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The Rising Power of Female Consumers

* Global female population an estimated 3.6 billion in 2014 and is
expected to reach 4.2 billion by 2030.

* Average disposable income amongst women is at all time high, and
women are living longer than men.

* 1n 2013, the colour cosmetics market increased by 5.1% to reach US
$55.49bn

Table 1: Global colour cosmetics market, 2013, US$m, year-on-year % change
Categories 2013 %+ /-
Beauty & personal care 454,353.10 5.20

Colour cosmetics 55,488.20 5.10

Eye make-up 15,303.00 4.30

Facial make-up 20,209.50 4.40
Lip products 13,172.60 5.10
Nail products 6,803.10 9.20
Source: Euromonitor International




business UK Colour Cosmetics

The colour cosmetics market continues to see growth with 3.9%
expected to be added to the market in 2014.
Charlotte Libby, Analyst, Mintel

Bestcase (£bn)
2.14

Mintel forecast (£bn)
1.90

Vorst case (£bn)
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Usage

Between June 2013 — June 2014, together with Germany, the UK has the
lowest usage of colour cosmetics in Europe - compared to say 74% in Poland

Source: Kantar Worldpanel data



business Motivators

UK consumers are unlike consumers in many other European countries in that
more women apply make-up 'on my way to get somewhere' -21.1% of UK
women compared with just 0.4% of French women

September 2014 Total country Total w. Europe France Germany ItalySpain GB Russia Poland
Face Make-Up 35.7 36.5 30.5 355 36.7 40.8 403 298 38.2
Eye Make-Up 44 47 53 49 47 37 43 45 44
Lipstick 18 15 14 14 16 20 15 22 14

Getting ready for work/school 44 .4 g 48.6 436 414 643 29.7

Before socialising A 298 44 139 116 76
On my way to get somewhere ; : 6.6 19 211 73 49.2
On getting up : : °9: 61 AV 57 8.2

Source: Mintel
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UK consumers of colour cosmetics are driven by brand
loyalty more than consumers in the other Western Europe
countries.

| always buy/use
this brand

A quality brand |
like

Good value

Total Westemn
Europe

Source: Kantar Worldpanel data
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TRENDS

Age-neutral
Natural
Nails and eyebrows
Virtual and bespoke

Multifunctional
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The new 30

Consumers aged 55 and over Consumption of cosmetics, skincare, haircare and
fragrance products, 2012-2013 (Source: Canadean)

Consumers aged 55+ Over/under | 9%y/y change

UK 23.1% 28.5% -5.4%
US 25.7% 25.7% 0.0%
Brazil 16.7% 15.1% +1.6%

UK Women aged 45+ account for £1.9bn worth of sales in cosmetics, skin
care and toiletries (Imogen Matthews Associates)

UK Colour Cosmetics — July 2014: Harnessing the interests of mature women is
essential for market growth, and brands such as NARS and E.L.F are already

exploring older brand ambassadors in their promotional activities.
Charlotte Libby, Analyst, Mintel
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business The no-makeup look

I only use natural-look products

I like to match make-up cdours with my clothes/ outfits
I tend to buy eye, lip and/or nail products mare
impulsively than other types of make-up products

I w culd be interesbed in using a device to virtudly try on
products in-store

I w culd be interested in having make-up lessons and
tutorials in-store

I am less likely to consider the ingredients in eye, lip
and/cor nail products as opposed to base products

I would be interested in crezting personalised nal looks
using nail art™

I am confident experimenting with bold and bright looks

Ilike to follow fashion trends in cdour cosmetics (eg
textured nail polish, bright lipsticks)

I have experimented with make-up more since looking
up tutorials online

Mone of these

Source: GMI/Mintel
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Luxury, nails & brows

* The first half sales of luxury cosmetics in 2014 rose by 12% to £254m,
with continued innovation in the category.

* Lip products and facial make-up faired well

* Eye products took a slightly smaller share of the market compared to
last year

* Brow products are doing very well, particularly the prestige market:
sales shot up 52% between Jan-May 2014 to £6.5m.

Source: NPD Group

UK Colour Cosmetics — July 2014: Fashion trends have benefited nail, eyebrow and

primer products especially.
Charlotte Libby, Analyst, Mintel
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business Nails lead innovation

New product launches in the UK colour cosmetics category,, Jan 2011-April 2014
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Virtual and bespoke

* L’Oréal’s Makeup Genius app allows women to virtually ‘try on’ colour
cosmetic products using digital imaging.

* Consumer interest in virtual testing is high with 26% of point colour users
interested in devices to virtually try on products in-store.

* Virtual testing could see shoppers making less impulsive decisions and sales
threatened by the reduction of colour trial and error.

Source: Mintel
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Decorative Cosmetics - The future

To secure sales, it’s up to brands to stay ahead of the curve, even if that does
mean being bold with new product development and marketing.

Scan face

LOREAL



http://www.cosmeticsbusiness.com/news/article_page/La_RochePosay_aims_to_raise_awareness_of_skin_cancer/106912
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Thank you

To the editors of
SPC Magazine
Cosmetics Business Markets
Pure Beauty
Cosmetics Business News

To contributors from
Mintel
Euromonitor International
Kantar Worldpanel
Soil Association Certification
Diagonal Reports
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For more information and to access all Cosmetics Business publications,
please visit

WWW.cosmeticsbusiness.com




