COLOR COSMETICS - US - 2024

Makeup remained resilient in 2023, but as consumers discover, shop and

converse about cosmetics on social media, brands must modernize their

approach.
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Color Cosmetics - US - 2024

This report looks at the following areas:

« The impact of the macro environment and other Mokeup remained

external focT?rs on consumer behavior and the resilien’r in 2023, bU'l' as
color cosmetics market

« How category players target shifting consumer consumers dISCOVGI’, ShOp
needs and desires and converse about

« Usage trends impacting the facial, lip, and eye cosmetics on social

cosmetics segments )
. . . media, brands must
« Makeup routine behaviors, shopping ’

preferences and attitudes surrounding social modernize their

media approach.
 Product purchase influencers, category

frustrations and spending priorities within the color cosmetics category
« Cosmetic users' attitudes and behaviors toward facial skincare and cross-category
purchasing

Overview

The color cosmetics category remained resilient and saw impressive sales dollar growth in
2023, particularly driven by facial and lip cosmetic segments, thanks to user focus on healthy-
appearing and nourished skin and lips. Mass market brands like Maybelline and e.lf.
Cosmetics saw continued success as they tap into on-the-pulse trends at wallet-friendly
prices. However, premium offerings still have a place in the market with only half of category
users buying exclusively from mass brands. Social media makeup trends, content and
commerce dominate within the segment, making it essential for cosmetic brands to integrate
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modern social media strategies into marketing and selling tactics to remain relevant in the

future.

Universal use of all segments points to a solid future, but as new generations enter the
category, brands must be prepared to accommodate shifting attitudes and behaviors in
regards to social media discovery, skin health and shopping preferences. Top cosmetic
purchase influencers mimic that of other BPC categories, showing the mergence,
hybridization and holistic approach users take when purchasing within the category. As
makeup users cite their facial skincare priorities, brands must promote skin-beneficial
attributes across all cosmetic formats to cohesively live within total BPC rituals in the long-
term.
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Report Content

Key issues covered in this Report

+  Overview

EXECUTIVE SUMMARY

*  What you need to know

« Consumer trends: key takeaways
«  Market predictions

«  Opportunities

THE MARKET

Market context

«  Market context

Market drivers

+ Beauty M&amp;A slows in 2022-23 as consumer confidence remains low
- Graph 1: beauty M&A volume, by year

« Consumer confidence rebounded in December, after declining in the past four months
- Graph 2: Consumer Sentiment Index, 2010-23

+ Kids and tweens already engaging with the category

+ Kids and tweens already engaging with the category

Market size and forecast

+ Retail sales and forecast of market, at current prices, 2018-28
+ Retail sales and forecast of color cosmetics

+ Retail sales and forecast of color cosmetics — inflation-adjusted

Market segmentation

+ Retail sales of color cosmetics, by segment

- Graph 3: total retail sales and forecast of color cosmetics, by segment, at current prices, 2018-28
+ Retail sales of color cosmetics, by segment
+ Facial cosmetics gains market share with S1 billion sales growth

- Graph 4: total market share of color cosmetics, by segment, at current prices, 2023

+ Total US retail sales of color cosmetics, by segment, at current prices, 2021 and 2023
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Market share/brand share

L'Oréal USA maintains near half of market share

Sales of color cosmetics, by leading companies

Multi-outlet sales of eye cosmetics, by leading companies and brands, rolling 52 weeks 2022 and 2023
Multi-outlet sales of facial cosmetics, by leading companies and brands, rolling 52 weeks 2022 and 2023
Multi-outlet sales of lip cosmetics, by leading companies and brands, rolling 52 weeks 2022 and 2023
e.l.f. Cosmetics sees continued growth with viral and cost-friendly options

e.l.f cosmetics

COMPETITIVE STRATEGIES

Social media influences discovery, purchase and use

"Viral" is the new "seasonal"

Micro makeup trends give a short-term refresh to looks

"Mob Wife" makeup trends highlights extreme swing from "clean" aesthetics
TikTok Shop supports viral purchasing

