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New businesses take risks when 
launching brands or entering new 
markets. Stakes are essential to 
attaining revenue and financial 
growth. However, more vital is 
taking calculated risks. That's 
where market research and 
analysis comes into the picture. 
Launching a brand or entering a 
new market requires high capital 
investment and accepting the 
associated risks. However, that 
won't be enough to make the brand 
successful and achieve sustained 
growth and profitability.

After understanding the change in consumer 
behavior and the current shopping trends, 
businesses will set up the right products and 
distribution channels with the required market 
demand. Poixel's market research collects an 
extensive list of consumer data such as their 
buying habits, market size, average checkout 
value, purchasing cycle, and top competitors to 
name a few. Our market research reports cover 
critical aspects of the market to help businesses 
identify market gaps, equip them with the vital 
insights and knowledge to develop a strong brand 
and loyal consumer base.

At Poixel, our primary goal is to build authentic 
and credible data to support business strategies 
and develop new market opportunities. Our 
market research process begins by auditing the 
business and defining the research goals. Then, 
we conduct a secondary research, which includes 
collecting data from credible data sources, 
receiving inputs from the industry, and auditing 
competitor's strategies related to social media, 
online-selling, offline-selling, and offered product 
lines. Next, we proceed with the primary research, 
which involves market sampling, conducting 
in-field surveys, interviews, and online surveys to 
a random sample of the population and industry 
competitors. After which, we analyze the results 
and present our findings. With the market 
research process, Poixel aims to build credible 
market data that companies can rely on when 
making strategic decisions.

Mohammad Al Marouf, Managing Director

Despite having the required investment, new 
businesses lack the market insight and data of 
competitors and consumers. Hence, brands 
disappear from the market just after a few months 
of their launching date. Without a good 
understanding of the industry, businesses 
can make the wrong strategic decisions, such 
as investing in the wrong market at the wrong 
time, thus leaving no room for the new brand to 
survive and thrive. In addition, some brands would 
increase their investments in product acquisition 
and marketing without clear strategies and 
business goals. When it comes to market 
research, new brands often fail by relying on 
outdated market research and the gut feeling that 
does not account for the changing consumer 
behavior and current market trends. As a result, 
the strategic decisions are mixed with cognitive 
bias and misguided theories, avoiding the factual 
information on key market trends and behavior, 
leading to poor business decisions.
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COVID-19 had a significant impact 
on Kuwait's beauty and care 
industry. With the increasing 
periods of lockdowns and curfews 
in 2020, the retail market took a big 
hit. However, the online market 
growth remained steady, where 
established retailers noticed a 
traffic increase on their websites 
and applications between April 
2020 to March 2020 (See Appendix 
18.A and 18.B). Consumers start to
care about their health and thus
buy personal care products more
than beauty products, as Poixel's
in-field surveys revealed.

As a result of the pandemic, the beauty and care 
market has shifted drastically. Brands responded 
by introducing products that work effectively in 
the new circumstances, such as launching hand 
sanitizers. Furthermore, brands and retailers 
have boosted their online presence, ran effective 
social media campaigns, and encouraged 
consumers to shop from websites. Top beauty 
and care brands suffered from low website traffic 
in the majority of 2020 but experienced a growth 
in 2021. The online shopping trend will continue 
in the long run (See Appendix 16.B) According 
to Poixel, the competitiveness level of the 
beauty and care industry is moderate, 
with brands concentrating on a majority 
demographic with similar traits and 
behavior. The report highlights key 
opportunities and trends in the current 
market, based on factual and credible data 
surveyed by Poixel.

According to Poixel's research on Kuwait's beauty 
and personal care industry conducted in February 
2021, the sector will reach 47 million KWD in value 
by 2025 and grow annually by 3%. With the results 
and analysis uncovered in this report, we aim to 
provide business leaders with competitive 
intelligence and help them identify market trends, 
opportunities, and threats to make informed 
decisions about product development, branding, 
and marketing.

Executive Summary

Estimated Growth in the Market
Value of the Offline Beauty and
Care Market of Kuwait
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Key Findings

Skin care products were the most popular  product 
category, followed by hair care, body care and 
makeup.

