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Introduction
The beauty industry, valued at more than $93 billion in North 
America alone, has seen rampant innovation and disruption in 
recent years. The advent of online and mobile commerce, the 
influence of social media, and broader consumer trends such 
as sustainability, wellness, and diversity, have combined to 
open the door to a wealth of upstart beauty brands and new 
business models. 

Online sales of personal care and beauty products are forecast 
to grow 19% this year to total 10% of all retail sales in the 
category, according to eMarketer. Growth is set to continue at 
a blistering rate of more than 17% annually through 2021, to 
total more than $73 billion.
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This steep growth is attracting interest and investment: 
Amazon's beauty category offerings have broadened and 
deepened in the past year, while leading specialty retailers such 
as Sephora are blazing new trails on the omnichannel frontier 
with store experiences that feature augmented reality and 
mobile beacons.
 
Mapping the most viable path through this changing landscape 
is a challenge for beauty brands and retailers. This survey 
provides data and actionable insights to help prioritize 
initiatives across channels and identify opportunities for growth. 
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Young beauty buyers’ habits are diverse. While Amazon is 
the top online destination for all demographics, shoppers 35 
and younger are less wedded to the mass merchant, seeking 
out specialty retailers such as Sephora and Ulta as well as 
specialty outlets like spas. 

Generation Z is most heavily influenced by social media — 
in fact, it’s the leading source of new beauty product ideas 
and inspiration. Social media influencers are most popular 
with Generation Z, close to 45% of whom say their purchase 
decisions have been impacted by popular online personalities.

Top spenders spend more, and more frequently, online. 
While price and free shipping offers remain top concerns, 
those spending $50 per month or more on beauty products  
also prioritize loyalty rewards, assortment breadth, and 
availability of samples. 

Subscription services remain a niche offering. Just 8% of 
consumers are currently using a subscription service such 
as Dollar Shave Club or Birchbox — although the number 
jumps to more than 14% for top spenders. 

Key Takeaways

Stores still rule — even among younger shoppers — but 
omnichannel fluency is key. Even 18-to-24-year olds prefer 
to visit stores when buying beauty products, by a margin of 
some 40 percentage points. At the same time, more than 
40% of those Generation Z buyers are apt to conduct online 
research in the store aisles using their mobile devices, so 
merchants must ensure shopping experiences across 
touchpoints are seamless.

Amazon’s efforts to penetrate the beauty market are 
succeeding, and the online mass merchant now ranks 
alongside Target and Walmart as a go-to destination for 
beauty products at competitive prices. 

Men make up the majority of frequent beauty buyers who 
purchase once a month or more. Their preference for mass 
merchants and Amazon suggests merchants who can make 
beauty buying a comfortable process have an opportunity to 
woo this growing audience.
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Amazon Is Making Inroads
Amazon.com is on track to claim 47% of all online sales this year, and 
more than half of U.S. households belong to its Prime subscription 
service, according to eMarketer. As a dominant online player, Amazon is 
no longer an upstart — and with maturity, sales growth is slowing, from 
27% year over year in 2017 to a forecast 18% this year, eMarketer predicts. 

As a result, the online giant is pushing harder into specific categories 
to find new opportunities for growth. Last year’s launch of private label 
apparel was one such effort — and now, a revamped beauty category, 
with a focus on luxury brands and an “indie” brand shop featuring 
finds not available through other retailers, signals Amazon’s intent to 
compete with the likes of Sephora and Ulta.  As a result, eMarketer 
predicts that health and beauty will be Amazon’s third fastest-growing 
category this year, with sales totaling 44% of all online health and 
beauty eCommerce.

Where do you primarily 
purchase beauty products?

549
27.4%

Online In-Store

1452
72.6%

https://www.emarketer.com/content/is-amazon-slowing-down
https://www.emarketer.com/content/more-than-half-of-us-households-will-be-amazon-prime-members-in-2019
https://www.emarketer.com/content/more-than-half-of-us-households-will-be-amazon-prime-members-in-2019
https://www.emarketer.com/content/amazon-s-health-and-beauty-sales-soar
https://www.emarketer.com/content/amazon-s-health-and-beauty-sales-soar
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Amazon’s efforts are paying off. While just 27% of survey respondents 
prefer buying beauty products online, when they do, Amazon is their top 
choice, with more than a quarter of respondents selecting it as their 
preferred website.

When you shop for beauty products online, which website 
do you prefer to use? Please select one.

143
7.1%

58
2.9%

449
22.4%

532
26.6%

377
18.8%

118
5.9%

112
5.6%

46
2.3%

133
6.8%

33
1.6%

Target

Walmart

Sephora

Ulta

Costco

Brand Website 
(e.g. Glossier, NARS)

Amazon

Other beauty retailer
(e.g. Net-a-Porter, DermStore)

None
I prefer to shop in-store

Other
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Prime and Mobile Make a 
Difference… Alexa, Not So Much

While survey respondents overall ranked product price as 
the primary factor when shopping for beauty products online, 
Amazon beauty shoppers value free shipping almost as much.  

