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Who is BH’s consumer?

•Females
•Age 15 to 25



Characteristics of the Consumer

•Edgy

•Adventurous

•Playful

•Multi-faceted

•Secretive

•Free-spirited

•Energetic 

•Spontaneous







Research Survey

•17 question survey
•102 respondents



Age of Respondents
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What do you find most appealing about BH’s 
products?
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Large amount of product High pigment quality Cost of product Packaging Variety of colors



What brand of makeup do you own the most of?
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Revlon
Covergirl
MAC
Maybeline
Bare Minerals
Urban Decay
Rimmel
Various
Other



Would you purchase BH products?
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What kind of makeup do you usually wear?
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Only foundation
Foundation, mascara
Foundation, mascara, bronzer
Foundation, mascara, bronzer, eyeliner
Foundation, mascara, bronzer, eyeliner, eyeshadow
Don’t wear makeup



Where do you usually purchase your makeup?
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Drugstore Department store counter
Cosmetics retailer Online
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• Likes

• Price

• Variety of colors

• Amount of product

• Cook packaging (how it opens)

• Dislikes

• Powdery at times

• Needs shockproof case (colors break in 
half)

• Can only buy online

• No mirror

• Can’t create own pallettes 

• More variety with other products 
(foundation, liner, nail polish)

What are the consumers’ likes/dislikes of BH 
products?



• Likes

• Variety of colors

• Create your own palette

• Abundance of different products (nail 
polish, liner, mascara, foundation, 
bronzer etc.)

• Themed sets (Hello Kitty, Disney)

• In-store kiosks that can do make up

• Long lasting products

• Dislikes

• Expensive

• Ugly packaging

• Poor customer service at times

What are the consumers’ likes/dislikes of 
competitors’ products?



What are the opportunities for BH cosmetics? 

• Design and implement a kiosk for retail stores like Sephora and Ulta Beauty

• Design and implement a counter for department stores

• Release new products, like nail polish, eyeliner, mascara, foundation etc.

• Because of the extensive color options and sheer size of the product, BH 
could be a formidable presence in the less competitive market for 
professional makeup artists

• The price of the product and the vivid/playful color options make it easily 
accessible to a more experimental tween audience



What are the consumer’s beliefs and attitudes?

• Beliefs

• I consider the variety of colors BH has to offer, the large amount of product 
and the low cost appealing.

• BH’s products are not high quality.

• Attitudes

• Indifferent and nonexistent; most people haven’t heard of BH and weren’t 
particularly swayed after looking at their website



What are our consumers’ needs?

• Convenience

• Variety and choice

• Reasonable pricing

• Long lasting makeup

• High quality makeup



What do we need to find out to effectively 
communicate to BH’s consumers?

• We need to effectively communicate the quality and personality of the 
product

• If we do that, consumers will be drawn to the value of the product and then 
feel connected personally to the brand



What do new consumers want and need?

• Want:

• Large amount of product

• Variety

• Low cost

• High quality

• Need:

• Cover imperfections

• Enhance best qualities

• Feel beautiful 



What benefits appeal to BH’s loyal or new 
consumers?

• Loyal consumers

• Functional: reassurance that the 
brand they have been choosing 
is the one that provides quality 
and variety without the cost; 
they know what to expect from 
BH and know they can find other 
types of makeup within BH that 
meets the needs of their lifestyle 
and pocketbook 

• Emotional: satisfied, happy, 
beautiful, at ease

• New consumers

• Functional: exposure to new 
type of product, learning about 
quality styles of makeup

• Emotional: excited, happy, 
relieved to have high end 
product without spending too 
much money


