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"Capitalizing on Beauty Enthusiasts’ interest in
experimentation, trends, free samples, and online reviews

can help generate or boost sales. In-store, online, wearable,
and mobile technologies all offer potentially powerful tools

to engage, educate, and orient today’s beauty consumer."
- Shannon Romanowski, Category Manager -
Health, Household, Beauty & Personal Care

This report looks at the following areas:

• Market is growing, but fragmented and highly competitive
• Demographic trends offer mixed results for the market
• Most women show moderate investment in the category

This Report covers a broad range of products within the beauty market. For the purposes of this
Report, Mintel has defined the beauty market as follows:

• Haircare
• Facial skincare
• Color cosmetics
• Nail color and care
• Fragrances
• Hair appliances
• Skincare devices

Excluded from this Report are personal care products that are used for regular hygiene and grooming
such as:

• Soap, bath, and shower products
• Hand and body care
• Shaving and hair removal products
• Antiperspirant and deodorant
• Oral care

Mintel has also created three beauty consumer segments which are defined as follows:

• Beauty Enthusiast
– those that spend 20 minutes or more on their daily beauty routine, have intermediate or
greater skills at using beauty products, occasionally or frequently experiment with new
beauty products/trends, and use a range of brands.

• Occasional Beauty
– those that spend less than 30 minutes on their daily beauty routine, have basic or
intermediate skills at using beauty products, rarely or occasionally experiment with new
beauty products/trends, and use a range of brands.

• Basic Beauty
– those who spend less than 20 minutes on their daily beauty routine, have basic skills at
using beauty products, never or rarely experiment with new beauty products/trends, and
use primarily value/mass brands.
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Asian skincare trends offer new usage occasions, benefits

Beauty Enthusiasts show deep investment in the category

Millennials are engaged, look online for inspiration and information

Hispanic women, while often invested, demand high value propositions

Customers weigh range of factors, seek information from other users

Tutorials, mobile apps, and personal style focus may build market

Regular usage highest for haircare, skincare, and make-up
Figure 19: Any and regular usage of beauty products, January 2016

Regular usage of products escalates among Beauty Enthusiasts
Figure 20: Regular usage of beauty products, by all and Beauty Enthusiasts, January 2016

Millennials and Gen-Xers use wide range of products

Baby Boomers use fewer products, show less category engagement
Figure 21: Regular usage of beauty products, by generation, January 2016

Hispanics over index for usage of full range of beauty products
Figure 22: Regular usage of beauty products, by race and Hispanic origin, January 2016

The majority of women show moderate levels of engagement
Figure 23: Time spent on beauty routine, skill level, experimentation, and brand type, January 2016

Time, skill, experimentation, and brand engagement shape segments
Figure 24: Time spent and skill level, by segment, January 2016

Figure 25: Experimentation and brand, by segment, January 2016

Millennials spend more time, experiment more frequently
Figure 26: Time spent and skill level, by generation, January 2016

Figure 27: Experimentation and brand, by generation, January 2016

Hispanic women strongly engaged, use mass brands
Figure 28: Time spent and skill level, by race and Hispanic origin, January 2016

Figure 29: Experimentation and brand, by race and Hispanic origin, January 2016

Benefit, ease of use, and brand are top purchase influencers

Many women rely on familiar products and brands

Samples and promotions can bring in new users

Packaging is a secondary factor, but can spark interest
Figure 30: Purchase influencers, any rank, by all and Beauty Enthusiasts, January 2016

Beauty Enthusiasts seek out benefits
Figure 31: Purchase influencers, any rank, by segment, January 2016

Product benefit is an especially important influencer for Boomers

The Consumer – What You Need to Know
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Figure 32: Purchase influencers, any rank, by generation, January 2016

For Hispanics, brand is most widely cited influencer
Figure 33: Purchase influencers, any rank, by race and Hispanic origin, January 2016

Information and reviews inspire purchases
Figure 34: Sources of information, by all and Beauty Enthusiasts, January 2016

Enthusiasts devote time to exploring a range of sources
Figure 35: Sources of information, by segment, January 2016

YouTube and social media are key sources for Millennials
Figure 36: Sources of information, by generation, January 2016

Hispanics use a range of sources
Figure 37: Sources of information, by race and Hispanic origin, January 2016

Most users turn to a range of brands, suggesting opportunity
Figure 38: Shopping for beauty products, agree, by all and Beauty Enthusiasts, January 2016

Enthusiasts research extensively, in-store and online
Figure 39: Shopping for beauty products, select statements, by segment, January 2016

Millennials find information from wide range of sources
Figure 40: Shopping for beauty products, select statements, by generation, January 2016

Hispanics often shop for beauty products as part of household purchase
Figure 41: Shopping for beauty products, select statements, by race and Hispanic origin, January 2016

Positive attitudes are widespread, but choice overwhelming
Figure 42: Attitudes toward brands and shopping, any agree, by all and Beauty Enthusiasts, January 2016

Self-esteem, personal style, and looking youthful drive interest
Figure 43: Attitudes toward beauty regimen and trends, any agree, by all and Beauty Enthusiasts, January 2016

Enthusiasts find pleasure in shopping, sampling, and beauty routine
Figure 44: Attitudes toward brands and shopping, any agree, by segment, January 2016

Figure 45: Attitudes toward beauty regimen and trends, any agree, by segment, January 2016

Millennials more likely to take pleasure in following trends, shopping
Figure 46: Attitudes toward brands and shopping, any agree, by generation, January 2016

Figure 47: Attitudes toward beauty regimen and trends, any agree, by generation, January 2016

Hispanic women show positive attitudes, but resist paying for top brands
Figure 48: Attitudes toward brands and shopping, any agree, by race and Hispanic origin, January 2016

Figure 49: Attitudes toward beauty regimen and trends, any agree, by race and Hispanic origin, January 2016
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Consumer survey data

Consumer qualitative research

Abbreviations and terms

Abbreviations

Terms

Figure 50: Consumer Confidence, 2010-15

Figure 51: Total US retail sales and forecast of beauty products, at current prices, 2010-20

Appendix – Market
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