Thirty-five percent of Amazon shoppers selected free shipping 
as the most valuable website offering, compared with 27% 
of shoppers overall — a 30% difference — signaling that 
Amazon’s Prime program and low free shipping threshold for 
non-members make a difference. 

Indeed, 5% of all products purchased on Prime Day in 2018 
were beauty-related, according to Glossy — suggesting Prime 
members are a key target of Amazon’s beauty efforts. 

When shopping for beauty products online, which website 
feature do you find most valuable? Please select one.

548
27.4%

Free shipping on 
eligible order

245
12.2%

A large catalog 
of products

112
5.6%

Loyalty rewards

195
9.7%

Samples

824
41.2%

Low prices

77
3.8%

Other

A
ll 

Sh
op

pe
rs

187
35.2%

Free shipping on 
eligible order

79
14.8%

A large catalog 
of products

20
3.8%

Loyalty rewards

32
6.0%

Samples

210
39.5%

Low prices

4
0.8%

Other

A
m

az
on

 S
ho

pp
er

s

https://www.cbinsights.com/research/google-amazon-facebook-apple-beauty-tech-trends/
https://www.cbinsights.com/research/google-amazon-facebook-apple-beauty-tech-trends/
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Mobile convenience is also a factor for Amazon shoppers, 
which is unsurprising given that the Amazon app leads 
the industry when it comes to seamless ordering and 
replenishment processes. While 39% of survey respondents 
overall use mobile devices to buy beauty products, those who 
prefer Amazon are nearly split between mobile and desktop 
usage, at 43% each.

By contrast, Amazon buyers are less likely to command Alexa 
to order beauty products, with just 1.5% saying they buy using 
voice assistants, compared with 3.5% of consumers overall. 

On which device do you shop for beauty products 
and brands the most? Please select one.

793
39.6%

Mobile Desktop

895
44.7%

Tablet

242
12.1%

Voice (Alexa, 
Google Home, etc.)

71
3.5%

A
ll 

Sh
op

pe
rs

230
43.2%

Mobile Desktop

232
43.6%

Tablet

62
11.7%

Voice (Alexa, 
Google Home, etc.)

8
1.5%

A
m

az
on

 S
ho

pp
er

s
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Yes, Amazon Shoppers Showroom

Given their tendency to use mobile for shopping, it’s no 
surprise that Amazon beauty shoppers are also more prone to 

“showrooming” — the practice of checking prices online while in 
the aisles of a physical store. 

While 38% of consumers overall compare prices of beauty 
products on their phones, some 42% of Amazon fans do so. Price 
matching programs, loyalty discounts, and free shipping online 
orders placed while in-store can help retailers win over these 
price-sensitive shoppers.

“If someone is comparatively shopping, they'll be targeted by your 

competitors with thoughtful emails that provide help in the buying 

process. If you wait too long, your competitor could have already 

sold them while you were waiting to deploy your first message.”

Kellie Collins
Senior Strategist, CRM & Email
Tinuiti

When shopping for beauty products in-store, 
do you use your mobile device to compare 

store products with those online?

771
38.5%Yes

No
1230
61.5%A

ll 
Sh

op
pe

rs

228
42.9%Yes

No
304
57.1%

A
m

az
on

 S
ho

pp
er

s
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Men Buy More Often
Men’s grooming is poised to go big, with some estimates forecasting 
growth of 8.9% through 2025 in the U.S. as younger shoppers defy 
gender stereotypes to explore skin care and cosmetics and as new 
business models, such as subscription boxes, connect consumers 
with brands they haven’t previously considered. 

Even men old enough to remember the term “metrosexual” are part 
of the trend, with nearly two in five dads who have more than one 
child looking to prevent the signs of aging.

Already, more men than women go online once per month or more to 
buy beauty and grooming products — 22.8% of men, compared with 
19.3% of women. 

https://www.reuters.com/brandfeatures/venture-capital/article?id=90751
https://www.mintel.com/press-centre/beauty-and-personal-care/holding-back-the-years-1-in-3-us-dads-are-interested-in-preventing-the-signs-of-aging
https://www.mintel.com/press-centre/beauty-and-personal-care/holding-back-the-years-1-in-3-us-dads-are-interested-in-preventing-the-signs-of-aging
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Among these frequent buyers, makeup is nearly twice as popular than 
among male respondents overall, although both categories of men most 
frequently buy bath and body products such as soap and deodorant.

