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Case Study: Asian Men's Beauty in the Marketing Spotlight
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Question 1
In the last decades, male grooming values did not exist.  On the other hand, women continued to follow personal grooming values. Additionally, in the past, men taking care of their personal appearances raised several questions about sexuality, thus facing stigmas and social oppositions.  As a result, the majority of men had desires but could not use cosmetics openly. According to Dae & Han (2018), men could secretly use hair care and facial products by borrowing or stealing from girlfriends and their wives. Moreover, men appeared not comfortable using grooming products since, during that time, they could receive face embarrassment and harsh judgments from society.
Today, there have been significant societal changes. The current conditions allow men to use grooming products. According to the article, being open-minded and agreeing with social attitudes on masculinity contributes to male grooming (Dae & Han, 2018).  Additionally, views about masculinity have broadened among men who care about their appearance.  Notably, the metrosexuals issue today has already entered the market, thus increasing grooming products for men. Metrosexual has led to ubersexual that describes men as attractive, compelling, and dynamic.  The best definition of ubersexuals was seen in celebrities like George Clooney and David Beckham.  
According to Euromonitor, Asia was the leading driver in men grooming products. However, this is ironic since Asian countries are described as slow in adopting consumer products apart from Japan (Dae & Han, 2018). For example, they were late in adopting men's beauty products. Nonetheless, their late arrival permitted them to leapfrog slowly and conservative compared to males in western nations.
Question 2
[bookmark: _GoBack]There are three segments within the men grooming market in South Korea: JOOBAEK, NOMU, and YUMMY. Every segment uses different marketing strategies to attract its customers.  For example, NOMU "No More Uncle."  It represents men who consider themselves unfashionable or old and want to get rid of the derisive uncle tag. NOMU targets men between the ages of 40 and 50 and has continued to shift its gears and not just depend on fashion. Between 2012 and 2014, there was a demand for skincare products which increased by 30 %. (Dae & Han, 2018). NOMU became satisfied and was proud after hearing that men look younger.  MK magazine in South Korea released series of questions to determine whether they belonged to NOMU.  According to these questions, one strategy used by NOMU is the use of digital advertising on social media platforms. 
JOOBAEK   Targets middle-aged men who go shopping alone.  One significant difference between NOMU and JOOBAEK is that the JOOBAEK segment concentrates on developing luxury and high-quality brand names. For NOMU, getting a bargain is could be seen as a marketing strategy. JOOBAEK focuses on the superior and efficient quality of goods (Dae & Han, 2018). The last segment is YUMMY which originates from YUPPIE of the 1990s.  The segment targets young and single men. As a result of the variety of exclusive tastes within this segment, using different forms of media with a focus on lifestyle products is their marketing strategy. For example, haute cuisine is one of the interests of YUMMY, and thus one of the marketing strategies would be television advertisements.


Question 3
As the Chief Marketing Officer (CMO) at AmorePacific, I will focus on YUMMY and JOOBAEK segments. Both segments are targeted due to high incomes and have great interests in physical self-expression.   Additionally, the segments market themselves as luxurious, stylish and promote self-expression and individuality (Dae & Han, 2018).   As the CMO, I would promote my products in barbershops, fashion magazines, and social media platforms used by YUMMY and JOOBAEK. I will create a brand exclusive and distinctive used by men. The brand will be marketed with certain male features only, like natural colors, hairstyles, and complimenting skin tones. The founders of the segment primarily influence the decision on how to create a new line.
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