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Introduction:

The beauty industry is fast moving, innovative, and consumer driven. The desire for new ingredients, new science and innovative, more efficacious
formulations and formats, is high. Beauty products are more important than ever in our daily lives, contributing not only to our appearance but also
important self-care and mental wellbeing, with 85% of UK adults classing cosmetics and personal care products as essential to their lives'. How does
nutrition, fitness, the external environment and product contribute to a consumer’s skin lifetime legacy? The omnichannel retail environment and
digital technology provide new opportunities for consumer engagement, teaching consumers how to use products for optimal effects. To ensure
that the industry continues to thrive, by providing the consumer with products perfectly matched to their needs, requires a complete understanding
of today’s beauty buyer.
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information was gathered from a broad variety of
sources and critically appraised according to the
method described by Rohit Bhargava?. For strand 2,
of the project a web-based consumer survey was
conducted with Cutest Ltd. on a panel of female
subjects aged 18 years or over, who were facial
skincare users and UK residents.
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Conclusion:

95% of consumers surveyed indicated that the
scientific credibility of a product, and the story
which surrounds it, is an important part of the
purchasing decision. Consumers want to buy
products which authentically meet their

Despite the shift away from anti-aging, the A key future need for skincare is products that are In terms of purchasing motivation, the longevity of a demand for science led skincare. They are also
appearance of wrinkles is the primary future skin matched to, and align with, the life stage the user product's effect is valued higher than fast acting or
concern highlighted during this survey, followed by is at. Expect to see more products almed at for instant products. The importance of scientifically aware Of th eim pa Ct Of 3 b u Sy; St ressfu I | Ife Styl e
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down from facial care. and overcome this. Consumers are increasingly

looking for new and innovative science stories
and claims, but these must be grounded in a
way that enables the science to be believable
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Importance of Scientific Credibility to Buying Decision
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259 P engagement from the start and builds trust that
Yook the product will deliver. Claims and stories must
o be fact based, accurate and believable and
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