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This report aims to provide a holistic perspective 
of consumers in the GCC region, with a 
comprehensive understanding of their thoughts, 
feelings and behaviors towards the beauty 
category. 

The methodology of the study included a 
quantitative study with 2,600 beauty consumers, 
a 4-day ethnography with 30 participants and 15+ 
expert interviews. The countries covered included 
UAE, KSA and Kuwait.
 

METHODOLOGY

Decoding 
THE BEAUTY 
CONSUMER 
IN THE GCC

UAE | KSA | KUWAIT
Market report
July 2023

DEFINING BEAUTY
The definition of beauty has changed in consumers’ 
minds. Consumers have shifted from “universal / 
European ideals” to defining ideal beauty as Arabic 
beauty, emphasizing their Middle Eastern features. 

01

Driven by prestige brands.

The FRAGRANCE category is 
an exception, where men 
shop 20% more often than 
women and spend 11% more. 

Emirati women spend twice 
as much as the average GCC 
female, with a stronger pref-
erence towards multi-brand 
beauty stores as the pur-
chase channel.

SKINCARE, BODYCARE 
and HAIRCARE are pri-
marily dominated by 
mass brands.

Premiumisation oppor-
tunities exist for 
HAIRCARE amongst 
Gen Z and locals, who 
show increasing prefer-
ence towards masstige 
brands.

Consumers choose face wash as the first step 
in their routine, and select products that are 
specific to their skin type (oily, dry, sensitive 
etc) rather than generalized products.

The main reasons for moisturizing 
are hydration and improving skin 
texture.

Sun protection is used daily, 
associated with a wide range of 
benefits (e.g. slowed aging, 
fewer dark spots, hydration).

Primarily driven by masstige 
brands (e.g. L’Oreal Paris) 
across all markets and age 
groups.

Consumers in KSA are the 
highest spenders on 
MAKEUP in the region.

In Kuwait SKINCARE 
and BODYCARE over 
index slightly driven by 
Gen z and nationals.

Most beauty categories are driven by female shop-
pers with an average spend that is 55% higher than 
men. The highest share of spend is within fragrance 
and makeup.

Consumers wish to have hydrated and glowing 
skin, without dark spots. They rely less on 
makeup to cover up imperfections and have 
adopted a simple 3-step skincare routine.

03 BEAUTY CATEGORIES

02 PURCHASING BEHAVIOUR

DARK LONG 
WAVY HAIR DARK BUSHY 

EYELASHES

LARGE, DARK EYES

SHARP NOSE

WELL-DEFINED 
JAWLINE

FULL THICK 
EYEBROWS

PLUMPED LIPS

Consumers want looks that are more “real” by expressing their 
unique beauty and features. They are thus declaring adoption  of 
lighter cosmetic adjustments that do not impact their 
individual beauty.

Increased importance is placed on “Internal Beauty” including 
health, wellbeing and self-esteem, and the impact this can have 
on external appearance.

Replacing Western beauty icons, consumers are now looking 
more towards local celebrities and influencers that celebrate 
Arabic beauty.

Simplicity means elegance

It’s all about the eyes

Glowing skin is a must for a glam look

SKINCARE
1

2
MAKEUP

CLEAN

MOISTURIZE

PROTECT

Consumers consider makeup as an artform, a creative process 
that is both functional and emotional, helping consumers to 
sharpen and highlight their Arabic beauty features.

Shopping for makeup is considered as a treat, to 
uplift consumers’ mood and self-confidence.

Makeup is the category to enhance beauty during 
“we-moments” i.e. making oneself beautiful for 
the outside world.

Makeup also satisfies “me-moments” i.e. using 
makeup routines as an enjoyable self-care practice 
to boost mental wellbeing and self-esteem.

FOUNDATION

CONCEALER

LIPSTICK

MASCARA

EYELINER

NAIL POLISH

EYESHADOW

Depending on the occasion, consumers will adopt distinct 
makeup routines to obtain their desired look:

Depending on the occasion, consumers decide between using 
high-end (out of home) or mass brands (in-home).

