
Baird’s Takeaways from 

Glossy’s 2022 Beauty x Wellness Summit



We just came back from the Glossy Beauty x Wellness Summit, 

an event we sponsored, where leaders from the industry’s most influential brands 

share their strategies and perspectives on the industry and new up-and-coming brands 

gather to learn from experts and connect with partners like us. 

We wanted give you a glimpse of  what we learned and we’re happy to 

continue the conversation if  you would like to connect with us.

- Wendy Nicholson,

About Us:

- Lauren Leibrandt,



Baird’s 
Takeaways
from Glossy’s 
Beauty x 
Wellness 
Summit

1. 2. 3.Beauty & wellness are 

increasingly one and 

the same.

Omni-channel is the 

end-goal for most, but 

DTC is still where 

many brands are born.

Once a product is 

available in a retail 

store, the brand 

experience starts long 

before the cash 

register.

5. 7.4. 6.Marketing remains 

critical to conveying 

a brand’s message, but 

the medium continues 

to evolve.

Influencers can still be 

influential, but only if  

they are authentic.

Inclusivity means just 

that, as more brands 

aim to make their 

products more 

appealing and more 

accessible to everyone.

Collaboration and 

community are at the 

center of  consumers’ 

conscience.



BEAUTY & WELLNESS 
ARE INCREASINGLY ONE 
AND THE SAME.

Interestingly, we heard less about 

“is skin care still growing faster than 

makeup?”, and more about how consumers 

are increasingly focused on integrating 

their beauty, self-care & wellness 

regimens.
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OMNI-CHANNEL IS 
THE END-GOAL FOR MOST, 
BUT DTC IS STILL WHERE 
MANY BRANDS ARE BORN.

One of  the best parts of  the Glossy 

Beauty x Wellness Summit was the 

opportunity to meet with founders and 

CEOs of  disruptive brands born online, 

leading with innovation and fulfilling 

unmet needs in the beauty landscape.  
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ONCE A PRODUCT IS 
AVAILABLE IN A RETAIL 
STORE, THE BRAND 
EXPERIENCE STARTS LONG 
BEFORE THE CASH 
REGISTER.

A retail store is no longer just a point of  

distribution, rather it’s a home for content 

and an important part of  the brand 

experience.
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MARKETING REMAINS 
CRITICAL TO CONVEYING 
A BRAND’S MESSAGE, BUT 
THE MEDIUM CONTINUES 
TO EVOLVE.

Naturally, not one company at the

Glossy Beauty x Wellness Summit

talked about the importance of  their 

current or upcoming print campaign. 

However, many talked about what social 

media platforms they are finding to be 

most effective at building their brands. 
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INFLUENCERS CAN 
STILL BE INFLUENTIAL, 
BUT ONLY IF THEY ARE 
AUTHENTIC.

While the role of  influencers has

clearly evolved a lot over the last decade, 

every brand we heard from agreed that 

there is a very real role for influencers, 

so long as that influencer is genuinely 

passionate about their support of  the 

brand. 
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In the U.S., 48% of  Gen Z consumers are 

non-white and 20% of  Gen Z consumers 

identify as LGBTQIA+.

•

•
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INCLUSIVITY MEANS JUST 
THAT, AS MORE BRANDS AIM 
TO MAKE THEIR PRODUCTS 
MORE APPEALING AND MORE 
ACCESSIBLE TO EVERYONE.



COLLABORATION AND 
COMMUNITY ARE AT THE 
CENTER OF CONSUMERS’ 
CONSCIENCE.

Along with the theme of  inclusivity, 

we heard a lot about the consumer’s 

desire to connect, and in turn, consumers 

seem to be favoring brands that offer them 

opportunities to make meaningful 

connections.
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_____________________

Baird Has Advised Many Leading Brands in the Beauty & 
Wellness Sector
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