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"US retail sales of beauty products reached $46.2 billion in
2015 and are slated to grow to $51.8 billion by 2020, for a
gain of 12%. This slow and steady growth will be fueled by
a stronger economy, as well as by population gains among
women (and men), and multicultural segments,
particularly Hispanics."
Diana Smith, Senior Research Analyst - Retail &
Apparel
This report looks at the following areas:
•
•
•
•

Beauty market slated for growth
Amazon rivals specialty retailers as preferred retail channel
Men are beauty buyers too
Unlock the mobile moments
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