Makeup purchases are higher among women who frequently buy online, 
but not as dramatically as among male frequent buyers. For frequent 
women buyers, spending is more evenly divided among makeup, 
haircare, skincare, and bath and body products, suggesting that women 
are more comfortable buying a range of products online than men. 

How often do you purchase beauty products online? 
This includes skincare, haircare, and bath/body products.

Rarely
(1-2 times per year)

484
47.1%

501
51.4%

345
33.6%

251
25.8%

170
16.6%

184
18.9%

28
2.7%

38
3.9%

Occasionally
(3-5 times per year)

Regularly
(at least once a month)

Frequently
(at least once a week)

I don't purchase beauty 
products online

0
0%

None of the above

0
0%

Female Male

Which type of beauty products do you spend the most on?

Makeup

199
19.4%

48
4.9%

292
28.4%

282
29.0%

Haircare

284
27.7%

233
23.9%

Skincare

242
23.6%

380
39%

Bath & Body

10
1.0%

31
3.2%

Other

Female Male

All Shoppers, Men vs. Women

Makeup

49
24.7%

22
9.9%

44
22.2%

62
27.9%

Haircare

56
28.3%

59
26.6%

Skincare

46
23.2%

75
x%

Bath & Body

3
1.5%

4
1.8%

Other

1+ Purchase/Month, Men vs. Women
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Men stick to tried and true sources, 
women diversify

The disparity in men’s and women’s comfort levels is reflected 
in beauty research and shopping patterns. Fully a third of men 
learn about new products in stores; while stores are also the 
primary source of information about new products for women, 

Where do you primarily learn about new beauty products? Please select one.

Retail / Beauty 
Websites

201
19.6%

93
9.5%

In-store

237
23.1%

325
33.4%

Social Media

208
20.3%

215
22.1%

Friends / Word 
of Mouth

223
21.7%

229
23.5%

Subscription 
Services

12
1.2%

16
1.6%

Samples

95
9.3%

60
6.2%

Other

51
5.0% 36

3.7%

Female Male

When shopping for beauty products in-store, do you use your 
mobile device to compare store products with those online?

Yes No

334
32.5%

437
44.9%

693
67.5%

537
55.1%

Female Male

their information sources are more eclectic, with retail and beauty 
websites, social media, and friends and word of mouth ranking 
similarly, and close to 10% taking samples into account.

Given men’s reliance on stores for learning about new products, it’s 
no surprise that they’re more apt to conduct research in the aisles 
on their phones; close to 45% of men say they’ve used mobile 
devices to shop while in-store, compared with just 32% of women.
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When they purchase online, close to 63% of men buy beauty products from mass 
merchants Amazon, Walmart, and Target, with fully a third choosing Amazon. 

By contrast, while Walmart is narrowly the top choice for women, just one in five 
shop at Amazon — and Target doesn’t make the top three. As when they research, 
women also buy from a broader variety of sites, especially beauty specialty 
retailers such as Ulta and Sephora, both of which attract double the percentage 
of women as men buyers. 

“It’s impossible to think about the future without thinking about one of the largest 

and most influential generations that are starting to shake up the workforce and the 

economy: Gen Z. Gen Z women are unlike any generation before them, and brands 

who don’t understand how to create relationships with them are setting themselves 

up for a rough ride.”

Dalton Dorne
CMO
Tinuiti
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The specialty vs. mass merchant gender divide is even more 
pronounced among Gen Z and Millennial buyers. When buying 
online, fully 41% of younger male shoppers rely on Amazon.com 
for grooming and beauty purchases, whereas Sephora is the 
leading source for women. 

This disparity suggests that specialty beauty brands and retailers 
who cater to prioritize male buyers and offer information-rich 
online content and store displays have an opportunity to foster 
trust and win new business.

Female MaleWhen you shop for beauty products online, which site do you prefer to use? Please select one.

Target
57 5.6%

86 8.8%

Brand Website
(e.g. Glossier, NARS)

35 3.4%
23 2.4%

Sephora
76 7.4%

36 3.7%

Other Beauty Retailer
 (e.g. Net-a-Porter, DermStore)

26 2.5%
20 2.1%

Walmart
244 23.8%

205 21.0%

Amazon
213 20.7%

239 32.8%

Ulta
85 8.3%

33 3.4%

None, I prefer to 
shop in-store

203 19.8%
174 17.9%

Costco
4 0.4%

29 3.0%

Other
84 8.2%

49 5.0%

All Respondents, Men vs. Women Ages 18-34. Men vs. Women

Target
14 10.4%

38 11.1%

Brand Website
(e.g. Glossier, NARS)

5 3.7%
8 2.3%

Sephora
27 20.1%

19 5.6%

Other Beauty Retailer
 (e.g. Net-a-Porter, DermStore)

4 3.0%
7 2.0%

Walmart

Amazon

Ulta
18 13.4%

11 3.2%

None, I prefer to 
shop in-store 61 17.8%

Costco
0 0%

5 1.5%

Other
6 4.5%

6 1.8%

16 11.9%
45 13.2%

24 17.9%
142 41.5%

20 14.9%
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Gen Z Is Different… 
Even From Millennials
For years now, marketers have been obsessed with reaching 
the rising generations who grew up with the Internet and 
mobile phones. Millennials, who are now between 25 and 34 
years old, seek engaging experiences across the online/offline 
divide, marketers are told — and the 18-to-24 age group that 
follows them, dubbed Gen Z, is often assumed to need more of 
the same.

