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CosPro
Report
A report on the Cosmetics, Fragrance and Beauty Care Industry
Back by Popular Demand!
Teen & College
Sampling Program

Did you know that 80% of all females ages 13 to 21 say shopping
is their favorite hobby? This year spending by high school
and college students will reach almost $75 BILLION. Get your
products into the hands of this young consumer age bracket,
and gain loyal customers for years to come.
The program consists of two different strategies:
1. Sample bags will be placed directly on female dorm doors
of 5 colleges in close proximity to all 3 major drugstore
chains and the top mass merchandisers.
2. In addition, our street teams will distribute these bags to
females exiting 5 popular concerts (for example: Beyoncé,
Taylor Swift, Ariana Grande) in major markets.
Vendors ship to Cosmetic Promotions’ warehouse, where
samples are collated into custom drawstring bags. Cosmetic
Promotions then ships direct to the venues and provides street
teams and event management.

Program Dates: April-December 2018
Signup Deadline: 5/18/18
less than

28¢

per sample

For more info on sampling, go to:
CosmeticPromotions.com/sampling
OR contact Tracie Gilbert at 407-310-4839 or
tracie@cosmeticpromotions.com
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Cosmetic Promotions.
Cosmetic Promotions can work with retailers to provide
customized experiential marketing tools for the
introduction of beauty products to store associates
and their customers. “Grocery chains such as HEB now
have beauty consultants in their stores” says Marks.

“They understand that beauty
needs a designated person
helping the customers.”

consultants to look professional, but a “dressed
up” display makes all the difference! Adding
posters, easel cards, tester displays and other
materials grab shoppers’ attention.

2. Proximity
While an event is taking place, have store
associates or demonstrators pull product
from the shelves to display during the
demonstration so shoppers can easily pick it
up to purchase.

3. Plan in Advance
Give store associates or demonstrators the
appropriate pre-event instructions for setup
and sales goals so they are ready to go.

4. Education = Power
Providing samples and complimentary products

in-store events are a great alternative. Most major

so they can relay their knowledge and

chains have worked with Cosmetic Promotions to place

personal product testimony to customers.

and more. Whatever your needs and budget, Cosmetic
Promotions can customize a program for you!

Read the complete article - Find the link on our website at:
CosmeticPromotions.com/2018/04/19/grocery-business-mag/

the results than
those without a
display

Not only is it important for your beauty

as well as training store associates is important

dates such as grand-opening events, new launches

2X

1. Dress to Impress

For retailers unable to provide beauty consultants,

professional makeup artists in stores for special

Events
with displays
delivered more than

5. Engage, Surprise
& Delight Customers!
Make your product stand out! Adding a gift
with purchase, free samples or a memorable
product demonstration or consultation will set
your brand apart from the rest.

31

%

of shoppers can’t find
the products they
are looking for

214% Sales Increase

at Recent Hair Event!
During a recent event at Ulta stores featuring
Eva NYC haircare products, CosPro Agency
Beauty Experts performed more than 400
demonstrations resulting in over 175 products
sold—this was a 214% increase over the nondemo stores during the same time period.

Shoppers received haircare consultations and got
to try products before purchasing including Eva NYC
Freshen Up Dry Shampoo, and Mane Magic 10-in-1
Primer spray. They were also happy to receive free
samples and a $2 off coupon for their purchase.

Our Services
Event Planning
Ad Design
Ad Placement
Newsletters
Coupons
Contests
Microsites

Sweepstakes
Launch Kits
Training
.com Programs
Direct Mail
Sample Displays
Tester Displays

Brand Ambassadors
In-Store Talent
Makeup Artists
Hair Stylists

Beauty Experts
Nail Techs
Estheticians

Ask about our
Top Store Demo Programs
Teen & College Sampling Program
Diversity Sampling Program
Holiday Sampling Program
Joann Marks

CEO & Founder

407-644-9916
joann@cosmeticpromotions.com
Tracie Gilbert

Vice President Sales

In addition:

32%
75

of customers had not heard of the
product line before.

store employees were trained during
the event.

For more info on demos, go to:
CosmeticPromotions.com/demos
OR contact Tracie Gilbert at 407-310-4839
or tracie@cosmeticpromotions.com

407-310-4839
tracie@cosmeticpromotions.com
Janna Jackson
Director of Regional Accounts

904-230-9659
janna@cosmeticpromotions.com
Kristin Bocox

CosPro Agency Director

321-296-6753 ext. 501
kristin@cosproagency.com

