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The beauty path to
purchase is becoming
more complex
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Physical stores matter most for driving awareness. Stores remain the top channel for new
beauty product discovery by far, per our 2024 US Consumer Path to Purchase survey. But
online, social media platforms outrank multibrand retailers’ digital channels in driving product
discovery, with the most pronounced impact among Gen Z shoppers.
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Stores Are the Top Channel for Beauty Product
Discovery, While Social Media Leads Digital
% of US shoppers, June 2024

Q: Think about the new beauty brand/products you purchased.
Where did you first see or hear about them? Select all that apply.
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Social media 28.6% <— rate was 42.4% among
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Multibrand retailer
website/app

26.6%

Search engine 18.7%

Brand's official
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website/app 174%

Friend/family or
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word-of-mouth 129%

Note: n=402 who purchased a new beauty brand or product; top 6 responses shown
Source: EMARKETER Survey, "US Consumer Path to Purchase,” July 2024
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Quality ranks alongside price as a top factor driving conversion for beauty shoppers. This is
a departure from most other categories covered in our US Consumer Path to Purchase
survey, where price tends to lead by a wider margin. But the share of beauty consumers who
ranked price as a driving factor increased by 4.3 percentage points over our 2023 survey.

Trusted recommendations matter to beauty shoppers. After price (39.6%), quality (36.9%),
and discounts (33.2%), positive online ratings and reviews are the next most important factor
(23.3%) driving conversion among beauty product shoppers. Celebrity and influencer
endorsements matter more to beauty buyers than other categories (16.2%).

Influencers have significantly more sway among Gen Z and social shoppers. Gen Z
consumers are more than 2.5 times as likely to be swayed by celebrity and influencer
endorsements of beauty products (30.1% versus 12.1%), per our Path to Purchase survey. Half
of social shoppers in our US Social Commerce survey reported purchasing a beauty product
as a result of creator/influencer content.
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https://forecasts-na1.emarketer.com/60b92b81b7de1e11686b68d3/5e700771c3317b012c8f34e0

Creators Have the Most Sway in Driving Fashion
and Beauty Purchases
% of US social shoppers, March 2024

Q: What product categories have you purchased after
seeing/because of/based on content from a creator/influencer?
Select all that apply.

Clotning _ oL3%
BeaUty _ 1.9.8%

Accessories 43.6%
Food & beverage 24.4%
Consumer electronics 22.7%
Health & personal care 221%
Shoes 17.2%
Furniture & home goods 14.7%

Note: n=598 who have ever made a purchase after seeing/because of content that
was produced by a creator/influencer; top 8 responses shown
Source: EMARKETER Survey, "US Social Commerce," March 2024
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Read the full report, Beauty Ecommerce 2025.
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Beauty Ecommerce

Beauty Ecommerce 2025 2029
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