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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.

• in 2013, the colour cosmetics market increased by 5.1% to reach US
$55.49bn



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

UK retail value sales of colour cosmetics, 2009-19 

Source: Based on IRI/Mintel



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 



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

Source: Mintel

Cosmetics products with built-in features to make it easier to apply would be 
well received by  UK consumers.



Usage

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

Source: Kantar Worldpanel data 



TRENDS

Age-neutral

Natural

Nails and eyebrows

Virtual and bespoke

Multifunctional



The new 30

Consumers aged 55+ 
population share

Over/under 
consumption

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

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

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



Age-neutral 



The no-makeup look

Source: GMI/Mintel



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



The Cara effect



 Nails lead innovation

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

Source: Mintel GNPD 



Virtual and bespoke

Digital imaging
Social media

Convenience and speed
• 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



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. 

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