
Gen Z x Alpha's 
Beauty Attitudes 



ABOUT US



A  F E W  O F  O U R  
B R A N DS 



95%
Seek reviews 

before purchase

What Makes Gen Z Different

59%
Read product 

pages

49%
Learn about 

products from F&F 
or TikTok & Insta



Gen Z Purchase 
Drivers

83% 
Demand Efficacy

72% 
Price

45% 
Positive Product Reviews

Interestingly, only 17% stated natural ingredients, 
and 15% stated cruelty-free are in their top 3 most 
important considerations when purchasing a new 

product. 



Brands Gen Z Uses



Gen Alpha: Early Bloomers



What Drives Gen Alpha’s Interest

31% of parents say they have at least one child who is 
self-described as “obsessed” with a specific brand

•

•

•

•

•



What “Kids” Are Into These Days



Brands Kids Like

(50%) (28%)(31%)

(27%) (23%)(25%)



Selfie-Ready Skin



The Spend Power

Solve this equation

# of gift cards from $25-$100 per card
(Sephora, Ulta, Amazon, Target, Bath & Body Works and more

X 3 relatives + 5 friends
x 2 holidays (Birthday, Winter Holiday) 



Parental Concerns

Too Soon for Powerful Ingredients



Brands Parents Trust



Brand Considerations & 
Strategies

•

•

•

•

•

•



Contact Us
11710 Plaza America Drive, Reston, VA 

703.871.5300

www.benchmarkingcompany.com

info@benchmarkingcompany.com

jenn@benchmarkingcompany.com

denise@benchmarkingcompany.com
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