Proving validity in an era of influencer skepticism

- Graph 5: influencer content attitudes and behaviors, by gender and generation, 2023"
Build trust with new 'expert' influencers

Brands use AR technology to personalize, educate and recommend
Consumer-driven beauty hacks give new life to established products
Stock-up mentalities permeate consumption culture

TikTok users influence through massive beauty collections

Sustainable claims and attitudes collide with consumptive patterns
Cosmetic players band together for traceability

Support users beyond functionality with "feel-good" beauty
Ingredients and textures claim to "boost" mood

Hyper-femininity breathes freshness and fun into the category

Elevate the skincare and makeup connection

Traditional skin and hair brands extend to facial support

Tech advances make professional eyelash extensions custom and quick
LUUM Precision Lash

Premium products reflect "quiet luxury"

Monochromatic makeup in neutral tones epitomizes quiet luxury
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CONSUMER INSIGHTS

Consumer fast facts

Makeup skill and overall use

A majority are using makeup

- Graph 6: makeup usage, by gender and age, 2023

Face, eyes and lip near universal

- Graph 7: makeup usage by sub-category (NET), by gender, 2023
Intermediate skills at best for most

- Graph 8: self-perceived makeup skill, by gender, 2023

More female Gen Zs describing "advanced" skills

- Graph 9: self-perceived makeup skill, females, by generation, 2023
Females driving lengthy routines

- Graph 10: repertoire of makeup usage, 2023

Facial cosmetics usage

Foundation reigns as the top facial makeup product used
- Graph 11: facial makeup use (NET), by gender, 2023
Most are using 3+ types

- Graph 12: facial makeup use, repertoire, 2023

Support routines through prep and skin "finishes"

- Graph 13: facial makeup use, females, by, age, 2023
Blush: what's old is new again

Blush makes a comeback

Blush remains a spring/summer staple for 2024

Eye cosmetics usage

Eye makeup near universal among women

- Graph 14: eye makeup usage (NET), 2023

Four or more types common among select female demographics

- Graph 15: eye makeup usage, repertoire, 2023

False eyelashes become a staple for Gen Z

Traditional eyebrow products popular among people of color

- Graph 16: eyebrow makeup used, by race and Hispanic origin, 2023

Brands promote specialized and trending eyebrow support

Lip cosmetics usage

Lipstick and lip gloss a part of most routines
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- Graph 17: lip cosmetic usage (NET), by gender, 2023
+ Support specific usage occasions across different formats
- Graph 18: repertoire of lip makeup usage, 2023
« "Skinification" attributes drive specialized formats
+ Trial made easy within the lip segment
+ Create multi-step lip kits for multicultural users
- Graph 19: repertoire of lip makeup usage, by select race, 2023
- Graph 20: select lip product usage, by select race, 2023

Makeup behaviors
«  Makeup routines shape up similarly to last year
- Graph 21: makeup behaviors, 2023
+ Most are spending the same, but young men may be opening wallets more
- Graph 22: how much money spent on makeup compared to a year ago, by gender and age, 2023
+ Generation Z still focused on their skincare routine
- Graph 23: skincare attitudes toward not wearing makeup more often compared to a year ago, 2023
«  Most adults have similar purchase journeys to last year
- Graph 24: makeup behaviors, 2023
+ At-home lifestyles and a focus on skincare remains top reasons for less application
- Graph 25: reasons for not wearing makeup more often compared to a year ago, 2023
+  Premium products a staple for most in some capacity
- Graph 26: purchasing luxury or premium makeup products compared to a year ago, by age, 2023
« TikTok research is widespread among Generation Z, Millennials
- Graph 27: how often respondents seek beauty information on TikTok compared to a year ago, by generation, 2023
+ Dupes found on social media pique interest
- Graph 28: purchasing a "dupe" product seen on social media (ie cheaper alternative to an expensive product)
compared to a year ago, by generation, 2023

