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“Most consumers buy beauty products to replace items
that they use regularly and choose mass merchandisers
and drug stores to do their shopping. While they are loyal
to retailers and products, there is somewhat of an interest
to try new products. Retailers need to offer incentives to
encourage purchasing of new products as well as make the
shopping process more exciting for beauty buyers.”

— Ali Lipson, Senior Retail & Apparel Analyst

This report looks at the following areas:

BUY THIS

Where are the growth areas for the beauty products market? REPORT NOW

Helping consumers focus on their retail options
Understanding how people shop for beauty products
How to encourage people to buy beauty products more often V I S | T:

store.mintel.com

Total retail sales of beauty products in the US reached $37 billion in 2013, an increase of nearly 3%
from 2012. Consumers’ routine purchase of many items in the beauty category as well as the increased

numbers of key demographic groups—namely women and Hispanics—have helped support this growth. CALL

Furthermore, online and mobile shopping has made access to beauty products easier and allowed for EMEA

greater convenience when shopping for beauty products. +44 (O) 20 7606 4533
This report focuses on the shopping experience for beauty products and offers sales trends and profiles

of major retail players in the US beauty market, as well as a detailed exploration of consumers’ Brazil

attitudes, usage, and shopping behaviors in this category. 0800 095 9094

Americas

+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@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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Figure 35: Sephora email ad, august 2013
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Figure 36: Screen shot of Neiman Marcus beauty replenishment service, October 2013
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Everyday essentials purchased by most consumers
Figure 37: Types of beauty products bought, in-store vs. online, September 2013
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Types of Retailers Shopped for Beauty Products

Key points
Mass merchandisers and drug stores favored for beauty products

Figure 38: Types of retailers shopped for beauty products, in-store vs. online, September 2013

Men shop for beauty items at department stores
Figure 39: Types of retailers shopped for beauty products (in-store), by gender, September 2013

Young adults shop for beauty at a variety of channels
Figure 40: Types of retailers shopped for beauty products (in-store), by age, September 2013

Lower-income shoppers visit dollar stores, higher-income shoppers prefer beauty specialists
Figure 41: Types of retailers shopped for beauty products (in-store), by household income, September 2013

Reasons for Buying Beauty Products

Key points
Most buy beauty products as replacement items, some impulse buys
Figure 42: Reasons for buying beauty products, September 2013

Women buying beauty items for a wider range of reasons than men
Figure 43: Reasons for buying beauty products, by gender, September 2013

Younger consumers like to try new beauty products and buy on impulse
Figure 44: Reasons for buying beauty products, by age, September 2013

Regardless of income level, all have similar reasons for buying
Figure 45: Reasons for buying beauty products, by household income, September 2013

Reasons for Choosing Certain Retailers When Buying Beauty Products

Key points
Store location, product selection impact where people shop for beauty
Figure 46: Reasons for choosing particular retailers when shopping for beauty products, September 2013

Women choose certain retailers for more reasons than men do
Figure 47: Reasons for choosing particular retailers when shopping for beauty products, by gender, September 2013

Older shoppers seek convenience, younger adults like selection
Figure 48: Reasons for choosing particular retailers when shopping for beauty products, by age, September 2013

Higher-income consumers seek more attributes when selecting retailers
Figure 49: Reasons for choosing particular retailers when shopping for beauty products, by household income, September 2013

Beauty Products Shopping Behavior

Key points
Beauty shoppers are multitaskers, loyal, creatures of habit
Figure 50: Beauty products shopping behavior, September 2013

Women savvier shoppers than men, both loyal to certain products
Figure 51: Beauty products shopping behavior, by gender, September 2013

Younger adults more engaged in beauty shopping
Figure 52: Beauty products shopping behavior, by age, September 2013
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Little difference in shopping behavior across household income levels
Figure 53: Beauty products shopping behavior, by household income, September 2013

Innovations/Improvements Desired When Shopping for Beauty Products

Key points
Convenience and sampling would improve the shopping experience

Figure 54: Innovations/improvements sought in shopping for beauty products, September 2013

Men seek convenience, women want samples, gift with purchase
Figure 55: Innovations/improvements sought in shopping for beauty products, by gender, September 2013

Older shoppers most likely to seek assistance from sales associates
Figure 56: Innovations/improvements sought in shopping for beauty products, by age, September 2013

Similar improvements sought by shoppers of all income levels
Figure 57: Innovations/improvements sought in shopping for beauty products, by household income, September 2013

Race and Hispanic Origin

Key points
Hispanics likely to buy items in all beauty product categories

Figure 58: Types of beauty products purchased in-store, by race/Hispanic origin, September 2013

Blacks and Hispanics likely to shop at mass, dollar, and discount stores
Figure 59: Types of retailers shopped for beauty products (in-store), by race/Hispanic origin, September 2013

Whites replenish beauty products, Blacks and Hispanics like to try something new
Figure 60: Reasons for buying beauty products, by race/Hispanic origin, September 2013

Convenience and selection drive store choices
Figure 61: Reasons for choosing particular retailers when shopping for beauty products, by race/Hispanic origin, September 2013

Comparison pricing common among Asian/Pacific Islanders, Hispanics
Figure 62: Beauty products shopping behavior, by race/Hispanic origin, September 2013

Blacks want more samples, better trial area in stores
Figure 63: Innovations/improvements sought in shopping for beauty products, by race/Hispanic origin, September 2013

Appendix — Other Useful Consumer Tables

Beauty Product Purchases — In-store
Figure 64: Types of beauty products purchased in-store, by age, September 2013

