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This report looks at the following areas:

» The impact of COVID-19 on Gen Z beauty consumers
« The recessionary impact on Gen Z beauty consumers
- The way social media shapes Gen Z beauty routines
* The eco and ethical product claims that resonate with Gen Z

Generation Z consists of an array of young consumers at different stages of life,
making them a key audience across most beauty categories. An increase in
remote work/school and an economic recession brought on by COVID-19 will
have a profound impact on Gen Z beauty consumers. Beauty brands will have
fo adjust marketing strategies and product development fo reflect lifestyle
shifts among this influential consumer

“The COVID-19 pandemic will
have a profound and lasting
impact on both Gen Z, and
the beauty industry as a
whole. Gen Z consumers
dictate beauty trends, making
them a key audience for
brands in the beauty space.
The financial impact from the
pandemic will
disproportionately impact
Gen Z, and as a result, trading
down will occur.”

- Clare Hennigan, Senior
Beauty Analyst
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Figure 13: Beauty routines, teen Gen Z, by gender, February
2020

COVID-19 spurs Gen Z interest in at-home beauty

Figure 14: Select beauty routines, adult Gen Z, March 2019 vs
May 2020

Social media usage impacts beauty routines

Figure 15: TikTok — Skincare by Hyram

Figure 16: Repertoire of beauty routines — teen Gen Z, by

select visits fo social media sites daily, February 2020

RESOURCES FOR LEARNING ABOUT BEAUTY PRODUCTS

COVID-19 will impact learning resources

Purchasing power impacts learning resources

Figure 17: Resources for learning about beauty, teen vs adult
Gen Z, February 2020 and May 2020

Women rely on a bevy of resources

Figure 18: Resources for learning about beauty — adult Gen Z,
by gender, May 2020

Black consumers turn to online communities for research
Figure 19: GEENIE

Figure 20: Resources for learning about beauty — adult Gen

Z, by race and Hispanic origin, May 2020

SHOPPING BEHAVIORS

Teen Gen Zs are gaining independence

Figure 21: Snapchat — DIY Hair Masks

Figure 22: Select shopping behaviors, younger Gen Z, March
2019 vs February 2020

Young men’s routines are guided by parents

Figure 23: Shopping behaviors, teen Gen Z, by gender,
February 2020

Consistent messaging and brand mission are critical for Gen
Z shoppers

Figure 24: Shopping behaviors, adult Gen Z, May 2020

CLAIM IMPORTANCE

Teens focus on convenience, adult Gen Z are eco-activists
Figure 25: Select claim importance, teen vs adult Gen Z,
February 2020 and May 2020

Highly engaged consumers seek more product claims
Figure 26: Pinterest x Target

Figure 27: Select claim importance - teen gen Z, by select

visits o social media daily, February 2020

reports.mintel.com

MINTEL

What's included

Executive Summary

Full Report PDF

Infographic Overview

Powerpoint Presentation

Interactive Databook

Previous editions

Did you know?

This report is part of a series
of reports, produced to
provide you with a more
holistic view of this market.

All Mintel 2020 reports
conftain specific COVID-19
related research and
forecasts. The world's
leading brands rely on
Mintel reports for the most
complete, objective and
actionable market
intelligence.

Buy this report now

Visit store.mintel.com

EMEA  +44 (0) 20 7606 4533

Brazil 0800 095 2094

Americas +1(312) 943 5250

China +86 (21) 6032 7300

APAC +61(0) 2 8284 8100

© 2022 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


/reports.mintel.com//display/store/987132/

Gen Z Beauty Consumer: Incl Impact of COVID-19 - US - August 2020 M i NTEL

Report Price: £3695 | $4995 | €4400

The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

BEHAVIORS TOWARD BEAUTY AND PERSONAL CARE BRANDS

Social media participation impacted by age

Figure 28: Instagram post - LYF makeup

Older Gen Z focus on brand ethics

Figure 29: Behaviors toward brands, teen Gen Z vs adult Gen
Z, February 2020 and May 2020
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Figure 30: Behaviors toward beauty and personal care
brands — adult Gen Z, by gender, May 2020
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Figure 31: Behaviors toward brands, teen Gen Z, by race and
Hispanic origin, February 2020

YouTube is for learning, TikTok is for fun

Figure 32: Select behaviors foward beauty and personal
care brands — adult Gen Z, by select visits to social media
daily, May 2020

ATTITUDES TOWARD BEAUTY AND PERSONAL CARE

Safety concerns fuel demand for clean beauty

Figure 33: Select attitudes toward beauty and personal care,
teen Gen Z vs adult Gen Z, February 2020 and May 2020
Men take a functional approach to BPC, women are
experimental

Figure 34: Instagram post — Fluide Beauty

Figure 35: Select aftitudes tfoward beauty and personal care
— any agree, adult Gen Z, by gender, May 2020

Engaged consumers feel pressure about their appearance
Figure 36: Instagram post — Topicals

Figure 37: Select attitudes toward beauty and personal care

— any agree, adult Gen Z, by social media visits daily, May
2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources

Consumer survey data
Consumer qualitative research
Abbreviations and terms

Abbreviations

APPENDIX - THE CONSUMER

Figure 38: TURF analysis — claim importance, adult Gen Z,
May 2020
Methodology
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Figure 39: TURF analysis — claim importance, teen Gen Z,
February 2020
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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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