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“The colour cosmetics category continues to show strong
year-on-year growth, although this is being driven by
trends rather than innovation. Indeed, NPD has shown an
overall decline since 2014 whilst purchase is up. Whilst
diversity has been a key theme in advertising, there is still
a way to go before this is reflected in NPD, which could
offer further growth to the sector.”

— Roshida Khanom, Associate Director — BPC

This report looks at the following areas:

BUY THIS
o Diversity is the colour of the season RE PO RT N OW

e A category that is trend led rather than innovation led

For the purposes of this Report, Mintel has used the following definitions: VISIT:
store.mintel.com
o Face make-up: foundation, concealer, face powder, BB/CC cream, tinted moisturiser,
blusher, bronzer, primer, highlighter, colour correctors, contouring products.

e Eye make-up: mascara, eyeliner, eyeshadow, eyebrow products, false eyelashes. CALL:
e Lip make-up: lipstick, lip gloss, lip liner, tinted lip balm. EMEA
e Nail make-up: nail polish, gel/UV nail polish, false nails. +44 (0) 20 7606 4533
Within this Report, we also discuss base colour and point colour make-up. Base make-up refers to
products for the face that create an even cover for the skin; primarily foundation, concealer, BB/CC Brazil
creams and face powder. By contrast, point colour refers to make-up products that are designed to 0800 095 9094
draw attention to specific areas, such as eye, lip and nail make-up.
Americas
Excluded +1 (312) 943 5250
Nail care products (eg cuticle cream, buffers and French manicure) are excluded. Body glitter products .
and instant tanning products are also outside the scope of this Report. 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
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Diversity is the colour of the season...

Fi%ure SOS:JOtaI above-the-line, online display and direct mail advertising expenditure on colour cosmetics, by leading advertisers and
other, 201

...but how true is it?

Nielsen Ad Intel coverage
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Figure 46: User profile of Rimmel, March 2017

Huda Beauty brand image influenced by Huda Kattan
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The Consumer — What You Need to Know

Purchase of make-up sees a rise

Make-up needs differ even amongst Millennials

Make-up drives confidence

Eyebrows remain on trend, and contouring overtakes nail art

The in-store environment is important

Purchase of Make-up

Purchase of face make-up is on the rise
Figure 49: Buying base make-up, May 2016 and March 2017

Lipstick sees a boost in usage
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Figure 50: Buying face colour make-up, May 2016 and March 2017

Gel/UV nail polish sees a rise in purchase
Figure 51: Buying nail colour make-up, May 2016 and March 2017

Reasons for Using Make-up

Young women are driven to create specific looks

Figure 52: Selected reasons for using make-up, by youngest and oldest demographics, March 2017
Millennials are diverse
Tired vs youthful

Figure 53: Using make-up to look less tired and to look youthful, by age, March 2017

It’s all about being natural
Figure 54: Using make-up to subtly enhance natural features and to create a bold/dramatic look, by age, March 2017

Usage drops significantly in over 55s
Figure 55: Non-usage of make-up, by age, March 2017

Emotional Impact of Colour Cosmetics

Make-up makes women feel confident
Figure 56: Emotional impact of wearing make-up, by 16-24s, March 2017

Young women use make-up to feel empowered

Make-up Trends

Eyebrows remain on trend
Figure 57: Usage and interest in make-up trends, March 2017

Contouring overtakes nail art for young women
Figure 58: Usage of make-up trends, by 16-24s, March 2017

Older women show interest in trends
Figure 59: Interest in make-up trends, by oldest demographics, March 2017

Opportunities for trial products
Figure 60: Attitudes towards make-up trends, March 2017

Offering better guidance

Sources of Information

In-store and traditional advertising is important for older women
Figure 61: Use of in-store environment, TV and print advertising as sources of information, by age, March 2017

Younger women look online
Figure 62: Use of the internet as sources of information, by age, March 2017

Friends as influencers
Figure 63: Friends/relatives as a source of information, by age, March 2017
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