But when it comes to beauty purchases, Gen Z emerges 
as a unique demographic, different not only from older 
generations but from Millennials as well. As Millennials 
mature and take up professional and parenting concerns, they 
more often represent Gen X and Baby Boomers than their 
younger cohorts.

https://www.emarketer.com/content/five-things-retailers-should-know-about-millennial-shoppers?ecid=NL1014
https://www.emarketer.com/content/five-things-retailers-should-know-about-millennial-shoppers?ecid=NL1014
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Mobile and voice poised for 
takeoff with Gen Z

While Millennials are often assumed to drive digitally-native 
commerce, the truth is that Gen Z is in the vanguard when it 
comes to using mobile devices and voice assistants to shop. 
Fully 56% of Gen Z prefer mobile phones for beauty shopping, 
and twice as many Gen Z consumers as Millennials use 
voice assistants. In fact, Millennials are the cohort least likely 
to use voice assistants for beauty shopping, trailing behind 
consumers 35 and older.

On which device do you shop for beauty products 
and brands the most? Please select one.

Mobile

538
35.3%

Desktop

710
46.6%

Tablet

219
14.4%

57
3.7%

Voice (Alexa, 
Google Home, etc.)

35
 a

nd
 u

p

Mobile

124
56.1%

130
51.0%

77
34.8%

108
42.4%

11
5.0%

12
4.7%

9
4.1% 5

2.0%

Desktop Tablet Voice (Alexa, 
Google Home, etc.)

18-24 yrs

25+ yrs

M
ill

en
ni

al
s 

vs
. G

en
 Z

'e
rs
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New product ideas come from 
social for Gen Z — but Millennials 
rely on stores

Those differences start at the beginning of the shopping 
journey. Gen Z overwhelmingly relies on social media for ideas 
about new beauty products, friends and word of mouth and 
stores trailing by more than 10 percentage points. By contrast, 
Millennials — like those 35 and up — first and foremost turn 
to store shelves to find new products, with friends and social 
media rounding out the top three.  

This trend is perhaps unsurprising given that members of Gen 
Z are college age and apt to be heavier social media users 
overall; they’re also mobile natives, which means that mobile-
first, product-centric social apps like Instagram are at the 
forefront of their digital lives. 
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Where do you primarily learn about new beauty products? Please select one.

Gen Z and Millennials

Retail / Beauty Websites
24 10.9%

31 12.2%

Samples
5 2.3%

14 5.5%

Social Media
84 38.0%

54 21.2%

In-store
49 22.2%

84 32.9%

Other
9 4.1%

4 1.6%

Friends / Word of Mouth
47 21.3%

67 26.3%

Subscription Services
3 1.4%

1 0.4%

18-24 yrs 25+ yrs

Retail / Beauty Websites 239 15.7%

428 28.1%

Samples

Social Media

338 22.2%

285 18.7%

In-store

24 1.6%

136 8.9%

Other

Friends / Word of Mouth

Subscription Services

74 4.9%

35 and up

Indeed, Gen Z is most influenced by Instagram, whereas 
Millennials, Gen X, and older consumers get ideas from Facebook 
when they consult social media for beauty ideas.

Nearly 38% of Millennials say they don’t rely on social media at all 
for beauty ideas, a finding more in line with consumers ages 35+, 
40% of whom say social media doesn’t influence their beauty buys.
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Which social media channel do you find most influences your beauty purchase decisions? Please select one.

Gen Z and Millennials

Instagram
102 46.2%

79 31.0%

Social media has no 
impact on my beauty 

purchase decisions

53 24.0%
96 37.6%

Facebook
27 12.2%

60 23.5%

Snapchat
11 5.0%

5 2.0%

None of
the above

0 0%
0 0%

Pinterest
8 3.6%
10 3.9%

Other
20 9.0%

5 2.0%

18-24 yrs 25+ yrs

Instagram

Social media has no 
impact on my beauty 

purchase decisions

Facebook

Snapchat

Pinterest

Other

122 8.0%

9 0.6%

133 7.4%

575 37.7%

81 5.3%

624 40.9%

35 and up
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Similarly, Gen Z is the sole age cohort for whom social media 
influencers play a substantial role when it comes to new product 
discovery and consideration. Close to 45% of Gen Z beauty buyers 
say they pay attention to influencers, compared with 25% for 
Millennials — a difference of fully 20 percentage points — and less 
than 20% for shoppers aged 35 and up.

