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By SARAH JONES

Consumers today are placing a greater importance on taking care of their skin, turning to makeup that offers more
than just cosmetic benefits.

NPD Group's "2018 Makeup In-Depth Consumer Report" found that nine in 10 U.S. women that use makeup have
applied cosmetics infused with skincare. Consumers are taking a more proactive approach to beauty, looking for
products that will help them achieve healthier skin instead of using makeup as a means to conceal issues.

"Makeup continues to perform well, as our study found that more women are using it and they are also using more
products, on average, in a typical day compared to two years ago," said Larissa Jensen, executive director and
beauty industry analyst at The NPD Group, Port Washington, NY.

"At the same time, the consumer mindset today places greater emphasis on taking care of the skin in order to prevent
flaws, rather than covering up flaws as they appear," she said. "Consumer expectations of makeup products have
heightened as a result of skincare's influence on format and efficacy."

Skincare meets beauty
According to NPD's report, women's top reason for using makeup continues to be enhancing their looks. However,
the report found that consumers are increasingly using cosmetics to even out their skin tone.

Compared to previous years, more consumers are also using products to feel younger or achieve more confidence.
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Too Faced collaboration with vlogger Laura Lee. Image credit: Too Faced

Reflecting this, many women choose products that offer benefits such as reducing redness or fine lines and
wrinkles. More foundation users are also opting for pore minimizing formulas as women seek out more flawless
complexions.

Sixty-two percent of women have opted for cosmetics that moisturize, an increase of 4 percentage points from
2016's survey.

While women are choosing formulas that do double duty, these products are not supplanting skincare. Instead, the
majority of consumers are using skincare and makeup that offer the same benefits, doubling up.

Some luxury beauty brands have fused skincare and makeup.

Dior originally created Lip Glow in 2009 as the brand's first color reviver lip balm. The mango butter-infused
formula provides a customized flush of pink and 24 hours of moisture.

A popular product for Dior, a tube of Lip Glow is sold every three seconds (see story).

Chanel similarly offers moisturization in its Les Beiges Sheer Healthy Glow Moisturizing Tint. Meanwhile, Este
Lauder's Perfectionist Youth-Infusing Serum Makeup offers anti-aging properties such as firming, and Lancme's
Rnergie Lift Makeup Foundation also promises younger looking skin with a line blurring formula.

Chanel Les Beiges Sheer Healthy Glow Moisturizing Tint

Skincare labels have also branched out into cosmetics, tapping into women's desires for multifaceted products.

Switzerland's La Prairie recently launched Skin Caviar Essence-in-Foundation, the first compact foundation infused
with caviar water. Reflecting its skincare focus, La Prairie debuted its makeup with tips and tricks that centered on
perfecting skin before applying cosmetics (see story).

La Prairie Skin Caviar Essence-In Foundation. Image credit: La Prairie

Este Lauder Cos.' Crme de la Mer also introduced its vision of beauty beyond skincare with the launch of its first
cosmetics range in 2016.

La Mer's first foray into cosmetics used its skincare expertise as a bedrock in developing three products and two
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tools. With a cult following, and the cosmetics industry booming, it was a natural progression of the La Mer brand to
establish its own line of skincare-based cosmetics (see story).

Beauty boom
Social media is catalyzing growth in the $237 billion beauty sector by fueling consumers' interest in their
appearance and their desire for self-expression, according to a report from Fashionbi.

Makeup, which saw a record growth of 8.4 percent in 2016, has been the main source of the cosmetic industry's rise
over the last five years. Fashionbi's "The Art of Selling Beauty" notes that aside from makeup, digital is  driving the
sector's acceleration, as more beauty products are purchased online (see story).

Within beauty, prestige skincare is behind much of the category's growth in the U.S. so far this year, according to
NPD. While cosmetics are up 1 percent, high-end skincare has seen a 13 percent increase year-over-year.

The global premium cosmetics market is expected to exceed $126 billion by 2019, according to a report by
Technavio.

Over the forecast period, global premium cosmetics will grow at a compound annual growth rate of 4 percent due to
the high amount of new products introduced throughout the sector. Customization and personalization of fragrances
and skincare products have played a particularly large part in the sector's continuous growth (see story).

"Skincare has created a winning story around ingredients, innovation, wellness and great skin at any age," Ms.
Jensen said. "Makeup brands and manufacturers are tearing a page from skincare's playbook by leveraging skincare
positioning in their own product offerings.

"This is a step in the right direction, as I expect the interaction and shared learnings between these two emotional
categories will prove mutually beneficial," she said.
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