+ Viral makeup dupes drive consumers to buy

Purchase influencers
+ Top purchase influencers in makeup mimic that of other BPC categories
- Graph 29: makeup purchase influencers (ranked - up to three), 2023
+ Efficacy related priorities frend among women, men are split
- Graph 30: select makeup purchase influencers (any rank — up to three), by gender, 2023
+ Easy application a must for older females
- Graph 31: select purchase influencers (any rank — up to three), by age, 2023
+ "Experts" may be looking beyond efficacy when purchasing

- Graph 32: select purchase influencers — NET (any rank - up to three), by self-proclaimed makeup application skill level,

2023
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+ Intersection of environmentally friendly and appealing packaging for 18-24s

- Graph 33: select purchase influencers (any rank — up to three), by age, 2023

Category frustrations
« More products, more problems

- Graph 34: category frustrations, by number of makeup products used (repertoire), 2023
+ Prove efficacy to combat concerns

- Graph 35: category frustrations, females, by generation, 2023
« Connect key purchase drivers

- Graph 36: category frustrations, by purchase influencers (any rank — up to three), 2023
+ Promoting durability may add value beyond efficacy in application

- Graph 37: category frustrations, by self-proclaimed makeup skill, 2023

Sub-category spending priorities
« Most used, most prioritized
- Graph 38: sub-category spending priorities — ranked, up to three, 2023
+ Foundation importance grows with age
- Graph 39: sub-category purchase priorities, ranked 1st, by age, 2023
+ False eyelashes see priority spend among some younger users
- Graph 40: false eyelashes as a top spending priority (any rank — up to three), by age, 2023
«  Opportunities exist to expand select product use among Asian Americans
- Graph 41: select sub-category purchase priorities (any rank — up to three), by select race, 2023
+ Super users prioritize full face coverage + mascara

- Graph 42: category spending priorities (any rank — up to three), by number of makeup products used, 2023

Attitudes and behaviors toward makeup
« Skincare priorities may be cannibalizing makeup priorities for some
- Graph 43: makeup and skincare attitudes, those who selected AGREE, by age, 2023
+ At a minimum, promote skin-saving properties during wear
«  Natural looks span most routines...
+ Natural looks span most routines...
+ ..but that doesn't mean users aren't experimenting
- Graph 44: experimenting with makeup looks, by gender and generation, 2023
+ Eye makeup important for females across ages
- Graph 45: eye makeup and eyebrow routine attitudes, by gender and age, 2023
« Brand loyalty may be driving sub-category experimentation
- Graph 46: buying makeup and skincare products from the same brand, by gender and age, 2023
+ Luxury/premium cosmetics may be a treat for those with tight budgets

+ "Experts" engagement with the category impacts routine priorities and shopping preferences
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- Graph 47: makeup and skincare attitudes and behaviors, by self-described makeup application skills, 2023

APPENDIX

Market definition

Consumer research methodology

TURF analysis methodology

TURF analysis — reasons for not applying makeup more frequently compared to a year ago, 2023
Table — TURF analysis

Generations

Abbreviations and terms

Forecast

Forecast fan chart

Market size tables

Average annual household spending on color cosmetics, 2018-23

Total US retail sales and forecast of eye cosmetics, at current prices, 2018-28

Total US retail sales and forecast of eye cosmetics, at inflation-adjusted prices, 2018-28
Total US retail sales and forecast of facial cosmetics, at current prices, 2018-28

Total US retail sales and forecast of facial cosmetics, at inflation-adjusted prices, 2018-28
Total US retail sales and forecast of lip cosmetics, at current prices, 2018-28

Total US retail sales and forecast of lip cosmetics, at inflation-adjusted prices, 2018-28
Total US retail sales of color cosmetics, by channel, at current prices, 2018-23

Total US retail sales of color cosmetics, by channel, at current prices, 2021 and 2023

US supermarket sales of color cosmetics, at current prices, 2018-23

US drugstore sales of color cosmetics, at current prices, 2018-23

US sales of color cosmetics through other retail channels, at current prices, 2018-23
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by Kantar Profiles (see
Research Methodology Americas for more

information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.
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www.mintel.com
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