from traditional herbal remedies such
as Cordyceps, a parasitic mushroom.

The world's largest cosmetics maker
aims to pare Procter & Gamble's lead
in China, where the market for beauty
and personal-care products is estimated
to reach $34 billion this year, accord-
ing to researcher Euromonitor Interna-
tional. L'Oréal is counting on lotions en-
compassing traditional Chinese herbal
remedies, as well as products targeted
at China's men, a fast-growing part of
the market. That strategy will help the
company boost China sales more than
10 percent in 2013, from 12.05 billion
yuan ($1.9 billion) last year, says China
Chief Executive Officer Alexis Perakis-
Valat. "L'Oréal has become a formidable
competitor for Procter & Gamble In skin
care," Oru Mohiuddin, a senior analyst at
Euromonitor, says in an e-mail. "Not just
has L'Oréal approached China from vari-

For Beauty Companies in
China, It's a Man's World

Sales of men's grooming
products will rise 13.4 per-
cent this year, outstripping

overall personal-care growth

ous angles, including pricing and retail
coverage, it also strived to make the
brands more customized and effective."
The maker of brands including Lancôme
and Biotherm has seen its share of Chi-
na's beauty and personal-care market
rise to 11 percent in 2011, from 9 per-
cent in 2008, according to the most
recent data available from Euromonitor.
P&G, which owns Olay and Gillette, lost
1.6 percentage points, to 15.8 percent
in 2011. L'Oréal is already ahead in skin
care, with a 15 percent share in 2012 vs.
less than 10 percent for P&G.

In an e-mailed statement, P&G says
its overall China business expanded
about 50 percent in the past three years
and that it continues to grow through
new categories and innovation in exist-
ing ones. P&G chose China, its second-
largest market globally, to launch its
new Oceana skin-care brand in January.

China, which provides about 6 per-
cent of L'Oréal's annual revenue of
€22.5 billion ($29 billion), has become
especially important to the company
as consumer spending in Europe has
slowed. L'Oréal benefited in China from
the 2009 introduction of its Kiehl's skin-
care brand, which drew consumers look-
ing for mid-priced products, according to
Paul French, China market strategist at
Mintel Group. "In China, for a long time
you just had your high and low end,"
says French. "Kiehl's, along with Korea's
Face Shop group and L'Occitane, really
opened up the mid-market range."

In 2004, L'Oréal bought the local
Yue-Sai Cosmetics brand, which uses
Chinese herbs in its creams. Sales of
the line rose more than 20 percent last
year as buyers snapped up items such
as a 50-milliliter jar of Youth Preserv-
ing Moisturizer, made with ganoderma
fungi, for 210 joian. The company hopes
to expand Yue-Sai this year by boost-
ing sales through online Chinese retail-
ers such as Tmall. The brand also plans
to launch a customized skin serum this
year. Trained staffers will chat with cus-
tomers at store counters and analyze
skin types to concoct a personalized
moisturizer with ginseng, Cordyceps,
and white fungus. As "beauty is less and
less one size fits all," says Perakis-Valat.
"You have to have an answer for very
different needs." —Liza Lin

The bottom line L'Oréal is using traditional Chinese
ingredients to grab share in a beauty and personal-
care market expected to hit $34 biilion in 2013.
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Murdoch Contemplates
ACoverup
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• A fixture of British tabloids,
toplessness Is under fire

• "If people want access to soft porn,
they can get it anywhere"

Page 3 girl Poppy and Thomas Jefferson
make an unlikely couple. Yet the 21-year-
old, who appeared bare-breasted in only
a pair of lacy knickers in Britain's No. 1
daily newspaper, the Sun, recently cited
Jefferson in defense of press freedom,
which certainly benefits a tabloid that
features a topless woman every day on
its third page. "Where the press is free
and every man able to read, all is safe,"
she counseled legislators from her Page 3
perch. The Sun could use the U.S. found-
ing father's help. A "No More Page 3"
campaign to "Take the Bare Boobs out of
the Sun" on Twitter, Tumblr, and Face-
book has gathered more than 87,000
signatures since September. Following a
Twitter barrage against the Sun's ovraer,
Rupert Murdoch, the News Corp. chief
even tweeted that he was considering re-
placing the 42-year-old fixture with shots
of "glamorous fashionistas"-who likely
would keep their clothes on.

As newspaper circulation contin-
ues its downward spiral, tabloids are
tinkering to attract new readers. British
and European titles added pinups de-
cades ago to attract working-class males.
Now they want women readers-and
the advertisers that target them. Today
women make up 45 percent of reader-
ship at the Sun, which has a daily circula-
tion of about 2.3 mulion. "The column is
old-fashioned and out-of-date," says Alex
DeGroote, a media analyst at Panmure
Gordon. "If people want access to soft
porn, they can get it anywhere."

The Sun's Page 3 girl first appeared
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in print after Murdoch bought the Sun in
1969. The idea was to court blue-collar
men by giving them a "daily ogle," says
David Banks, a former editor at the Sun
and New York Post. Banks says part of his
job was choosing the Page 3 girl for the
next day's paper. "I used to pick them
by looking in their eyes for that girl-next-
door look that a guy thought he could
have a chance with."