Gen Z purchases widely — including 
with specialty brands

When it comes to completing beauty purchases, one trait 
surprisingly common to all age groups is the abiding preference for 
stores. Fully 70% of shoppers in both the Gen Z and Millennial age 
groups say they buy primarily in stores versus online, a difference 
of just 3 percentage points when compared with older shoppers. 

The ability to see and try beauty looks in-store, coupled with 
unique store experiences, the availability of knowledgeable staff 
experts, and the immediacy of purchasing are all reasons stores 
are attractive to younger shoppers.

How have social media influencers impacted 
your beauty purchases in the past?

18-24 yrs

25+ yrs

99
44.8%

66
25.9%

122
55.2%

189
74.1%

They do not have 
an influence on my 
decisions process

Influencers have 
impacted my beauty 
purchase decisions

M
ill

en
ni

al
s 

vs
. G

en
 Z

'e
rs

286
18.8%

1238
81.2%

They do not have 
an influence on my 
decisions process

Influencers have 
impacted my beauty 
purchase decisions

35
 a

nd
 u

p

https://geteuclid.com/2018/04/11/millennial_shopper_expectations/
https://geteuclid.com/2018/04/11/millennial_shopper_expectations/
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While stores overall are widely preferred, different age groups 
rely on different retailers for their beauty needs. Close to 
40% of shoppers ages 35 and up head to Walmart for beauty 
purchases; drugstores come in a distant second, at 16.7%.  

While Walmart is also the top pick for Gen Z and Millennials, 
the preference isn’t as strong, at 25%; Target comes in a close 
second, with 18% of Gen Z and 22% of Millennials selecting it 
as the beauty favorite. 

When shopping for beauty products offline (in-store), which store do you prefer? Please select one.

Ulta
25 11.3%

17 6.7%

Target

Drugstores
(e.g. Rite Aid, Walgreens, etc.)

41 18.6%
56 22.0%

Walmart
57 25.8%

63 24.7%

Other

Specialty
 (e.g.  Salon, Dermatologist, etc.)

5 2.3%
13 5.1%

Sephora
24 10.9%

26 10.2%

15 6.8%
12 4.7%

Costco
7 3.2%

7 27.7%

None, I prefer to 
shop online

16 7.2%
19 7.5%

31 14.0%
42 16.5%

None of the above
0 0%
0 0%

Millennials vs. Gen Z'ers

Ulta

Target

Drugstores
(e.g. Rite Aid, Walgreens, etc.)

Walmart

Other

Specialty
 (e.g.  Salon, Dermatologist, etc.)

Sephora

Costco

None, I prefer to 
shop online 114 7.5%

92 6.0%

40 2.6%

167 11.0%

255 16.7%

51 3.3%

607 39.8%

81 5.3%

117 7.7%

35 and up18-24 yrs 25+ yrs
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Moreover, specialty beauty sources make a strong showing 
with younger consumers. More than 1 in 4 Gen Z shoppers 
prefer outlets such as Sephora or salons, compared with just 
15.6% of older shoppers — suggesting that investments in 
store experiences such as augmented-reality try-on tools 
can pay off.

Gen Z’s eclectic purchasing preferences are also evident 
when they shop online, where they sample more from 
specialty sites than any other age group. 

Together Walmart and Amazon account for some 50% of 
spending by those 35 and up; Millennials have the strongest 
affinity to Amazon, with 37% choosing it as their top beauty 
destination, with Target and Walmart together accounting for 
the next 25%.

When shopping for beauty products in-store, 
do you use your mobile device to compare 

store products with those online?

18-24 yrs

25+ yrs
108
48.9%

134
x.x%

113
51.1% 121

47.5%

NoYes

M
ill

en
ni

al
s 

vs
. G

en
 Z

'e
rs

528
34.6%

996
65.4%

NoYes

35
 a

nd
 u

p
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But fewer than 1 in 3 Gen Z shoppers favors Amazon, and 
Sephora rather than Target occupies the number three position. 
Ulta and brand manufacturer websites similarly attract higher 

percentages of Gen Z shoppers than any other age segment, 
suggesting that specialty beauty merchants can gain a 
foothold among young shoppers.

When you shop for beauty products online, which website do you prefer to use? Please select one.