Our survey found that shampoos, conditioners, 
bathing soaps, lipstick, and cleansing creams 
were the most frequently purchased products.

83% of respondents buy from retail because they 
value the physical interaction & 66% of consumers 
prefer to try out a product before purchasing.

50% of the sample shop cosmetics from 
websites. The main purchasing criteria are 
product quality (80%), the price of the product 
(78%), the trademark (61%), the product reviews 
(52%) and the product ingredients (44%)

Among the popular cosmetic and care online 
retailers, iHerb secures the major market share 
(47%) followed by Sephora (23%), Brandatt.com 
(17.5%), Boutiqaat (16%) and Namshi (10%).

90% of consumers prefer to take care of 
themselves at home instead of going to spas and 
clinics

Past positive experience with the brand is a crucial 
consideration for purchasing online (43%), 
Product quality (75%) is the most important 
consideration when buying cosmetics in general. 
Half of the population purchase based on pricing.

70% of individuals bought a product after it was 
promoted on social media by an influencer.

50% of the sample have been exposed to skin 
problems after using cosmetics. Nearly 70% of 
consumers suffer from hair and skin problems 
such as dandruff, baldness, dryness and 
excessive seborrhea.

30% of consumers say they have fallen victim to 
online fraud and poor cosmetics. However, 50% 
of the respondents are willing to rely on online 
applications for buying needs.

Top Beauty and Care Brands
Active In Kuwait, 2021

Top Beauty and Care Online
Retailers Active In Kuwait, 2021
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Product Category Coverage
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The product category coverage was as observed on the brand’s own website

Brands Body Care Hair Cair Face/Skin Care Cosmetics

BAYT AL SABOUN
ALLOUBNANI

3.1. Product Category Coverage of the Top Beauty and Care Brands

SHEIN mainly offers beauty and care tools such as hair brushes, moisturizing gloves, blackhead cleaner, facial roller massager, makeup spong, tweezers, etc

Retailers Body Care Hair Cair Face/Skin Care Cosmetics

3.2. Product Category Coverage of the Top Beauty and Care Retailers
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Frequently Purchased Products

4.1.Areas consumers value the most

75% of the surveyed  sample frequently 
purchases shampoos, followed by conditioners, 
soaps, and cleansing creams. 65% care about 
their hair and 86% about their face, which are the 
most two popular areas that consumers value. 
Furthermore, 56% of respondents regularly buy 
lipsticks, and 47% take care of their lips, making 
it the fourth most popular area consumers pay 
attention to, after private areas (50%).

Poixel reviewed the most important areas consumers want to take 
care of to understand the particular market and accordingly decide 
which product is the best investment in terms of increased revenue 
and growth.

What are the areas that you are
most committed to taking care of?
Lips 47%

Eyes 40%

Eyebrows 37%

Nails 45%

Face 86%

Hair 65%

Hands 45%

Legs 37%

Interior Area 50%

Which of these Products do you
Buy Most Frequently?
Face Powder 22%

Body Powder 17%

Compact Powder 25%

Prickly Heat Powder 3%

Cold Cream 9%

Vanishing Cream 10%

Foundation Cream 33%

Emolient Cream 10%

Cleansing Cream 48%

Lipstick 56%

Hair Dressing 26%

Hair Conditioner 48%

Shampoo 74%

Hair Lotion 34%

Eye Lashes 28%

Eye Brow 30%

Eye Lid 10%

Nail Polish 31%

Nail Lacquers 8%

Bath Soap 48%

Poixel.
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Frequently Purchased Products

Hair Care Product Preference
Shampoo 62%

Conditioner 48%

Hair tonique 15%

Hair mask 62%

Hair oil 43%

Hair serum 47%

Hair dressing 7%

Hair Lotion 9%

Hair mists 37%

Other 9%

Body Care Product Preference
Shower gel 39%

Body lotion 55%

Body scrub 65%

Body soap 23%

Accessories 12%

Body oils 47%

Body mists 30%

Body butters 44%

Other 17%

4.2 Products Frequently Purchased 
From Online1 Retailers

When it comes to online shopping, certain 
products  outperformed in terms of frequent 
purchases. During 2020, consumers shopped 
online for cosmetics and care products only 
through established online retailers, while the 
majority experienced low web traffic (see 
Appendix 16.A).