The "No More Page 3" campaign was
started by Lucy-Anne Holmes, a writer
living in the coastal town of Hove who
said she was saddened during last year's
London Olympics when the Sun's cov-
erage of female athletes was overshad-
owed by larger photos of topless Page
3 models. "We're a society that makes
women feel bad for breast-feeding in
public, yet we have Page 3," Holmes says.
She wrote a letter to the Sun's editor,
Dominic Mohan, but says she didn't
receive a reply. She then took her cam-
paign online. In an e-mail, a Sun spokes-
woman said the tabloid, which says it has
7.5 million readers, "is the U.K.'s best-sell-
ing newspaper seven days a week, which
means its unique formula is working."

Page 3 has drawn opposition before.
In the 1980s lawmaker Clare Short in-
troduced a bill in Parliament to kill the
feature. The Sun's editors branded her
"Crazy Clare" and "Killjoy Clare" and
after the bill was voted down asked sev-
eral male politicians who voted against
the measure to pose with their favorite
Page 3 "lovely," Short says.

As pressure to ban the feature heats
up again, British universities including
Oxford and the London School of Eco-
nomics have canceled subscriptions to
the Sun, the U.K.'s PressGazette reported
last month. In early March toymaker
Lego discontinued a long-running pro-
motion, in which readers were offered
free Lego toys, without giving a reason.

The whole idea of newspaper pinups
is a "somewhat dinosauric concept,"
says David Jones, chief executive officer
of advertising company Havas. Jones
says a Sun decision to axe the column
could likely cause a short-term drop in
advertising but in the long term "makes
the brand more contemporary and
interesting." It would also support the
Sun's claims that it is a family newspaper,
he says. © —Kristen Schweizer

The bottom line The Sun, the biggest U.K.
newspaper with 7.5 million readers, is again taking
heat for its daily practice of featuring topless models.

Briefs
Compiled by Karen Weise

Dell
Founder's job is at risk

Blackstone Group and billionaire Carl Icahn
want to take Dell private—but neither vi/ants
to keep founder Michael Dell on as CEO.
Both proposals value the company higher
than the $24.4 billion buyout offered by Silver
Lake Management and Michael Dell, who
started the company three decades ago, put-
ting pressure on the executive to sweeten his
terms or switch allegiances. He oversaw the
company's rise to the top of the PC industry,
yet failed to prepare for new challenges from
mobile technology and high-margin busi-
ness services. While Blackstone doesn't want
Dell to be CEO, it has invited him to use his
15.6 percent ownership stake in the computer
maker to join their buyout as a shareholder.

Deutsche Lufthansa
Mulling an Asian low-cost carrier

Deutsche
Lufthansa
wants to start
anew ven-
ture to hold
on to market

share on routes to Asia. Rival carriers in
the Gulf, including regional leader Emirates,
are using their home bases as interconti-
nental transfer hubs for flights to and from
dozens of cities across India, China, and
other Asian countries such as Thailand and
Malaysia. Lufthansa is considering forming
an intercontinental low-cost subsidiary or
making an alliance with a Middle Eastern or
Asian competitor.

Amtrak
Getting its finances on track

Amtrak recorded its
smallest annual loss
in 38 years and has
asked Congress for
16 percent less in
operating subsidies
for the 2014 fiscal

year. The railroad's loss for fiscal 2012 fell
to $361 million, a 73 percent drop from the
previous year, and it's asking for $373 mil-
lion in operating support, compared with the
$443 million it's getting this year. Amtrak
wants new legislation to help pay for replac-
ing and expanding its fleet of Acela trains. It
also plans to upgrade the Wi-Fi on trains to
faster 4G technology.

Candymakers
A pledge for female farmers

Nestlé and Mars
vow to help women
cocoa farmers after
an Oxfam Interna-
tional report detailed
shortcomings among
food companies in fos-

tering human rights and sustainability. The
two candymakers, which together control
27 percent of the world chocolate market,
have assured Oxfam they will within a year
assess the well-being of female suppliers in
Ivory Coast, the world's biggest cocoa pro-
ducer. If the companies find problems, they
will work to improve women's livelihoods and
address gender inequality.

T-Mobile USA
Selling ¡Phones on installments

T-Mobile USA will
start selling Apple's
iPhone 5 on April 12
via monthly installment
plans, departing from
the industry's typical
long-term contracts.

Like Verizon Wireless and AT&T, T-Mobile had
subsidized smartphones by locking custom-
ers into higher-priced two-year contracts.
Now, T-Mobile will let qualified buyers get the
iPhone for about $580 ($99.99 down and
24 monthly payments of $20) and pay as little
as $50 per month for voice and data without
a contract. Those with unlocked iPhones can
also get the lower month-to-month rate.

Air France-KLM Group Alexandre de Juniac to replace CEO Jean-Cyril

Spinetta « J.C. Penney Marketing VP Lisa DeStefano-Orebaugh leaves for

Home Depot « Best Buy Richard Schulze returns as chairman emeritus
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Text Box
Fonte: Bloomberg Businessweek, New York, p. 27-28, 1 a 7 Apr. 2013.   




