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“Sustaining stronger rates of growth in the color cosmetics
category will rely on new product innovation as well as the

utilization of technology and expanded education efforts to
help women better navigate this sometimes overwhelming

category.”
-Shannon Romanowski, Beauty & Personal Care

Analyst

In this report we answer the key questions:

• How can the color cosmetics category be easier to navigate, ultimately encouraging
increased usage?

• What are the opportunities to increase usage of color cosmetics among older women?
• What impact is multifunctional makeup having on the category?
• What role will technology play in helping women engage with the color cosmetics

category?

The color cosmetics category has grown slowly between 2008 and 2013 due to tough economic
conditions combined with the highly crowded and competitive nature of the category. The category
relies heavily on new product activity to drive sales, but this strategy can lead to a cluttered
marketplace and encourage women to swap out current products to try new launches, instead of
making incremental purchases. Multifunctional makeup could also be hindering category growth, as
these products lead women to do more with less, potentially to the detriment of the category.

However, women are engaging with makeup and express interest in trying a variety of tools to better
help them navigate the category. Online tutorials, beauty box subscriptions, and mobile apps are just
some ways that brands and retailers can educate and inform women about products and trends. In
addition, improved performance and ease of use claims garner high levels of interest, particularly
among older women who remain an emerging and lucrative segment.

This report explores category dynamics including an analysis of sales and market share trends by retail
channel and brands, an examination of marketing strategies and social media efforts, and exclusive
Mintel consumer research into usage, behaviors, attitudes, and new opportunities concerning the color
cosmetics category.
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Figure 57: bareMinerals key social media indicators, May 2013
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Figure 69: Facial makeup usage – regular wear*, by age and household income, February 2013
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Figure 70: Brands of foundation/concealer used, by age, October 2011-November 2012
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Figure 73: Lip makeup usage– regular wear*, by age, February 2013
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Figure 75: Shopping for cosmetics, by age, February 2013
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Figure 76: Color cosmetic behaviors, by age, February 2013
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Key points

Women rely on in-store sampling
Figure 82: Interest in cosmetic information sources, February 2013
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Young women interested in mobile apps, beauty boxes
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Figure 84: Interest in cosmetic information sources (have not tried but would be interested in trying), by age, February 2013

Key points
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Figure 85: Attitudes toward cosmetics, by age, February 2013

Figure 86: Attitudes toward cosmetics, by age and household income, February 2013
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Figure 88: Shopping for cosmetics, by race/Hispanic origin, February 2013
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Figure 89: Behaviors toward cosmetics, by race/Hispanic origin, February 2013

Figure 90: Interest in cosmetic claims/benefits (have tried), by race/Hispanic origin, February 2013

Figure 91: Interest in cosmetic claims/benefits (have not tried but would be interested in trying), by race/Hispanic origin, February
2013
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Figure 93: Color cosmetics clusters, February 2013

Cluster 1: Involved

Opportunities

Cluster 2: Habituals

Opportunities

Cluster 3: Basic

Opportunities

Cluster characteristic tables
Figure 94: Cosmetic Usage – daily/frequently, by target clusters, February 2013

Figure 95: Shopping for cosmetics, by target clusters, February 2013

Figure 96: Behaviors toward cosmetics, by target clusters, February 2013

Interest in Color Cosmetics – Information Sources

Attitudes Toward Color Cosmetics

Race and Hispanic Origin

Cluster Analysis
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Figure 97: Interest in multifunctional cosmetics (any agree), by target clusters, February 2013

Figure 98: Interest in cosmetic claims/benefits (have tried), by target clusters, February 2013

Figure 99: Interest in cosmetic claims/benefits (have not tried but would be interested in trying), by target clusters, February 2013

Figure 100: Attitudes toward cosmetics, by target clusters, February 2013

Cluster demographics
Figure 101: Target clusters, by demographic, February 2013

Cluster methodology

Overview of eye cosmetics

Mascara

Consumer insights on key purchase measures

Brand map
Figure 102: Brand map, selected brands of mascara buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 103: Key purchase measures for the top brands of mascara, by household penetration, 52 weeks ending June 24, 2012

Overview of facial cosmetics

Foundation

Consumer insights on key purchase measures

Brand map
Figure 104: Brand map, selected brands of foundation buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 105: Key purchase measures for the top brands of foundation, by household penetration, 52 weeks ending June 24, 2012

Overview of lip cosmetics

Lipstick

Consumer insights on key purchase measures

Brand map
Figure 106: Brand map, selected brands of lipstick buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 107: Key purchase measures for the top brands of lipstick, by household penetration, 52 weeks ending June 24, 2012

