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Words that Woo Her to Try a New Skincare Brand

Gen Z Millennials Gen X Baby Boomer
Age Al (18 - 24) (25 - 38) (39 - 53) (54+)

#1 Affordable Affordable Affordable Anti-aging Anti-aging
(61%) (76%) (63%) (70%) (79%)

#2 Anti-aging Multi-benefit Multi-benefit Affordable Affordable
(52%) (40%) (46%) (54%) (58%)

#3 Multi-benefit Natural Anti-aging Multi-benefit Multi-benefit
(45%) (32%) (41%) (46%) (44%)

#4 High-quality High-quality High-quality High-quality High-quality
(34%) (35%) (35%) (33%) (36%)

#5 Proven Proven Proven Proven Proven
(31%) (30%) (30%) (31%) (33%)

Her Natural/Organic Skincare Use /7, <™ Skincare Brands

* 53% use organic and natural beauty/ A4 \ )\ . She Knows
personal care products -

e 48% use both name and generic '\ * 91% Olay
natural/organic brands WO e 90% Bare Minerals

® 42%0 use only name brand organic/ ' e 89% Neutrogena
natural products & e 88% Clinique

* 87% Avon/Biore/L'Oreal
Those Who Do Not Use Natural/Organic * 85% Estee Lauder/

Burt's Bees
e 48% don't natural/organic beauty/personal care products e 81% Clean & Clear/

e 58%o are very interested in trying organic/natural products Clearasil

e 929 want to try a name brand natural/organic product e 80% Lancome/Cetaphil/
St. lves

e 78% Mary Kay

B - 76% MAC
Why She Uses Natural/Organic [ A=

Beauty/Personal Care Products [ zey S Ssusier sipm

e 73%0 no harmful ingredients e 69% Elizabeth Arden
e 72% better for my skin's health e 68% CHANEL

e 75%0 want to try generic natural/organic product

e 48% more environmentally e 65% Bobbi Brown/Dior
responsible * 62% Murad/
e 40% the products work for me Philosophy/RoC

e 60% Benefit/The Honest
Company

Where She Learns About Skincare e 59% Nars

e 60% samples e 58% Origins

¢ 50%0 recommendations from friends/family e 56% Clarins

® 50% social media e 55% L'Occitane/Tarte
* 42% influencers/beauty bloggers = . Lush

e 329%b search engine/ Google Pl &

e 289% magazines

Skincare Brands She
Uses Now

e 28% Neutrogena/Olay

e 22% |'Oreal

e 18% Clinique

e 17% Burt's Bees

e 16% Biore/Clean & Clear
14% Cetaphil

12% Bare Minerals/
St. lves

11% CeraVe

She’s Socially Connected

44°%o uses social media daily to post, comment, etc.
46%o look around and post only sometimes

Social Media Usage

Age Facebook Instagram YouTube Twitter Pinterest Snapchat

Several 14% 44% (7 1% 32% 23% 24% 22% (57°/o

times a day Gen 2) Gen 2)

Once a day 9% 12% 14% 10% 11% 1%

Several times 5% 9% 21% 10% 19% 9%

a week

Once a week 3% 5% 9°/o 6% 10% 50/0

Once every 2% A% 9% 6% 10% 5%

few weeks

Once a month 20/0 70/0 90/0 90/0 12°/o 70/0

or less

Never 5% 19% (41 % 1% 36% 15% 45% (750/0
Boomers) Boomers)
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Call 703.871.5300 isit
CLICK HERE TO VISIT OUR NEW WEBSITE to banchmarkingcompany.com or

learn how TBC can help brands get to know info@benchmarkingcompany.com

consumers better through research and for information on Beauty Product

consumer in-home use testing. Testing and specialized beauty
consumer research.

theBenchmarkingCompany
Beauty & Personal Care (Consumen Research

Data based on an original survey of 4,641
US women aged 18+, conducted in
September 2018.



