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Markets Measured
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Uncover blind spots and stay ahead of emerging trends
with a holistic view of beauty consumers
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Understand the purchase drivers within the full

omnichannel marketplace with more coverage: Beauty Supply,

Department Stores, Drug, Grocery, Dollar, Mass, Club, Specialty, Direct to
Consumet.....

@ Innovate to meet the ever-changing consumer

demand from sustainability claims, search terms to pack sizes

Win the digital shelf, improve sales performance and
N I Q retailer collaboration through predictive analytics from cutting-edge
profitability, assortment, supply chain Al solutions

Our promise

NielsenlQ delivers the Full View, Execute successful, data-driven strategies with access to
the world’s most Complete and global, beauty industry experts and thought leaders

clear understanding of consumer
buying behavior that reveals
new pathways to growth.
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Indies move beauty forward with
authenticity and innovation
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Indie Beauty Continues to be an Industry Growth Driver

L52 Manufacturer Performance - (L52 wks, $95.5B +9.6%)

Indie growth brands to watch

$share, $ % chg vs YAG

Top 11-20, 9.0%
+2.2%

+6.4%

Top 6-10, 9.9%

Top 1-5, 34.1%
+9.5%

Remaining

Conglomerates, 11.2%

+6.8%

=

Private Label,
3.9%
+2.7%

31.8%
+15.0%

Indie Brands,

+ 22.3%

thrive

causemetics

+85.1%

PEACH & LILY +87.7%

+93.8%
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Indies dominate in Cosmetics and Facial Skin
Care categories

$ share by ownership

26.7%

Cosmetics and Hair Care Facial Skin Fragrance
Nail Care

m Private Label mConglomorate ®Indie

Source: NielsenlQ Omnishopper Total US Panel;; L52 WE 05/20/2023
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Indies are reinventing every aspect of the product lifecycle

Product
* Speed to Innovation Lo . .

* Specialized and niche offerings ,*

. .

* Tackling taboo topics . .

. .
. .
. .

Route to Market Communication
e Omnishopping - . * Social Media
* Direct to Consumer * Personalized outreach
* 3P marketplaces . ¢ * Founder involvement
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Indies Propel Beauty’s Hottest Growth Themes to Push Boundaries and Promote Inclusivity

Ingredient Led Reframing Aging Mental Health

Source: NielsenlQ RMS Total US xAOC L52 weeks ending 5/5/23
Source: Label Insights Emerging Attributes Feb 2023-May 2023
Source: NielsenlQ Annual Shopper Health Survey, 2022
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Expanded Routes to market provide new
options for visibility

Online reaches 40% of beauty sales

Direct to consumer beauty $6.7B

3P marketplaces on major ecomm

websites

Indies make up 49% of online BPC sales

vs 21% of instore sales
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Leveraging social for direct communication with customers, influencing path to purchase

» The average US adult spent 48 minutes a
day on Tik Tok in 2022

in a Mini Cream Deo | ‘
- Tube? &

* Influencer marketing spend jumped 12.2%
=5 N in the US in 2022
* 71% of Gen Z consumers and 52% of

Millennial consumers are likely to purchase

a beauty they found from TikTok
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Meet Your
Panelists
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Thank You!
For more information, get in touch!

Anna Mayo

Anna.Mayo@nielsenig.com

https://www.linkedin.com/in/anna-mayo/

NielsenlQ Beauty
and Personal Care

Seaut

INNER CIRCLE

https://nielsenig.com/global/en/landing-page/beautys-inner-circle/ https://niq.com/beauty
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