Lip gloss

Consumer insights on key purchase measures

Brand map
Figure 108: Brand map, selected brands of lip gloss buying rate, by household penetration, 52 weeks ending June 24, 2012

Brand leader characteristics

Key purchase measures
Figure 109: Key purchase measures for the top brands of lip gloss, by household penetration, 52 weeks ending June 24, 2012

Key Household Purchase Measures – Information Resources Inc./Builders Panel Data
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Color cosmetic usage
Figure 110: Cosmetic Usage – regular use, by age, February 2013

Figure 111: Cosmetic Usage – regular use, by household income, February 2013

Shopping for color cosmetics
Figure 112: Shopping for cosmetics, by age and household income, February 2013

Figure 113: Shopping for cosmetics by cosmetic product usage, February 2013

Figure 114: Shopping for cosmetics by cosmetic product usage, February 2013

Color cosmetic behavior
Figure 115: Color cosmetic behaviors, by age and household income, February 2013

Interest in multifunctional cosmetics
Figure 116: Interest in multifunctional cosmetics, February 2013

Figure 117: Interest in multifunctional cosmetics (any agree), by race/Hispanic origin, February 2013

Interest in color cosmetics—information/claims
Figure 118: Interest in cosmetic claims/benefits (have tried), by age and household income, February 2013

Figure 119: Interest in cosmetic claims/benefits (have not tried but would be interested in trying), by age and household income,
February 2013

Usage and awareness
Figure 120: Brand usage or awareness, February 2013

Figure 121: Maybelline usage or awareness, by demographics, February 2013

Figure 122: Revlon usage or awareness, by demographics, February 2013

Figure 123: L'Oréal usage or awareness, by demographics, February 2013

Figure 124: MAC Cosmetics usage or awareness, by demographics, February 2013

Figure 125: bareMinerals usage or awareness, by demographics, February 2013

Figure 126: e.l.f. Cosmetics usage or awareness, by demographics, February 2013

Interactions with brands
Figure 127: Activities done, February 2013

Figure 128: Maybelline – Activities done, by demographics, February 2013

Figure 129: Revlon – Activities done, by demographics, February 2013

Figure 130: L'Oréal – Activities done, by demographics, February 2013

Figure 131: MAC Cosmetics – Activities done, by demographics, February 2013

Figure 132: bareMinerals – Activities done, by demographics, February 2013

Online conversations
Figure 133: Percentage of consumer conversation by selected color cosmetics brands, April 20, 2013-May 19, 2013

Figure 134: Online mentions, selected color cosmetics brands, percent of daily mentions, by day, April 20, 2013-May 19, 2013

Figure 135: Mentions by page type, selected color cosmetics brands, April 20, 2013-May 19, 2013

Figure 136: Mentions by type of conversation, selected color cosmetics brands, April 20, 2013-May 19, 2013

Figure 137: Major areas of discussion surrounding color cosmetics brands, by page type, April 20, 2013-May 19, 2013

Appendix – Other Useful Consumer Tables

Appendix – Social Media
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Information Resources Inc. Consumer Network Metrics

Appendix – Information Resources Inc./Builders Panel Data Definitions

Appendix – Trade Associations

Report Price: £2466.89 | $3995.00 | €3133.71

Color Cosmetics - US - July 2013

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

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637685/
mailto:oxygen@mintel.com

	Color Cosmetics - US - July 2013
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Segment Performance
	Segment Performance – Facial Cosmetics
	Segment Performance – Eye Cosmetics
	Segment Performance – Lip Cosmetics
	Retail Channels
	Leading Companies
	Brand Share – Facial Cosmetics
	Brand Share – Eye Cosmetics
	Brand Share – Lip Cosmetics
	Innovations and Innovators
	Marketing Strategies
	Social Media
	Color Cosmetics Usage
	Usage – Eye Cosmetics
	Usage – Facial Cosmetics
	Usage – Lip Cosmetics
	Shopping for Color Cosmetics
	Color Cosmetics Behavior
	Interest in Multifunctional Color Cosmetics
	Interest in Color Cosmetics – Claims
	Interest in Color Cosmetics – Information Sources
	Attitudes Toward Color Cosmetics
	Race and Hispanic Origin
	Cluster Analysis
	Key Household Purchase Measures – Information Resources Inc./Builders Panel Data
	Appendix – Other Useful Consumer Tables
	Appendix – Social Media
	Appendix – Information Resources Inc./Builders Panel Data Definitions
	Appendix – Trade Associations



