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U.S. vs. the World
Gap Views Overseas
As Key Growth Engine

By David Moin
GAP INC. IS FAST TURNING INTO A
¥ tale of two hemispheres.
Women's Wear Daily * Friday, October 15, 201 i 243 3 g As the retailer struggles to get its

: laaedl mojo back in North America at the
mature store brands of Gap, Banana
Republic and Old Navy, it sees online
growth and multichannel expansion
overseas as counterbalancing the negative
comparable-store sales Gap Inec. is
experiencing in America.

Gap Ine. chairman and chief executive
officer Glenn Murphy said Thursday that
there’s “a big shift in the balance of the
business,” whereby international and
online operations are seen generating 27
percent of revenues by 2013, versus 16
percent in 2007.

“It’s a full 10-point swing,” Murphy said
at Thursday’s investor update meeting in
New York.

“In a lot of countries in which we
operate, particularly here in North
America, it’s a market-share game,” he
said. However, entering China, Southeast
Asia or Russia, “there is a natural
growth...it’s a much different business
when you are out there actually taking
advantage of parts of the world where
there is natural high-single-digit /10

TODAY

Ralph Gets
Key to City/2
News: Mayor Michael
Bloomberg presents

Following a very short list of prestige Ralph Lauren with
» . he Key to New York
players harnessing gene-boosting : T
technology, L'Oréal Paris Youth Code is Somen's fagehip. >
being billed as the first mass market LVMH Sales
skin care player to stimulate genes to Jump/?

Financial: Strong growth
in the core Louis Vuitton
brand drives group sales
up 23.6 percent in the
third quarter. <

help in the cell repair process. Industry
sources estimate the antiaging range
could generate up to $80 million in first-
year retail sales. For more, see page 5.

Retailers Stock Up for Holiday/s
Retail: Apparel and textile imports in August

- . e were the highest since 1989, indicating it
‘ W_x could be a promotional holiday season.
= i X
N Kate Walsh’s New ‘Boyfriend’/4
' | . Beauty: The “Private Practice” star launches

her own beauty company with a fragrance,
Boyfriend, to be sold on HSN. ¥

Following a very short list of prestige
players harnessing gene-boosting

Women's Wear Daily technology, L'Oréal Paris Youth Code is
Amy Katie T. being billed as the first mass market
—Gourtrizy H skin care player to stimulate genes to

help in the cell repair process. Industry

sources estimate the antiaging range
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year retail sales. For more, see page 5.
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b EXPERTISE

¢ E"angmse Cabanne‘ Karen Fondu, president, U'Oréal Paris; Nathalie
E Krlsto, senior vice'president of marketing, LOréal Paris; Katherine
“Flecker, vice president of marketing, L'Oréal Paris Skincare, and Louis
'hubertret founde; of the Saint Louis Hospital Skin Research Institute.

LOréal’s Youth Code to Hit Mass

GENE-BOOSTING TECHNOLOGY IS ABOUT TO HIT THE MASS BEAUTY AISLE.

LOréal Paris is launching Youth Code, a four-item antiaging line that the
beauty firm said “cracks the genetic code to younger-acting skin.” The line
has been in the works for 10 years at the Saint-Louis Hospital Skin Research
Institute in Paris, overseen by Louis Dubertret, who spoke at the line’s unveiling
to the beauty press in September. It is being billed as the first range in the mass
market to use gene-boosting science.

Dubertret said Youth Code uses “the latest knowledge in gene science and
the understanding of how genes express themselves” in a clinically proven topi-
cal skin care formula that acts against aging.

The collection includes a day-night cream, a serum, a day lotion with SPF
30 and an eye cream. LOréal claims that after four weeks of use, the collection

“significantly diminishes the signs of aging.”

“Then there’s What Youth Code could offer the antiage category in the mass market is consider-
able. Sources told WWD that Youth Code could generate as much as $80 million in

adenosine, a first-year retail sales, backed by a media spend of $50 million. The line will likely go
straight up against Olay’s various franchises, most notably the high-end Pro-X range.

molecule that is According to SymphonyIRI Group, a Chicago-based market research firm,

. . LOréal Paris ranks second in facial antiaging, behind its closest competitor,

found in skin cells Procter & Gamble, with 17.76 percent dollar share, versus P&G’s 38.7 percent.
LOréal also claims the second-best-selling facial antiaging brand, LOréal
that acts at the Dermo-Expertise Advanced RevitaLift. P&G’s Olay Regenerist is the best-
dermis level to fgéhvx;gl?{{aarﬁ: Data reflects sales for the latest 52 weeks ended Sept. 5, exclud

” One industry observer called Youth Code “a great addition to the LOréal skin

prOduce CO”agen' care offering. Something new and fresh [that likely would not compete with]
LOréal Paris RevitaLift much at all.” The observer added that the $24.99 price for

each item “shouldn’t be an issue, and quite the value compared to [Olay] Pro-X.”

Youth Code launched in the United Kingdom in January to much buzz and
has been pitted against Boots’ No 7 Protect & Perfect Serum, a bestseller there.

GenActiv technology, the company said, is the secret to Youth Code, which has
two key ingredients. There’s Biolysat (a lysate of bifidobacteria that is obtained by
a fermentation process of Bifidus bacteria), which acts at the epidermis level and
tells genes to act faster in the recovery process. Then there’s adenosine, a mol-
ecule that is found in skin cells that acts at the dermis level to produce collagen.

LOréal’s Francoise Cabanne, international director of product development,
said the GenActiv technology “helps the skin recover faster after aggressions...
and is capable of making the skin act faster and younger.”

For example, when there is an aggression, the skin reacts and produces pro-
teins to help repair the epidermis and barrier function. But as skin ages, it does
not do this as well.

Youth Code is launching to Wal-Mart Nov. 15 and nationwide in January.

—A.N.
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