Target
57 5.6%

86 8.8%

Brand Website
(e.g. Glossier, NARS)

35 3.4%
23 2.4%

Sephora
76 7.4%

36 3.7%

Other Beauty Retailer
 (e.g. Net-a-Porter, DermStore)

26 2.5%
20 2.1%

Walmart
244 23.8%

205 21.0%

Amazon
71 32.1%

95 27.3%

Ulta
85 8.3%

33 3.4%

None, I prefer to 
shop in-store

203 19.8%
174 17.9%

Costco
4 0.4%

29 3.0%

Other
84 8.2%

49 5.0%

Millennials vs. Gen Z'ers 18-24 yrs 25+ yrs

Target

Brand Website
(e.g. Glossier, NARS)

Sephora

Other Beauty Retailer
 (e.g. Net-a-Porter, DermStore)

Walmart

Amazon

Ulta

None, I prefer to 
shop in-store

Costco

Other

296 19.4%

121 100.0%

35 2.3%

366 24.0%

45 3.0%

28 1.8%

89 5.8%

66 4.3%

387 25.4%

91 6.0%

35 and up
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Big Spenders Buy More, 
and More Often, Online
The conventional wisdom is that luxury buyers prefer offline 
shopping, both because they hesitate to buy big-ticket items 
on the Internet and because it’s easier to appreciate the value 
of premium materials in person, with valet-style service an 
added bonus. Indeed, McKinsey & Co’s latest forecast predicts 
just 12% of luxury sales will take place online by 2020, whereas 
eCommerce accounts for close to 15% of all sales already in the 
retail sector overall. 

But when it comes to the beauty category, top spenders tend 
to buy online more frequently than other consumers. Whereas 
just 27% of survey respondents overall reported buying beauty 
products primarily online, that percentage jumps to nearly 46% of 
consumers who spend $50 or more each month on beauty items. 

https://www.mckinsey.com/industries/retail/our-insights/luxury-in-the-age-of-digital-darwinism
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Furthermore, top spenders are tolerant of higher product prices, 
including luxury brands. While more than a quarter of beauty 
shoppers across the board seek free shipping when shopping 
online, product price is the chief concern for just 27% of top 
spenders, compared with 41% overall. 

Instead, top spenders prioritize the breadth of product assortment 
and the inclusion of free samples, and close to 11% say they value 
loyalty rewards — double the percentage of survey takers overall.

When shopping online for beauty products, which website 
feature do you find most valuable? Please select one.

Other 11 3.4%

Low prices 87 27.1%

Samples 42 13.1%

Loyalty rewards 35 10.9%

A large catalog 
of products 54 16.8%

Free shipping on 
all eligible orders 92 28.7%

$5
0+
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Other 77 3.8%

Low prices 824 41.2%

Samples 195 9.7%

Loyalty rewards 112 5.6%

A large catalog 
of products 245 12.2%

Free shipping on 
all eligible orders 548 27.4%
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Frequency drives spending — 
including by subscription
 
Top beauty spenders don’t just buy at higher price points; they also buy 
more frequently. Fully 40% of top beauty spenders make purchases 
online at least monthly — compared with 21% of respondents overall. 

How often do you purchase beauty products online? 
This includes skincare, haircare, and bath/body products.

0 0%

32 10.0%

97 30.2%

121 37.7%

Rarely 
(1-2 times per year)

Occasionally
(3-5 times per year)

Regularly
(at least once a month)

Frequently
(at least once a week)

I don't purchase beauty 
products online

71 22.1%

$5
0+
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0 0%

66 3.3%

354 17.7%

596 29.8%

Rarely 
(1-2 times per year)

Occasionally
(3-5 times per year)

Regularly
(at least once a month)

Frequently
(at least once a week)

I don't purchase beauty 
products online

985 49.2%
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Not surprisingly, then, subscription services such as Dollar Shave 
Club and Ipsy are far more popular with top spenders than with 
beauty buyers overall. More than 35% of top beauty spenders report 
they’re currently enrolled in or have tried a subscription service, 
compared with 24% of beauty consumers overall. 

Which of the following best describes your subscription 
box (e.g. Birchbox, Ipsy) purchasing habits?

207 64.5%

47 14.6%

I have purchased 
them in the past

I am currently subscribed 
to one or more

I have never subscribes to 
beauty  product subscription box

67 20.9%
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1515 75.7%

163 8.1%

I have purchased 
them in the past

I am currently subscribed 
to one or more

I have never subscribes to 
beauty  product subscription box

323 16.1%
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Top beauty spenders also tend to frequent more stores and websites 
than consumers overall, with more than 57% saying they shop at 2 
to 4 outlets monthly for beauty products. By contrast, the majority 
of consumers overall say they shop at a single source for beauty 
products each month. Whereas consumers overall favor Walmart

 and, online, Amazon, top spenders buy from Target more often, 
and additionally favor speciality outlets such as Sephora and Ulta, 
as well as buying direct from manufacturers online and from spas 
in person.

