MINTEL

Color Cosmetics - US - July 2014

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

“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:

BUY THIS
= Mass market is struggling REPORT NOW

= Multi-benefit products stealing share from foundation, skincare
= Shoppers seek different benefits depending on product, lifestage

VISIT:
store.mintel.com

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. CALL
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APAC
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DID YOU KNOW? 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 34: Mentions by page type, selected color cosmetics brands, June 2, 2013-June 1, 2014
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Figure 45: Types of foundation/concealer used, by age, November 2012-December 2013

Powder format dominates among blush/bronzer users
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Mascara is most used color cosmetic
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Figure 51: Any use of eye cosmetics, by age, April 2014
Figure 52: Types of eye cosmetics used, by age, April 2014
Eye make-up users want products to stay put
Figure 53: Benefits sought when selecting eye make-up, such as shadow, by ranking, April 2014
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Powders and pencils are most used eye make-up formats
Figure 55: Kinds of eye make-up used, by age, November 2012-December 2013

Mascara users seek volume
Figure 56: Benefits sought when selecting mascara, by ranking, April 2014
Figure 57: Benefits sought when selecting mascara, any rank, by age, April 2014

Occasion likely dictates use of different types of mascara
Figure 58: Kinds of mascara used, by age, November 2012-December 2013

CoverGirl and Maybelline are most used eye cosmetic brands
Figure 59: Brands of eye make-up used, November 2008-December 2013

Figure 60: Brands of mascara used, November 2008-December 2013
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Women rely on a variety of lip products
Figure 61: Any use of lip cosmetics, by age, April 2014

Figure 62: Use of lip cosmetics, by age, April 2014
Moisturizing and long-wearing are important to users of lip cosmetics
Figure 63: Benefits sought when selecting lip cosmetics, by ranking, April 2014
Figure 64: Benefits sought when selecting lip cosmetics, any rank, by age, April 2014
Usage remains steady for top three brands, though Burt’s Bees is gaining ground
Figure 65: Burt’s Bees print ad, 2014

Figure 66: Brands of lipstick and lip gloss used, November 2008-December 2013

The Role of Prestige, Mass, and Budget Brands in Product Selection
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Color cosmetic users rely on mass brands

Figure 67: Type of brand used when selecting color cosmetics, April 2014

Women more inclined to turn to prestige brands of facial cosmetics
Figure 68: Type of brand used when selecting facial cosmetics, by age, April 2014

Mass brands popular choice for mascara users
Figure 69: Type of brand used when selecting eye cosmetics, by age, April 2014

Lip cosmetics are viewed as lower-risk purchase
Figure 70: Type of brand used when selecting lip cosmetics, by age, April 2014

Attitudes Toward Multi-benefit Make-up and Kits

Key points
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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

Figure 72: Attitudes toward multi-benefit make-up, among BB/CC cream users, by age, April 2014

Race and Hispanic Origin
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Black women below-average users of facial cosmetics
Figure 73: Types of facial cosmetics used, by race/Hispanic origin, April 2014

Figure 74: Benefits sought when selecting facial cosmetics, any rank, by race/Hispanic origin, April 2014
Eye make-up users look for similar benefits, regardless of race
Figure 75: Types of eye cosmetics used, by race/Hispanic origin, April 2014
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Figure 77: Benefits sought when selecting mascara, any rank, by race/Hispanic origin, April 2014
Race reveals differences in what benefits are important to lip make-up users
Figure 78: Types of lip cosmetics used, by race/Hispanic origin, April 2014
Figure 79: Benefits sought when selecting lip cosmetics, any rank, by race/Hispanic origin, April 2014

Multicultural women more likely to see benefits to using make-up kits
Figure 80: Attitudes toward multifunctional make-up and Kkits, by race/Hispanic origin, April 2014
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Use of eye cosmetics

Figure 87: Types of eye cosmetics used, by household income, April 2014
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Figure 89: Brands of mascara used, by age, November 2012-December 2013
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Use of lip cosmetics

Figure 92: Types of lip cosmetics used, by household income, April 2014

Figure 93: Brands of lipstick and lip gloss used, by age, November 2012-December 2013

Figure 94: Benefits sought when selecting lip cosmetics, any rank, by age and household income, April 2014
The role of prestige, mass, and budget brands in product selection
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Figure 96: Type of brand used when selecting facial cosmetics, by age and household income, April 2014
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Figure 97: Type of brand used when selecting eye cosmetics, by race/Hispanic origin, April 2014

Figure 98: Type of brand used when selecting eye cosmetics, by age and household income, April 2014
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Attitudes toward multifunctional make-up and kits
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