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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.

For more info on sampling, go to:  
CosmeticPromotions.com/sampling 

OR contact Tracie Gilbert at 407-310-4839 or  
tracie@cosmeticpromotions.com

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



Cosmetic Promotions Featured in  
Grocery Business Magazine
Access to purchasing beauty products online 

is easier now than ever; therefore customers 

need more incentive to get themselves to the 

store. Retailers are turning towards programs that 

delight, surprise and engage consumers to 

make shopping a better experience than one 

they can get online.
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Sprouts 
Farmers 
Market
Nurturing its brand with  

new o�erings, market 

expansion and empowered 

leaders, Sprouts earns  

the distinction of our 

Grocery Business  

of the Year. P. 24
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the Year

STATE OF THE MEAT DEPT.

Takeaways From the 2018 

Annual Meat Conference 

P. 41

FRESH BUSINESS

Is the Wet Rack  

All Washed Up? 

P. 51

CENTER STORE

Consumer-Approved  

Creative Condiments 

P. 65

Sprouts CEO 

Amin Maredia

ast year, it was electric-colored eyeshadow and bright berry lips. This year, it’s thick black eyeliner and metallic gold highlighters. When it comes to cosmetics, style seems to 
evolve as fast as the seasons change, making it di�  cult for 
retailers to distinguish a � eeting fad from a solid staple in 
the beauty industry at large. In fact, trends steer the beauty industry more than 

nearly any other fast-moving consumer goods sector, 
according to research � rm Nielsen. For retailers, the key 
is to identify ties between current micro-trends and over-
arching consumer demands to ensure con� dence in the 
beauty products they stock. By examining consumers’ 
steady shifts in food preferences—which are increasingly 
veering toward products with natural, free-from and 
transparency claims—retailers can expect the same shifts 
to be applicable in the cosmetics category. 

What Defi nes Natural? From meat and produce to packaged snacks and bever-
ages, the word “natural” has become a mainstay across 
the grocery industry, and cosmetics are no exception. 
However, the market saturation of products with natu-
ral claims has caused consumer confusion—and perhaps 
some skepticism—around what that claim really means, 
resulting in sales declines. According to Nielsen’s recent Future of Beauty report, 

growth based simply on natural product claims is starting 
to slow. Sales of the overall cosmetics category declined 
about 1% over the last year, and sales of natural cosmetics 
underperformed the category as a whole, declining 1.2%. 
However, the trend toward natural remains: Products fea-
turing natural claims represented 3.1% of the U.S. personal 
care market, generating $1.3 billion in annual sales in 2017, 
an increase from 2.1% of the market in 2013, per the report. 

Today, health has become inclusive of what consum-
ers put both in and on their bodies, and the de� nition of 
natural can vary from shopper to shopper, according to 
Jordan Rost, VP of consumer insights for Nielsen. “Cos-
metics aisles are crowded,” he says. “Brands can no lon-
ger simply claim to be natural. They have to prove it with 
the simplest products, with only the right ingredients.”

Today’s transparency-minded shoppers seek speci� c 
and functional beauty products, and consumers are 
increasingly de� ning natural beauty by the ingredients 
that are not found in those products. According to Niel-
sen’s report, 53% of FMCG consumers say the absence 
of undesirable ingredients, such as parabens, is more 
important than the inclusion of bene� cial ones. In fact, 
sales of cosmetics free from parabens have grown 2.3%, 
says Rost, while sales of those that are both free from par-
abens and have natural claims are growing 12%. Cross-Merchandising With Familiar Products

Retailers can appease health-conscious consumers and 
increase beauty sales by o� ering cosmetics with natural and 
free-from claims, such as eye and lip products, which are 
particularly poised for growth: 55% and 87% of eye and lip 
cosmetics, respectively, are paraben-free, per Nielsen data.

“We add natural and organic skincare and beauty 
items when they � rst hit the market,” says Denise Braby, 
director of home, health, beauty, � oral and nonfoods at 
17-store Harmons Grocery, based in West Valley City, 
Utah. “People care more than ever about the ingredients 
of what they’re putting on their skin.” To draw new consumers to the cosmetics aisle, retail-

ers can cross-merchandise these products alongside food 
items with similar and familiar ingredients that align with 
their healthy lifestyles. “Many trend ingredients across 
beauty and personal care are starting as food ingredi-
ents and making their way into cosmetics, skin care and 

Makeup Matters Retailers are primping their cosmetics aisleswith natural products and in-store experts to beautify shopper experiences. By Natalie Taylor

Beauty
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53%
Amount of FMCG consumers who say the absence of undesirable ingredients is more important than the inclusion of 

benefi cial ones.
Source: Nielsen

L

Nonfoods

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

“In any beauty shopping 
occasion, the trend now is 
information and experience” 
says Joann Marks, founder and CEO of 

Cosmetic Promotions.

Read the complete article - Find the link on our website at:

CosmeticPromotions.com/2018/04/19/grocery-business-mag/

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. 

For retailers unable to provide beauty consultants, 

in-store events are a great alternative. Most major 

chains have worked with Cosmetic Promotions to place 

professional makeup artists in stores for special 

dates such as grand-opening events, new launches 

and more. Whatever your needs and budget, Cosmetic 

Promotions can customize a program for you!

TOP 5
Tips for Experiential Marketing

1. Dress to Impress 
Not only is it important for your beauty 

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 

as well as training store associates is important 

so they can relay their knowledge and 

personal product testimony to customers.

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

2X

Events  
with displays 

delivered more than

the results than  
those without a 

display



Joann Marks
CEO & Founder
407-644-9916

joann@cosmeticpromotions.com

Tracie Gilbert
Vice President Sales

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

Event Planning
Ad Design

Ad Placement
Newsletters
Coupons
Contests

Microsites

Sweepstakes
Launch Kits

Training
.com Programs

Direct Mail
Sample Displays
Tester Displays

Our Services

Ask about our
Top Store Demo Programs

Teen & College Sampling Program
Diversity Sampling Program
Holiday Sampling Program

  
Brand Ambassadors

In-Store Talent
Makeup Artists

Hair Stylists

Beauty Experts
Nail Techs

Estheticians

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 non-

demo stores during the same time period.

For more info on demos, go to:  

CosmeticPromotions.com/demos  

OR contact Tracie Gilbert at 407-310-4839  

or tracie@cosmeticpromotions.com

214% Sales Increase 
at Recent Hair Event!  

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.

In addition:

32% of customers had not heard of the 
product line before.

75 store employees were trained during 
the event.


