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“Everyday essentials tend to be purchased regularly by
most consumers, leading to an inclination towards
shopping at retailers that provides lower prices, higher
breadth of product selection or both. Retailers can benefit
from offering replenishment programs and discounts for
frequent purchases.”

— Andrew Zmijak, Consumer Behaviour & Social
Media Analyst

This report looks at the following areas:
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Greater incentives the key to increasing online sales
Encourage men to buy beauty products by making them more comfortable with process
Customized promotions and animal-friendly products are key to stimulating sales VISIT:
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With retail sales of beauty products to continue at a steady pace in the coming years, the beauty retail
industry in Canada will remain a healthy environment.
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Consumers’ routine purchase of many items in the beauty category as well as the increased number of EMEA
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beauty products, and age and gender play a vital role in shaping these consumer demands.
Furthermore, online shopping has made access to beauty products easier than before and has allowed
for greater convenience and variety when shopping for beauty items. Brazil
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This report focuses on the shopping experience for beauty products and offers sales trends and profiles
of major retail players in the Canadian market, as well as detailed exploration of consumers’ attitudes,
purchase frequency and location and shopping behaviours. Americas
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 17: Retail market value growth in local currency with forecast (2014-18), by value sales, 2010-18

Retail Overview
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Everyday essentials purchased by most consumers
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Over half of Canadians have purchased five or more types of beauty products
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Figure 21: Repertoire of beauty products purchased, September 2014
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Women are more likely to shop for beauty items at various retailers
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Younger consumers are more likely to shop online for beauty products

Household income and size effects retailer decision
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Low prices and availability of favourite brands are key beauty product purchase motivators
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Key points
Four target groups

Figure 35: Target Groups, September 2014
Conscious Beauty Enthusiasts (33%)
Disengaged (28%):
Price Aware (21%b):
Ethical (18%):

Appendix — The Consumer — Purchase Frequency

Figure 36: Beauty product usage, September 2014
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Figure 48: Retailers used for purchasing beauty products, September 2014
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Figure 51: Purchase motivations for beauty products, September 2014
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Appendix — The Consumer — Innovation and Improvements

Figure 61: Innovations/Improvements when shopping for beauty products, September 2014
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Figure 62: Most popular innovations/improvements when shopping for beauty products, by demographics, September 2014
Figure 63: Next most popular innovations/improvements when shopping for beauty products, by demographics, September 2014

Figure 64: Other innovations/improvements when shopping for beauty products, by demographics, September 2014
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Figure 65: Attitudes towards shopping for beauty products, September 2014

Figure 66: Agreement with the statements ‘I prefer to wait until my favourite beauty products are on promotion’ and ‘I oppose beauty
products which have been tested on animals’, by demographics, September 2014
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products that are harmful to the environment’, by demoaraphics, September 2014
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sample beauty products before buying them’, by demographics, September 2014

Figure 69: Agreement with the statements ‘I always try to get the same brand when buying different types of beauty products’ and ‘1
like to try products in-store before buving’, by demoaraphics, September 2014

Figure 70: Agreement with the statements ‘I think that cheap beauty products are not as gentle on my skin’ and ‘I like to read up on
the ingredients in beauty products’, by demographics, September 2014

Figure 71: Agreement with the statements ‘I am willing to pay more for beauty products made with natural/organic ingredients’ and ‘I
find make-up/cosmetic counters intimidating’, by demographics, September 2014
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Figure 72: Selected demographics, by total population against Chinese Canadians, September 2014
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Figure 73: Target groups, September 2014

Figure 74: Target groups, by demographics, September 2014

Figure 75: Beauty product usage, by target groups, September 2014

Figure 76: Retailers used for purchasing beauty products, by target groups, September 2014

Figure 77: Purchase motivations for beauty products, by target groups, September 2014

Figure 78: Innovations/Improvements when shopping for beauty products, by target groups, September 2014

Figure 79: Attitudes towards shopping for beauty products, by target groups, September 2014
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