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COMPANIES AND BRANDS - KEY TAKEAWAYS

Consumers are seeking greener, safer alternatives
Shifting wellness priorities are driving Canadian choices
Consumers are demanding greater inclusivity and
representation

More men are embracing the value of self-care

COMPETITIVE STRATEGIES

Consumers are seeking greener, safer alternatives
Figure 6: Mintel Trend Driver: Surroundings

Figure 7: L'Oréal Instagram post, February 2021
Figure &: Dove Instagram post, January 2021

Figure 9: Lush Cosmetics Instagram post, January 2021
Figure 10: Dear Beauty Industry, April 2020

MARKET OPPORTUNITIES

Shifting wellness priorities are driving Canadian choices
Figure 11: Mintel Trend Driver: Wellbeing

Figure 12: Humanrace Instagram post, February 2021
Figure 13: Annabelle’s Perfect Fit Energizing Setting Mist
(Canada), March 2020

Consumers are demanding greater inclusivity and
representation

Figure 14: Huda Beauty Instagram post, November 2020
Figure 15: “It is difficult to find the right products for my
specific needs” (% agree), Asians vs overall, February 2021
Figure 16: MAC Cosmetics Canada Instagram post, March
2021

Figure 17: Walmart Instagram post, February 2021

Figure 18: Spktrm Beauty Instagram post, August 2020

Figure 19: Positive Beauty: why we're saying no to normal (US

English with subtitles), March 2021

More men are embracing the value of self-care

Figure 20: True Sons Grooming Instagram post, March 2021
Augmented reality tools expand try-on options

Figure 21: Usage of virtual product preview tools, by age,
February 2021

Figure 22: 'Oréal Paris Instagram post, April 2020

THE CONSUMER - KEY TAKEAWAYS

= Skincare is the most commonly purchased beauty category

* The pandemic has increased the share of purchases made

online
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Consumers are driven by a range of different purchase
influencers

Canadians are looking for additional beauty product
information

Canadian beauty shoppers are open to experimentation

BEAUTY PRODUCT USAGE

Skincare is the most commonly purchased beauty category
Figure 23: Beauty products purchased in the past 12 months,
February 2021

BPC purchases skew heavily female, but men are also
involved in the category

Figure 24: Beauty products purchased in the past 12 months,
men vs women, February 2021

Figure 25: Number of beauty product formats purchased in
the past 12 months (repertoire), men vs women, February 2021
Younger shoppers are more likely to be making
discretionary purchases for aesthetic reasons

Figure 26: South Seas Mother of Pearl llluminator Hydrating
Shimmer Lotion (US), December 2020

Figure 27: Beauty products purchased in the past 12 months,
18-44s vs 45+s, February 2021

Figure 28: Beauty products purchased in the past 12 months,
men 18-44 vs men 45+, February 2021

Asian Canadians are very engaged in the BPC market
Figure 29: Beauty products purchased in the past 12 months
(select), Asians vs overall, February 2021

Figure 30: Those who have purchased six or more beauty
products in the past 12 months (repertoire), Asians vs overall,
February 2021

Income impacts beauty product repertoire size

Figure 31: Beauty products purchased in the past 12 months,
by household income, February 2021

Figure 32: Physicians Formula Butter Believe It Foundation +
Concealer (Canada), March 2021

Figure 33: elf. Cosmetics Instagram post, November 2020
Figure 34: Beauty products purchased in the past 12 months,
Atlantic Canada vs overall, February 2021

Parents are more heavily involved in BPC shopping, buying
for themselves and their children

Figure 35: Beauty products purchased in the past 12 months,

parents vs non-parents, February 2021
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Figure 36: Those who have not purchased listed beauty
products in the past 12 months, by household size, February
2021

BEAUTY PRODUCT PURCHASE CHANNELS

The pandemic has increased the share of purchases made
online

Figure 37: Share of online vs in-store shopping, September
2020 and April 2018

Figure 38: Frequency of online shopping, September 2020
and April 2018

BPC format strongly influences retail channel choice
Figure 39: Typical beauty product purchase channels,
February 2021

Women are more comfortable with online beauty purchases
Figure 40: Beauty products (select) bought online (any net),
men vs women, February 2021

Figure 41: Beauty products (select) bought online (any net),
18-44s vs 45+s, February 2021

Figure 42: Those buying a BPC product online that would
usually be purchased in-person as a result of the COVID-19
pandemic, by age, September 2020

Most online shoppers also visit the retailer in-person
Figure 43: Retailers used to purchase beauty and personal
care products in the past 12 months (net in-store/online),
September 2020

IMPORTANT BEAUTY PRODUCT PURCHASE INFLUENCES

Brand is a strong driver of beauty product selection
Figure 44: Top factors when purchasing beauty products
(ranked top three), February 2021

Men and women are searching for different BPC features
Figure 45: Important purchase factors for beauty products
(any top three mention net), men vs women, February 2021
Purchase factors change as shoppers age

Figure 46: Important purchase factors for beauty products
(any fop three mention net), 18-44s vs over-45s, February
2021

Figure 47: Olay faced the world’s best skincare | Olay, July
2019

Figure 48: Those ranking ‘brand’ within their top three beauty

product purchase considerations, by age, February 2021
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Figure 49: Mentions of online sources within fop three beauty
product purchase considerations, by age, February 2021
Figure 50: Important purchase factors (select) for beauty
products (any fop three mention net), Asians vs overall,
February 2021

BEAUTY PRODUCT INFORMATION SOURCES

Canadians are looking for additional beauty product
information

Figure 51: Beauty product information sources, February 2021
YouTube is a trusted source of beauty information for young
men

Figure 52: 5 Skincare Mistakes to Avoid in Your 20s and 30s,
May 2020

Figure 53: Beauty product information sources, men vs
women, February 2021

Figure 54: SAINT JHN's Nighttime Skincare Routine | Go To Bed
With Me | Harper's BAZAAR, October 2020

Figure 55: Those who rely on product samples to help make
product decisions, men vs women, February 2021

Younger Canadians are looking online for product
information and recommendations

Figure 56: Beauty product information sources, 18-44s vs
over-45+, February 2021

Figure 57: Those who like to keep up with beauty trends, by
age and gender, February 2021

Figure 58: Social media sources used for beauty product
information, by age, February 2021

Figure 59: Those relying on magazines for beauty product
information, by age and gender, February 2021

Figure 60: Beauty product information sources, Asians vs
overall, February 2021

Figure 61: Lunar Romance ?, February 2021

A language barrier is hindering the impact of online reviews
in Quebec

Figure 62: Those relying on online product reviews for beauty
product information, by region, February 2021

Parents are comfortable seeking out BPC information
through their devices

Figure 63: Beauty product information sources, parents vs
non-parents, February 2021
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TRIAL AND INTEREST IN BEAUTY INNOVATIONS

» Canadian beauty shoppers are open to experimentation
Figure 64: Interest and trial of beauty product innovations,
February 2021
Figure 65: Watermelon Glow PHA + BHA Pore-Tight Toner
(US), May 2020
Figure 66: Sephora Collection BHA PHA Pores Serum (US),
February 2021
Figure 67: Non-user interest in future product trial, men vs
women, February 2021
Figure 68: "I am more likely to purchase beauty products from
brands known to be environmentally responsible” (% agree),
men vs women, February 2021
Figure 69: Interest in future product use (net among users and

non-users), 18-44s vs over-45s, February 2021

APPENDIX - DATA SOURCES AND ABBREVIATIONS

¢ Data sources

« Consumer survey data

« Consumer qualitative research
* Mintel Trend Drivers

» Abbreviations
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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