The most purchased products in the face care 
category are face masks, skin cleansers, face 
scrubs, face toners, and face serums. The body 
care category includes body scrubs, lotions, body 
oils, body butter, and shower gels. Shampoos, 
hair mask, conditioners, hair serums, and hair oils 
are favored under the hair care lineup.

1 Online covers mobile and web appl ications

Face Care Product Preference
Face Mask 68%

Face Serum 43%

Face Toner 46%

Face Scrub 47%

Face Soap 26%

Face Lotion 33%

Skin Cleanser 58%

Other 13%
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Average Purchase Value

5.1 Promotions increases the 
Average Checkout Value of 
Cosmetics

Our survey shows that 40% of the sample 
purchase beauty and care products 3 to 5 times 
per year. Moreover, 50% of the respondents 
shop from online applications due to the 
possibility of receiving discounted prices and 
offers. Offers and discounts increase the average 
checkout value. However, not every brand 
provides discounts and offers. Each promotional 
strategy is developed uniquely to the brand, as 
it attracts a working-class audience who search 
for affordable products instead of premium 
products. Brands use promotions for special 
events such as Ramadan, Valentine's Day, or 
to encourage online purchases. Furthermore, 
our research shows that the average value of 
the beauty and care products that consumers 
mainly purchase is 5 to 15 KWD. Therefore, 
brands are pricing their products around that 
range to ensure a more comprehensive product 
acceptance rate.

Cosmetic Products Skin Care Products
Body Care Products Hair Care Products

< 5 KWD

6% 7% 12%
15%

29%28%
34%

30%

5-10 KWD

23%28% 23%

15%

10-15 KWD

11%

18% 17%

20%

15-20 KWD

10%9% 11%
7%

20-25 KWD

12%11% 12% 11%

> 25 KWD

What is the Average Value of 
the Beauty Products you most 
often purchase?

How many times do you buy
Cosmetics & Care Products
during the year?

< 3 times
3-5 times
5-8 times
8-10 times
> 10 times

39%
17%

10%

22% 12%

Average value refers to the average price of cosmetics purchased 
one time calculated per year basis.

We measure the purchasing cycle involved in the beauty and 
care products, which is the number of times the product is 
purchased annually.

Poixel.
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Purchasing Criteria

6.1 Product Quality 

Among the purchasing criteria for beauty and 
personal care products, product quality is at the 
top. 29% of the respondents say they purchase 
the product because of its fragrance. A good scent 
is associated with good product quality. Hence, 
brands consider the color, fragrance, product 
features, and performance when designing the 
product. Furthermore, brands include demanding 
features such as breathability, quick-dry ability, 
waterproof, lightweight, and long-lasting ability.

6.2 Pricing 

The second most important consideration is the 
pricing strategy. Poixel's market analysis shows 
that a multitude of brands have different pricing 
structures. Premium brands charge high for their 
products and provide less offers. Other brands 
provide affordable pricing structures and 
seasonal offers to attract a broader demographic 
since 50% of the sample look for prices and 
discounts while shopping online, as per our 
findings. Brands such as Bath and Body Works 
include offers on their homepage to attract a 
certain audience (See Section 6.1). Businesses 
are creating high-quality products at 
competitive prices to thrive in Kuwait's 
beauty and care industry.

What are your criteria for
purchasing care & beauty product
in general?

The country of production

The Price

Packaging

Trademark

Product quality

48%

20%

15%

33%

Recommendations from friends

Online assessments

Materials used

The smell of lotion

Product Packaging and Design

27%

27%

29%

28%

Other

2%

74%

43%

The survey questions analyses what consumers look for when 
purchasing cosmetics products in general

Poixel.
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Purchasing Criteria

6.3 Past Experience and Social 
Reviews

6.4 Trademark and Brand 
Ambassadors

We find that 33% of respondents look for specific 
brands while purchasing cosmetics. When the 
industry includes several alternative brands, 
consumers prefer to trust prominent established 
brand names. Hence, the brand and its perceived 
image attract consumers and result in increased 
purchases and reduced price-related switching 
behavior. With the pandemic in full swing, users 
used social media extensively to gain information. 
Hence, businesses advertise their brands and 
use the medium of influencers to increase their 
brand awareness. Poixel's survey finds 77% of  
the respondents  purchase a product based on a 
social media advertisement, and 67% purchase 
a product after an advertisement from a 
influencer. The brands’ ambassadors are a good 
fit for the business, sharing same values as the 
brand while having a good fan base.

