MINTEL

Colour Cosmetics - UK - May 2019

e The above prices are correct at the time of publication, but are subject to
Report Price: £1995.00 | $2693.85 | €2245.17 B

“Value growth of colour cosmetics slowed down in 2018 as
women showed evidence of reducing spend by purchasing
products less frequently. With high interest in brands that
have a cruelty-free as well as natural positioning, brands
can encourage purchase by offering a more holistic
proposition that benefits both the consumer and the
planet.”

— Roshida Khanom, Associate Director BPC

This report looks at the following areas:

BUY THIS
e Brands need to offer more RE PO RT NOW

e Driving experimentation using price and online presence

Value growth for colour cosmetics slowed in 2018. VISIT:

store.mintel.com
NPD in products claiming to prolong the wear of makeup, as well as an upwards trend in the purchase
of primer, could be impacting frequency of purchase.
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Figure 45: User profile of Boots No7, April 2019
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Bobbi Brown risks being overhyped
Figure 49: User profile of Bobbi Brown, April 2019

Charlotte Tilbury appeals to young women
Figure 50: User profile of Charlotte Tilbury, April 2019

Primark PS... appeals to women on all incomes
Figure 51: User profile of Primark PS..., April 2019

Covergirl has low usage
Figure 52: User profile of Covergirl, April 2019

The Consumer - What You Need to Know

Purchase of makeup shows little change

Premium brands are preferred for face market

Spend shows evidence of decline

Frequency of purchase may be down

Cruelty-free claims are more important than vegan claims

Good for me and good for the environment

Purchase of Face Makeup

Primer purchase is on the rise
Figure 53: Purchase of base makeup, 2017-19

Highlighter is favoured
Figure 54: Purchase of face colour makeup, 2017-19

Purchase of Colour Makeup

Purchase of eyeliner pencil falls since 2017
Figure 55: Purchase of eye makeup, 2017-19

Figure 56: Purchase of eyeliner and eyeshadow amongst 16-24s, 2017 and 2019

Lip gloss continues to gain popularity
Figure 57: Purchase of lip colour, 2017-19

Decline in purchase of nail colour
Figure 58: Purchase of nail colour, 2018 and 2019

Preferred Makeup Brands

Premium brands are popular for face makeup
Figure 59: Preferred colour cosmetics brands, March 2019
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Experimenting with eyeshadow
Figure 60: Preferred brand types for eye makeup, by purchase of eyeshadow, March 2019
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Desired Product Qualities

Cruelty-free trumps vegan
Figure 64: Desired product qualities in colour cosmetics, March 2019
Ingredients are important
Customised base makeup is desired
Combine cruelty-free with natural ingredients

Figure 65: TURF Analysis — Colour cosmetics, March 2019

Good for me and good for the environment

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations
Forecast methodology
Consumer research methodology

TURF - Methodology
Figure 66: Table — TURF Analysis - Colour cosmetics, March 2019
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