When you shop for beauty products online, which 
website do you prefer to use? Please select one.

Target

Walmart

Sephora

Ulta

Costco

Brand Website 
(e.g. Glossier, NARS)

Amazon

Other beauty retailer
(e.g. Net-a-Porter, DermStore)

None
I prefer to shop in-store

Other

40
12.5%

22
6.9%

37
11.5%

31
9.7%

2
0.6%

11
3.4%

92
28.7%

11
3.4%

51
15.9%

24
100.0%

449
22.4%

143
7.1%

112
5.6%

118
5.9%

33
1.6%

58
2.9%

532
26.6%

46
2.3%

377
18.8%

133
100.0%

$50+ spenders All Respondents



352019 Tinuiti Beauty Study

None, I prefer to 
shop online 36 11.2% 149 7.4%

Other 23 7.2% 110 5.5%

Specialty
 (e.g.  Salon, Dermatologist, etc.)

22 6.9% 67 3.3%

Target 34 10.6% 264 13.2%

Drugstores
(e.g. Rite Aid, Walgreens, etc.) 39 12.1% 328 16.4%

Costco 6 1.9%

Walmart 82 25.5% 728 36.4%

Sephora 40 12.5% 131 6.5%

Ulta 39 12.1% 159 7.9%

$50+ spenders

None, I prefer to 
shop online

Other

Specialty
 (e.g.  Salon, Dermatologist, etc.)

Target

Drugstores
(e.g. Rite Aid, Walgreens, etc.)

Costco 65 3.2%

Walmart

Sephora

Ulta

$50+ spenders

When shopping for beauty products offline (in-store), 
which store do you prefer? Please select one.
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Conclusion: 
Next Steps for Success
Taken together, the results of the survey should give beauty manufacturers and 
retailers plenty of reason to take heart. To be sure, competition is intensifying, and 
investment is needed to attract and engage beauty shoppers. But new audiences 
and new touchpoints give sellers more opportunities than ever to succeed. 

Everyone needs an Amazon strategy. 

Across demographics and touchpoints, Amazon.com has quickly risen to rank 
alongside Target and Walmart as a household name for beauty products. At the 
very least, the online giant’s expansion in the category merits a close watch — and 
depending on their individual business models and audiences, merchants should 
also consider whether to use Amazon’s mass platform for visibility and sales. 

“Many online shoppers already have a deep loyalty to shopping on Amazon and are 

Amazon Prime members, which makes them much more likely to click on a products 

being advertised by Amazon. If a shopper knows they can get free two day shipping 

and the unmatched customer service experience they get with Amazon, they will often 

choose them over lesser known retailers.”

Pat Petriello
Head of Marketplace Strategy
Tinuiti
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The decision to open for business on Amazon’s third-party 
marketplace is tricky to navigate. As the source of 50% of 
Amazon’s sales, the marketplace gives beauty merchants potential 
mass exposure with new audiences. 

But with Amazon owning the customer relationship and potentially 
using third-party sales data to identify new categories to own, 
marketplace sellers need a discerning strategy to ensure optimal 
performance. Exclusive beauty collections and kits, as well 
as product offerings targeted at the younger shoppers who 
overwhelmingly rely on Amazon for their beauty needs, are 
potential strategies that can build brand awareness and affinity 
without cannibalizing direct sales. 

Sellers who do take the marketplace plunge can further boost 
visibility through Amazon’s Sponsored Products program, which 
is quickly becoming a top digital advertising channel. Given that 
Amazon is now the top destination for shoppers starting their 
product research — beating out even Google — the program’s 
popularity is soaring, requiring a thoughtful bidding strategy.

Download: The 2019 Amazon Ads Guide

Advanced Advertising Tactics for 

Top-Performing Vendors and Sellers

https://tinuiti.com/content/guide/the-2019-amazon-ads-guide/
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Court men to win new business.
 
Men make up a larger proportion of the most frequent online beauty 
buyers, but you wouldn’t know it by looking at most beauty websites, 
which tend to lump all men’s products together in a minor category. 
With most men sticking to Amazon and mass merchants, beauty 
sellers taking a more expansive approach have an opportunity to 
win brand trust and sales.

In addition to taking an inclusive approach to product categories 
and merchandising, beauty brands and retailers can also engage 
male shoppers with relatable content and step-by-step buying 
guides that demystify purchasing. Manufacturer Dove courts male 
shoppers with paid search ads offering grooming guidance that link 
to step-by-step instructions and sidebar content on topics such as 
body washes and shaving techniques.
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Treat mobile as mainstream — for 
online and offline shoppers

Close to 40% of shoppers overall use mobile devices to shop for 
beauty products, and the percentage tops 50% for consumers 
under the age of 35, so merchants should invest in mobile offerings 
to ensure content is engaging and the mobile purchase process is 
seamless. 

