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“The color cosmetics category can be complex – the
number of products, claims, and the introduction of

multitasking formulas can overwhelm even the savviest of
make-up users. As a result, women are looking for

guidance from a variety of sources including both online
and in-store.”

– Shannon Romanowski, Senior Beauty and
Personal Care Analyst

This report looks at the following areas:

• Mass market is struggling
• Multi-benefit products stealing share from foundation, skincare
• Shoppers seek different benefits depending on product, lifestage

The color cosmetics category continues to be a solid performer. The trend-driven nature of the
category has led to some sales volatility within segments, as lip cosmetics are currently the strongest
performing segment after years of sluggish sales. The inclusion of value-added benefits and a surging
prestige market are also benefiting overall category sales.
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Kits and palettes appeal to younger women

Users of multifunctional make-up want to simplify routine
Figure 71: Attitudes toward multi-benefit make-up and kits, by age, April 2014
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Figure 97: Type of brand used when selecting eye cosmetics, by race/Hispanic origin, April 2014
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