FOUNDATION Lighter, can be BB cream

CONCEALER Heavy coverage

MASCARA Can be colourful

EYELINER
Experimenting with new 
shapes, can be coloured

EYESHADOW Nude colors

HIGHLIGHTER

CONTOURING

LIPSTICK
Nude shades / lip balm / 
no lip makeup

Heavier with a stick and powder

Black, false lashes

Heavy coverage

Black / mainly traditional wings

Pigmented colours for smoky eyes

A must

A must 

Bold and powerful colours - red, 
pink, magenta, very bright

DAILY LOOK EVENTS / OCCASIONS

TOP PURCHASE DRIVERS

1. LIKED ITS SMELL
2. USED BEFORE

3. PREMIUM BRAND

SO
U

R
C

E
: D

ec
od

in
g

 t
h

e 
b

ea
u

ty
 c

on
su

m
er

 in
 t

h
e 

G
C

C
 (n

=2
71

0
), 

N
ov

 2
0

22
SO

U
R

C
E

: D
ec

od
in

g
 t

h
e 

b
ea

u
ty

 c
on

su
m

er
 in

 t
h

e 
G

C
C

 (n
=2

71
0

), 
N

ov
 2

0
22

SO
U

R
C

E
: D

ec
od

in
g

 t
h

e 
b

ea
u

ty
 c

on
su

m
er

 in
 t

h
e 

G
C

C
 (n

=2
71

0
), 

N
ov

 2
0

22
SO

U
R

C
E

: D
ec

od
in

g
 t

h
e 

b
ea

u
ty

 c
on

su
m

er
 in

 t
h

e 
G

C
C

 (n
=2

71
0

), 
N

ov
 2

0
22

SO
U

R
C

E
: D

ec
od

in
g

 t
h

e 
b

ea
u

ty
 c

on
su

m
er

 in
 t

h
e 

G
C

C
 (n

=2
71

0
), 

N
ov

 2
0

22
SO

U
R

C
E

: D
ec

od
in

g
 t

h
e 

b
ea

u
ty

 c
on

su
m

er
 in

 t
h

e 
G

C
C

 (n
=2

71
0

), 
N

ov
 2

0
22

TOP PURCHASE DRIVERS

1.

2.

3.

USED BEFORE

PREMIUM BRAND

WORD OF MOUTH SKINCARE is the only 
category where Word of 
Mouth ranks top 3 in reasons 
for purchase

BEAUTY IS DEFINED DIFFERENTLY ACROSS THE REGION

Women in the UAE consider 
themselves as trendsetters in the 
region and are exposed to a large 
variety of brands. 

They use makeup to create a simpler 
look that emphasizes their natural 
Arabic beauty.

Saudi women are the most engaged 
users of makeup and fragrance, and 
gain most of their inspiration from 
social media.

Their eyes take magnified importance, 
with many women using eye makeup 
to emphasise their beauty.

Kuwaiti women are highly aware of 
the latest trends through social media, 
but only follow trends that suit them 
individually.

They are more concerned than other 
countries about their skin condition 
wanting to maintain a hydrated and 
healthy appearance. At the same time, 
they are open to using injectables 
(still chasing “ideal looks”).

UAE 

KUWAIT

KSA

With a new definition of beauty taking shape, brands can 
position beauty products as tools to help women enhance their 
Middle Eastern features. Brand content should be tailored to 
the region, showcasing Arabic beauty.

Self-care is an increasingly important aspect of beauty. Brands 
can position themselves within a woman's self care routine, for 
example offering products with relaxing scents and nourishing 
ingredients to create an enjoyable experience.

BRAND RECOMMENDATIONS

FEMALES

FRAGRANCE

SKINCARE

BODYCARE

HAIRCARE

MAKEUP

WELLNESS*
*includes: Supplements and Vitamins

HOME FRAGRANCE

MALES

+55%

=$333/month=$215/month

$16

$31

$32

$32

$21

$83
/month

$74
/month

$63

$52

$47

$42

$28

$27

22%

19%

16%

14%

13%

8%

8%

7%

15%

15%

15%

10%

38%

FRAGRANCESKINCARE MAKEUP

BRAND UNIVERSE

TOP CHANNELS

HYPER/
SUPERMARKETS

BEAUTY STORES BEAUTY STORES

BEAUTY STORES

PHARMACIES

HYPER/
SUPERMARKETS

DEPARTMENT STORES

HYPER/
SUPERMARKETS

TRADITIONAL 
RETAILERS

42%

29%

24%

23%

58%

18%

24%

21%

7%

64% of males visit 
supermarkets most 
frequently for beauty 
purchases vs 37% of 
females.

For UAE nationals 
BEAUTY STORES ac-
count for 80% of 
their offline spend.

In KSA, TRADITIONAL 
RETAIL is the main pur-
chase channel with 
46% of spend share.

% Consumers purchasing brands within each universe in past 12 months 
(universe defined as Mass, Prestige, Masstige, etc)

% Consumers visiting each purchase channel most frequently, past 12 months

KEY BEAUTY TOUCHPOINTS FOR DISCOVERY OF BRANDS, BY MARKET

UAE 

#1

#2

#3

#1

#2

#3

#1

#2

#3

Word of Mouth
Social Media (Instagram & Facebook)
Flyers, Brochures & Catalogues

KSA

Word of Mouth
Social Media (Snapchat & Instagram)
Beauty Advisor / Sales Assistant

KUWAIT

Word of Mouth
Social Media (Instagram & YouTube)
Outdoor/In-mall advertising & In-mall events 

The top purchase driver for skincare is "used before", however 
when consumers can't find the product they have used before, 
they will likely switch to a new brand. Managing supply chain 
and stock is therefore important to maintaining and building 
consumer loyalty.

