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* The beauty industry is constantly growing.

* Brands are constantly creating innovated
products that the public haven’t seen
before or been a while since they have

ABOUT THE

BEAUTY * Business are always in the lookout for
INDUSTRY customers to buy their products

* Social media has a big saying when it

seen a product being made.

comes to promoting new products that
brands release

* Social media is the main platforms to look
for what product 1s trending or new, what
to add on your makeup kit, or even to
look for inspiration.



Most used channels for beauty and grooming product inspiration and ideas
by Generation Z in the United States in 2021

Gen Z's favorite channels for care product ideas in the U.S. 2021

Percentage of respondents
0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Social media channels 44%

Internet searches

Television

28%:

Streaming video 2%1%

Podcasting 154%

-
28 I Description: In 2021, the most used channels to get beauty and grooming product ideas and inspiration by Generation Z in the United States were social media channels, chosen by 44 percent of participants. 40 percent of surveyed respondents stated that they used statl sta r
internet searches, while only 14 percent relied on podcasts. Read more ,‘
Note(s): United States; May 28 to June 1, 2021; 2,094 respondents; 18 years and older
Source(s): NCSolutions


http://www.statista.com/statistics/1289724/channels-used-by-gen-z-for-care-product-ideas

Social media became a big part of the marketing plan of business when it comes to promoting products

Influencers have a big impact when it comes to reviewing their products so their audience can buy the
product and listen to their opinion about the product

Here are some examples on how influencers review the products for the audience.

- 3 Reply to mayaspriggst's comment

FENTY/BEAUTYA ez
CREAM/BLUSHIBDU®?! P

TikTo!

@ seanan’

TikTok.

@ seananthian
N




Revenue of the cosmetics market in * Looking at this chart, it shows how beauty market has

the United States from 2013 to

grown slowly but surely.

2026 (m million U.S. do||ar5) * In 2020, the revenue went down because of COVID-19
but it shows that the beauty industry would never going

Revenue of the cosmetics market in the United States 2013- to be a industry that will be easy to disappeared.

2026

* To prove that the beauty industry would not going

anywhere, it show us a preview how the future will look
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Generation Z attitudes towards
beauty and social media in the United
States 2021

Share of respondents
0% 5% 10% 15% 20% 25% 30%

Social media helps spread diverse
beauty ideas

Influencers convey unrealistic beauty
ideals

| like to get beauty inspiration online

| follow beauty influencers on social
media

When | post pictures on social media,
| almost always use filters

The selfie culture creates perfection
pressure in me

None of the above

In this chart, it showcases what the

Gen Z most rely on when it comes
using social media.

Not only it helps to bring inspiration
to create a makeup look and watch
reviews of new released products ,
but influencers also tend to create the
reviews more fun by creating trends.

Sometimes, high branded products
can be replaced by other products

that have been in the market for a
while and at a lower price.




* Like previously been said, influencers start to create trends to get more followers and views and to help their
viewers to be smart on their beauty purchases.

* At the same time, this benefits beauty brands because it makes the viewer curious to see if the product will work
and to see if the influencers commentary is correct.

* These are some examples on how influencers create trends by trying the products.
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Impact of influencers on beauty shoppers in the United States in 2021, by
generation

Are you swayed by influencers to buy beauty products?

Share of respondents
0% 10% 20% 30% 40% 50% 60% 70% 80%

GenZ S
Millennials oo
Gen X S0%
Boomers 34%
sDue:/cel;:?tion: In the United States, 74 percent of Generation Z respondents to a 2021 survey were found to be driven by influencers when buying beauty products. This was true for around 66 percent of millennials and only 34 percent of baby boomers polled for the stati sta E

Read more
Note(s): United States; 2021; 10,646 respondents; 18-64 years; U.S. beauty shoppers
Source(s): PowerReviews


http://www.statista.com/statistics/1292842/impact-of-influencers-on-beauty-shoppers-in-the-united-states

* Looking at the chart and presentation, influencers are always
Leadin g cosmetics brands amon g making trends, and they have created a trend on finding dupes.
Gen Z in the United States in 2021 Meaning finding a makeup product that can work just the same

Share of respondents choosing this brand

or like a high brand product.

* Because of this trend going on, Maybelline is the leading brand in
the U.S. which is understandable since influencers have compared
high branded products to Maybelline

0% 2% 4% 6% 8% 10% 12% 14%

Maybelline 12%

e.l.f — 11%

9%

Tarte

L'Oréal

Too Faced

statista %



MY POINT OF
VIEW IN THE
BEAUTY
INDUSTRY

+

* The beauty industry can be insane when it comes to
showing to the world a new product, especially when the
product is being introduce to the world of social media .

* Brands know that influencers will be extremely honest
when it comes to reviewing a new product, which is what
the audience is looking for nowadays.

e It’s a big risk to give a product to an influencer to review it
because they have the power to influence the people to not
buy the product because they did not enjoy it.

* Even if the brand gets good or bad reviews, people will still
be going to buy the product because they still want to try it
and contradict the bad reviews.

e Customers will also be curious to see how sustainable and
clean their ingredients are in the products.

* Not only people are interested in the product, but they are
interested who is behind the brand and what are their

standards



Most influential factors when choosing beauty and grooming products to buy

among Gen Z in the United States in 2021

Leading considerations when buying beauty/grooming products for U.S. Gen Z 2021

0%
Price of the product
The feeling or look given by the product
Knowing or trusting the producing brand
Healthy Ingredients
Availability of the product
Recommendations from friends and family
Product advertising

Media articles or influencers

10%

10%

8%

Percentage of respondents

34%

50% 60%

56%:
54%
46%:

44%

26 I Description: In 2021, the most influential factor when choosing a beauty or grooming product among Generation Z consumers in the United States turned out to be the price of the product, as stated by 68 percent of surveyed respondents. 56 percent of consumers
revealed to also take into consideration the way the product makes them feel or look, while only eight percent of participants said that their choices in beauty and grooming products were influenced by media articles or influencers.

Note(s): United States; May 28 to June 1, 2021; 2,094 respondents
Source(s): NCSolutions

70% 80%

68%

statista %


http://www.statista.com/statistics/1289702/influences-when-buying-beauty-and-grooming-products-for-gen-z

Important product attributes for U.S. consumers when purchasing beauty and personal care in 2022
Beauty and personal care: important product attributes for U.S. consumers 2022

Share of consumers
0% 10% 20% 30% 40% 50% 60%

Clean 52%

Natural ingredients A47%

Free from harmful chemicals 34%

Cruelty-free 27%

Environmentally friendly 27%

Scientifically proven 26%
Active ingredients 23%
Organic 20%
Luxury 17%
Plant-based 13% :
Gender neutral : 12%

Black-owned brand ;9.5%

Vegan 7%

Note(s): United States; 2022

Further information regarding this statistic can be found on page 8. H [
Source(s): Attest; ID 1323187 statista¥a


http://www.statista.com/statistics/1323187/important-beauty-and-personal-care-product-attributes-for-us-consumers
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