Figure 65: Types of beauty products purchased in-store, by household income, September 2013
Figure 66: Types of beauty products purchased in-store, by marital/relationship status, September 2013
Figure 67: Types of beauty products purchased in-store, by presence of children in household, September 2013
Figure 68: Types of beauty products purchased in-store, by employment, September 2013
Figure 69: Types of beauty products purchased in-store, by generations, September 2013
Beauty Product Purchases — Online
Figure 70: Beauty product purchases (online), by age, September 2013
Figure 71: Types of beauty products purchased online, by household income, September 2013

Figure 72: Types of beauty products purchased online, by race/Hispanic origin, September 2013
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Figure 73: Types of beauty products purchased online, by marital/relationship status, September 2013
Figure 74: Types of beauty products purchased online, by presence of children in household, September 2013
Figure 75: Types of beauty products purchased online, by employment, September 2013
Figure 76: Types of beauty products purchased online, by generations, September 2013
Types of retailers shopped for beauty products
Figure 77: Types of retailers shopped for beauty products (in-store), by marital/relationship status, September 2013
Figure 78: Types of retailers shopped for beauty products (in-store), by presence of children in household, September 2013
Figure 79: Types of retailers shopped for beauty products (in-store), by employment, September 2013
Figure 80: Types of retailers shopped for beauty products (in-store), by generations, September 2013
Figure 81: Types of retailers shopped for beauty products (in-store), by gender and household income, September 2013
Figure 82: Types of beauty products purchased in-store or online, by type of retailer shopped for beauty products (either in-store or
online), September 2013 (part 1)

Figure 83: Types of beauty products purchased in-store or online, by type of retailer shopped for beauty products (either in-store or
online), September 2013 (part 2)

Reasons for buying beauty products
Figure 84: Reasons for buying beauty products, by marital/relationship status, September 2013

Figure 85: Reasons for buying beauty products, by presence of children in household, September 2013
Figure 86: Reasons for buying beauty products, by employment, September 2013

Figure 87: Reasons for buying beauty products, by generations, September 2013

Figure 88: Reasons for buying beauty products, by gender and age, September 2013

Reasons for choosing certain retailers when buying beauty products

Figure 89: Reasons for choosing particular retailers when shopping for beauty products, by marital/relationship status, September
2013

Figure 90: Reasons for choosing particular retailers when shopping for beauty products, by presence of children in household,
September 2013

Figure 91: Reasons for choosing particular retailers when shopping for beauty products, by employment, September 2013

Figure 92: Reasons for choosing particular retailers when shopping for beauty products, by generations, September 2013

Figure 93: Reasons for choosing particular retailers when shopping for beauty products, by gender and household income, September
2013

Figure 94: Reasons for choosing particular retailers when shopping for beauty products, by retailers shopped for beauty products
(either in-store or online), September 2013 (part 1)

Figure 95: Reasons for choosing particular retailers when shopping for beauty products, by retailers shopped for beauty products
(either in-store or online), September 2013 (part 2)

Beauty products shopping behavior
Figure 96: Beauty products shopping behavior, by marital/relationship status, September 2013

Figure 97: Beauty products shopping behavior, by presence of children in household, September 2013
Figure 98: Beauty products shopping behavior, by employment, September 2013
Figure 99: Beauty products shopping behavior, by generations, September 2013
Figure 100: Beauty products shopping behavior, by gender and household income, September 2013
Innovations/improvements desired when shopping for beauty products
Figure 101: Innovations/improvements sought in shopping for beauty products, by marital/relationship status, September 2013
Figure 102: Innovations/improvements sought in shopping for beauty products, by presence of children in household, September 2013
Figure 103: Innovations/improvements sought in shopping for beauty products, by employment, September 2013
Figure 104: Innovations/improvements sought in shopping for beauty products, by generations, September 2013
Figure 105: Innovations/improvements sought in shopping for beauty products, by gender and household income, September 2013

Figure 106: Innovations/improvements sought in shopping for beauty products, by retailers shopped for beauty products (either in-
store or online), September 2013 (part 1)
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Figure 107: Innovations/improvements sought in shopping for beauty products, by retailers shopped for beauty products (either in-
store or online), September 2013 (part 2)

Appendix — Social Media — Shopping for Beauty Products

Brand usage or awareness
Figure 108: Brand usage or awareness, September 2013

Figure 109: Sephora usage or awareness, by demographics, September 2013
Figure 110: Ulta usage or awareness, by demographics, September 2013
Figure 111: Target usage or awareness, by demographics, September 2013
Figure 112: Walmart usage or awareness, by demographics, September 2013
Figure 113: Birchbox usage or awareness, by demographics, September 2013
Figure 114: Walgreens usage or awareness, by demographics, September 2013
Activities Done
Figure 115: Activities done, September 2013
Figure 116: Sephora — Activities done, by demographics, September 2013
Figure 117: Ulta — Activities done, by demographics, September 2013
Figure 118: Target — Activities done, by demographics, September 2013
Figure 119: Walmart — Activities done, by demographics, part 1, September 2013
Figure 120: Walmart — Activities done, by demographics, part 2, September 2013
Figure 121: Walgreens — Activities done, by demographics, September 2013
Online conversations
Figure 122: Online conversations on selected beauty product retailers, by week, May 26-Nov. 25, 2013
Figure 123: Online conversations on selected beauty product retailers, by page type, May 26-Nov. 25, 2013

Figure 124: Conversations surrounding selected beauty product retailers, May 26-Nov. 25, 2013

Appendix — Trade Associations
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