“People are becoming more comfortable with shopping on mobile. 

Frictionless checkouts, larger screens, and investments in mobile-

friendly website experiences are powering this trend.” 

Retailers such as Sephora that offer virtual try-on tools are winning 
engagement from younger shoppers and top spenders, so cutting-
edge mobile investments can help merchants connect with target 
audiences. Mobile search and display ads can also connect brands 
and retailers with these key beauty audiences, whose purchasing 
habits are diversified across multiple outlets and websites.

Josh Brisco
Senior Director, Growth Media
Tinuiti
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Beauty retailers should also fully integrate mobile into store 
experiences. A third of all shoppers  are already conducting 
research on their phones in the aisles, so merchants should 
take advantage of the opportunity by providing connectors 
to online content and reviews and offering store shoppers 
exclusive mobile coupons for redemption at the point of sale.

Replenishment is a 
golden opportunity

The percentage of top beauty spenders who rank loyalty 
programs as the most important website offering is double 
that of consumers overall — signaling that merchants can 
realize growth through timely, relevant retention efforts. Beauty 
products are a natural fit for triggered replenishment reminders, 
so merchants should invest in personalization and messaging 
tools that automate re-engagement offers. 

“Customers often use the cart as a way to gather a ‘wish list’ 

items, but the key is to get them back to the site where they can 

shop all items of interest. Product recommendations are central 

to driving this additional engagement and conversion activity.”

Stacy Strom
Senior Strategist, CRM & Email
Tinuiti
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Loyalty clubs offer still another opportunity to re-engage shoppers, and should 
cater to omnichannel shoppers with seamless online/offline functionality. 
For brick-and-mortar beauty retailers, VIP services and exclusive events can 
provide the relevant, in-depth experiences shoppers increasingly expect from 
store visits. 

Engage with social media strategically

Direct return on investment for social media has always been tricky to identify, 
and the results of the survey suggest that the majority of beauty buyers look 
elsewhere for beauty product information. With Facebook leading in overall 
social media popularity for beauty buyers, supporting a presence on the 
platform makes sense — but with organic visibility on the decline, strategic paid 
placements are a must to engage with relevant audience segments.

The exception to the rule is Generation Z, for whom social media isn’t just 
important — it’s the leading source of new product ideas and inspiration. 
And 18-to-24-year-olds rely significantly more on social media influencers to 
shape purchasing habits. Beauty sellers who cater to this rising generation 
of consumers would do well to monitor social media usage habits closely 
and follow their core audiences onto cutting-edge social platforms such as 
Instagram, Snapchat, and TikTok. 

To succeed on these mobile-first, image-oriented networks, merchants need a 
storehouse of visual content and an effective mobile presence — making social 
investments just the tip of the iceberg when it comes to a comprehensive 
engagement strategy for young audiences. 

Download: The Brand’s Guide To Creative 

Performance On Facebook & Instagram

How to Design, Test, and OptimizeYour 

Creative on Facebook & Instagram

https://tinuiti.com/content/guide/brands-guide-to-creative-performance-on-facebook-instagram/
https://tinuiti.com/content/guide/brands-guide-to-creative-performance-on-facebook-instagram/
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Survey Audience 
& Methodology
We surveyed 2,001 online respondents ages 18 - 65 between April 10, 2019, and 
May 5, 2019,  via the Survata platform. All respondents were screened with the 
question “How often do you purchase beauty products online?” and those who 
don’t buy beauty products online at all did not participate. 

The vast majority of participants (79%) said they purchase beauty products online 
between one and five times per year, while 21% of respondents were frequent 
buyers who make beauty purchases at least monthly.

Methodology Details

This survey was commissioned by Tintuiti and conducted by Survata, an 
independent research firm in San Francisco. Survata interviewed 2,001 online 
respondents between April 10, 2019, and May 5, 2019. Respondents were reached 
across the Survata publisher network, where they take a survey to unlock premium 
content, like articles and ebooks. Respondents received no cash compensation 
for their participation. More information on Survata’s methodology can be found 
at survata.com/methodology.
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Take the Next Step

Tinuiti’s Amazon Audit is a complimentary 60-minute analysis and  
assessment of brand's existing Vendor Central account, advertising programs, 

product order (PO) volume, and profitability metrics.

Schedule Your
Amazon Strategy Evaluations

SCHEDULE MY EVALUATION SHOW ME MORE

https://tinuiti.com/what-we-do/our-services/marketplaces-amazon/?utm_source=tinuiti&utm_medium=guide&utm_campaign=Tinuiti%202019%20Beauty%20Study
https://tinuiti.com/content/?utm_source=tinuiti&utm_medium=guide&utm_campaign=Tinuiti%202019%20Beauty%20Study