Brands can tap into growth opportunities for serums, toners 
and eye care, which currently have lower usage amongst GCC 
consumers compared to other global markets.

Consumers can find it difficult to navigate the skincare category 
due to the increased complexity of products on offer. Providing 
education and advice can help guide consumers to the routine 
that is best suited to their needs.
 
Education on ingredients and product usage, alongside 
communication of strong science-backed efficacy claims will 
be key to increasing engagement and penetration of skincare 
amongst the population.

BRAND RECOMMENDATIONS

RANKING OF TOP PRODUCT CATEGORIES PURCHASED IN THE PAST 3 MONTHS

79%

54%

46%

35%

31%

29%

25%

20%

MOISTURIZER

CLEANSER

SPF/SUNBLOCK

MASK

SCRUB

SERUM

TONER

UNDER-EYE CREAM

Brands can offer specialised makeup products and education on 
techniques that help consumers enhance their unique Arabic 
features.

From heavy use of makeup for “we-moments” to more routine, 
wellness focused “me-moments”, brands can position products 
to address differing consumer motivations for makeup usage.

BRAND RECOMMENDATIONS

Consumers link nice scent to hygiene, and maintaining a good 
smell over the day is perceived to prolong cleanliness. Brands 
should therefore promote quality, long-lasting scents to convey 
value and meet consumer expectations.

Mass brands dominate the body mist sub-category. Therefore 
there is a premiumisation opportunity to provide luxury body 
mists to complement EDP/EDT scents.

Fragrance is a preferred gifting product, and packaging plays a 
large role in the purchase decision. Offering unique/limited edi-
tion packaging will help to attract gifting shoppers.

BRAND RECOMMENDATIONS

There are 3 key areas that consumers are expressing 
a desire for when it comes to beauty purchases:

Routine simplification 
Consumers are looking for multi-purpose products 
that target more than just one beauty need. Their 
wish lists include skincare that also covers 
imperfections, and makeup infused with 
skin-boosting supplements such as collagen & 
vitamins to reduce time and effort in their routine.

Clean and Natural Ingredients
Consumers are paying more attention to the 
ingredients used within beauty products, with some 
consumers beginning to seek more information on 
what they are using on their bodies, and seeking to 
avoid skin irritants.

Efficacy 
From fragrances that last all day, to skincare that 
eliminates dark circles long-term, consumers are 
eager to see innovations that offer highly targeted, 
effective solutions, and provide long-lasting results. 

BEAUTY CONSUMER WISHLIST

RANKING OF TOP PRODUCT CATEGORIES PURCHASED IN THE PAST 3 MONTHS

Lipsticks, Foundation and Mascara are the top used products within Makeup.
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81%
71% 69%

60% 57% 55% 53% 47% 44% 40% 38%
30% 29% 25% 23%

KSA over-indexes 
with 83% past 3 

months purchase

KSA over-indexes 
with 71% past 3 
months purchase
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Disclaimer: This document may contain certain forward-looking statements which are based on certain 
assumptions, estimations and forecasts, and/or which may not directly relate to a historical or current fact. 
The forward-looking statements should be used with caution and circumspection and in no event can 
Chalhoub Group and/or its Management be held responsible for any investment or other decision based 
upon such statements. The information in this document does not constitute an invitation or inducement 
to engage in any investment activities.

MASS MASS14% 14% 31%DERMO 
COSMETICS

12% 12%DERMO 
COSMETICSMASSTIGE

TRADITIONAL 
ORIENTAL21% 21% 36%PRESTIGE PRESTIGE

MASS 93% 93% 85%MASSTIGE PRESTIGE

FRAGRANCESKINCARE MAKEUP

KUWAITI nationals 
overindex in Prestige 
SKINCARE products.

1.
2.

3.

USED BEFORE
WANTED THIS BRAND

PREMIUM BRAND

TOP PURCHASE DRIVERS

AVG SPEND/MONTH (USD)

FUNCTIONAL EMOTIONAL

FRAGRANCE
3

Fragrance is an integral part of Arab culture, and is the top 
category by spend for both male and female consumers.

Layering scent is part of the overall beauty routine, 
embedded in each step through different product types.

LAYERING AND MIXING SCENT IS EMBEDDED ACROSS THE BEAUTY ROUTINE, 
AND CAN INCLUDE UP TO 8 SCENTS:

Shower Gel 
& Soaps

Scented 
Body Lotion Deodorant

Scented 
Conditioner Hair Mist

Perfumed 
Oil Bukhoor Body Mists 

EDP / EDT

3

SHOWER

BODYCARE

HAIRCARE

FRAGRANCE

RANKING OF TOP FRAGRANCE PRODUCT SUB-CATEGORIES PURCHASED 
IN THE PAST 3 MONTHS

BODY MIST EAU DE PARFUM EAU DE TOILETTE

#1 #2 #3

Preferred format 
in KSA and Kuwait

Preferred format 
in UAE

35%

52%

74%


