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! “New products, beauty bloggers and innovative campaigns
\/ will all ensure sales in the colour cosmetics market remain
buoyant in 2016. Women are engaged in the market,
browsing stores and reading marketing communications.
Understanding the needs of demographic groups, such as
traditionally minded seniors and ethnically diverse
Millennials, presents an opportunity to strengthen sales.”
— Charlotte Libby, Senior Beauty Analyst

This report looks at the following areas:

= Growth in tween audience can be beneficial for colour cosmetics REPORT NOW
= Mature women hold commercial opportunity

The colour cosmetics market continues to be one of the strongest-performing BPC (Beauty and V I S l T:

Personal Care) sectors, posting 8.2% sales growth from 2014-15 to £1.72 billion. In 2016, an engaged store. m|nte| .Ccom

consumer base with immediate access to tutorials and advice from bloggers are expanding their

product repertoires with newer techniques such as contouring, colour correcting and strobing,

increasing growth potential. CALL:
EMEA

+44 (0) 20 7606 4533

NPD (New Product Development) has fuelled the success of prestige brands in the sector, with value
sales growing at almost twice the pace of the mass market. Addressing key make-up frustrations such

as colour matching, long-lasting formulae and skincare properties will see sales strength continue in Brazil

the market. 0800 095 9094
Consumer research in this Report examines the purchasing of and attitudes towards base and point Americas

colour, as well as brand preferences and common make-up frustrations. +1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

This report is part of a series of reports, produced to provide you with a
more holistic view of this market

DID YOU KNOW?

reports.mintel.com © 2016 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/748671/
mailto:reports@mintel.com

MINTEL

Colour Cosmetics - UK - July 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Table of Contents

Overview

What you need to know

Products covered in this Report

Executive Summary

The market
Strong growth remains
Figure 1: Best- and worst-case forecast of UK retail value sales of colour cosmetics, 2011-21
Key players
Prestige sales post faster growth
Vegan and free-from among fastest-growing claims
Figure 2: Fastest-growing claims in colour cosmetics, 2014-15
Lips an area of focus
The consumer
Contour and colour correct growing

Figure 3: Buying base make-up products, by age, May 2016

Lipstick over gloss
Figure 4: Buying colour make-up products, by age, May 2016

Over a third of women buy to treat themselves
Figure 5: Reasons for buying new make-up, by age, May 2016

Loyalty is strong in the base colour market
Figure 6: Factors influencing product choice, by category, May 2016

Browsing is a hobby
Figure 7: Attitudes towards shopping for colour cosmetics, May 2016

Strength of prestige is innovation
Figure 8: Price point of colour cosmetics used and bought, May 2016

Young women struggle to match skin
Figure 9: Frustrations experienced with make-up, by age, May 2016

What we think

Issues and Insights

Growth in tween audience can be beneficial for colour cosmetics
The facts

The implications

Mature women hold commercial opportunity

The facts

The implications

The Market — What You Need to Know

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748671/
mailto:reports@mintel.com

MINTEL

Colour Cosmetics - UK - July 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Strong growth remains

Expanding repertoires in the face segment

Lip colour set as 2016’s star performer

Online sales benefit from interest in niche brands
Tween audience expands

Ethnicity diversifying in the UK

Market Size and Forecast

Strong growth remains
Figure 10: UK retail value sales of colour cosmetics, at current and constant prices, 2011-21

Future growth expected at varied pace
Figure 11: Best- and worst-case forecast of UK retail value sales of colour cosmetics, 2011-21
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Expanding repertoires in the face segment
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Lip colour set as 2016’s star performer

Can innovation help nails?
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Social media campaigns engage with consumers
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Prestige sales post faster growth
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L’Oréal remains market leader
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Will male cosmetics innovation grow in the future?

Advertising and Marketing Activity

Advertising spend consistent
Figure 31: Total above-the line, online display and direct mail advertising expenditure on colour cosmetics, January 2014-May 2016

Face products dominated advertising spend in 2015

Figure 32: Total above-the line, online display and direct mail advertising expenditure on colour cosmetics, by category, January
2014-May 2016

Campaigns get bigger and more experiential

Figure 33: Total above-the line, online display and direct mail advertising expenditure on colour cosmetics, by media type, January
2014-May 2016

Social media campaigns engage with consumers
Figure 34: More matte than MAC campaign, Avon, February 2016

Maybelline leads advertising spend
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Figure 35: Total above-the line, online display and direct mail advertising expenditure on colour cosmetics, by advertiser, 2015

Nielsen Ad Intel coverage
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Figure 41: User profile of Benefit, May 2016

Clinique buyers skew wealthy
Figure 42: User profile of Clinique, May 2016

Smashbox appeals to young prestige buyers
Figure 43: User profile of Smashbox, May 2016

Revlon holds mass appeal amongst age and income groups
Figure 44: User profile of Revlon, May 2016

Barry M has the youngest users
Figure 45: User profile of Barry M, May 2016

Avon has the oldest consumer base
Figure 46: User profile of Avon, May 2016

Topshop Beauty favoured by young women with disposable income
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Young women struggle to match skin

Buying Base Make-up

Contour and colour correct growing
Figure 49: Buying base make-up products, by age, May 2016

Formula innovation can appeal to older women

Solids vs liquids

Buying Colour Make-up

Lipstick over gloss
Figure 50: Buying colour make-up products, by age, May 2016

Eyeshadow palettes over singles

Mascara most commonly bought

Purchase Drivers

Over a third of women buy to treat themselves
Figure 51: Reasons for buying new make-up, by age, May 2016

Older women lack engagement

Young women driven by innovation not trends

Factors Influencing Product Choice

Loyalty is strong in the base colour market
Figure 52: Factors influencing product choice, by category, May 2016

Colour more important than price for nails

Differing priorities of young women

Attitudes towards Shopping for Colour Cosmetics

Browsing is a hobby
Figure 53: Attitudes towards shopping for colour cosmetics, May 2016

Assisted buying important

Young women want to stay up to date

Brand Preferences

Strength of prestige is innovation
Figure 54: Price point of colour cosmetics used and bought, May 2016

Budget brands hold appeal for impulse buyers

Why buy fashion brands?

Make-up Frustrations

Longer-lasting formulae still of interest
Figure 55: Frustrations experienced with make-up, by age, May 2016

Young women struggle to match skin

Make-up to treat skin concerns
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Consumer research methodology
Definitions

Generations

Forecast methodology
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