Past purchase refers to previous product purchases, regardless of it 
being online or offline.
New Experience refers to purchasing a product for the first time, 
regardless of it being online or offline. 

Poixel finds that 44% of consumers shop online 
for a certain product since they have purchased 
it physically before, and 34% purchase a 
product considering their family’s and friends’ 
recommendations. Buying for the first time from 
a new online application is one hurdle for the 
consumer that businesses need to pull down. 
Only 7% of the sample check product reviews 
when purchasing beauty products. Brands build 
consumer relationships by offering makeup 
tutorials, in-depth product buying guides, and 
much more to provide a service instead of just 
selling products (See Section 11).

Product Purchasing Criteria for
Online Purchases
Past Purchase 44%

New Experience 6%

Social media Ad 6%

Recommendations 34%

Product Reviews 7%

Other 3%

The question analyses whether advertising on social media 
through general means and partnering with influencers can help 
boost revenue and growth.

Yes
No67%

33%
Yes
No77%

23%

No. of respondents who 
purchased beauty and care 
products based on :

1. Social media advertisement
2. Influencer recommendation

Poixel.
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Offline Competitive Mapping

7.1 Top Cosmetic Brands

Poixel analyzes the top competitors in the beauty 
and personal care industry to visually understand 
where each brand stands based on its product 
pricing strategy.

The makeup brand MAC boasts the highest 
share in the beauty industry (24%), and the 
average price of its cosmetics lineup is 7.2 KWD. 
NYX Professional Makeup holds 17% of the 
market share, having the lowest price range of 
2.3 KWD. L'Oréal and Sephora hold a 7% market 
share while having an average price of 3.1 KWD 
and 10.6 KWD.

7.2 Top Personal Care Brands

Bath and Body Works occupies the largest 
market share in the body care industry (23%) 
while having an average price of 4.5 KWD. Bayt 
Al Saboun Al Loubnaini has a 12% share in the 
personal care market with an average price of 
8.8 KWD. The Body Shop has an 8% share with 
average pricing of 4.1 KWD. L'Oréal has a 5% 
market share while the average price is 3.9 KWD 
for its face/skin care product line. MAC has a 6% 
market share in the face/skincare market with an 
average product price of 9.2 KWD. NARS has a 
5% share in the face care market with the exact 
average pricing that of M.A.C. Clarins has a 5% 
share in the personal care market with an 
average product pricing of 16.8 KWD.

1 Personal Care includes Body care, Skin/Face Care, and Hair care products
2 Beauty/ Cosmetic industry include lipsticks, mascaras, foundations, makeup brushes, etc.
3 Average Product Pricing was calculated based upon the 10 top best sellers in the particular product category of the brands
4 Market Share was calculated based upon the percentage of frequent purchases a brand received, as per our research.
5 Body Care includes Body lotion, Body scrub, Body oils, Body Mists, Shower Gel, etc
6  Skin/Face Care includes Face mask, Skin cleanser, Face Scrub, Face Toner, etc
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MAC is operated by the AlShaya group, running 
nine retail outlets in major malls and complexes. 
The company is known for its cosmetic products 
and skincare lineup, targeting working people, 
college students, and teenagers. The average 
price of their products is 8.9KWD. MAC continues 
to develop new categories, products, and 
collections each year, all of which continue to 
serve the needs of consumers and makeup artists 
alike. The brand collaborates with talented artists, 
fashion designers, and popular cultural 
influencers to create trendsetting products in 
cosmetics. It sells its products through retail 
outlets and online retailers like Namshi. A 
significant reason behind the brand's success has 
been the recommendations from makeup artists, 
models, and photographers worldwide. Another 
advantage MAC has is their store design and  the 
staff's ability to offer personalized solutions to 
consumers. Using black and white colors and 
glossy materials, they have made the aesthetic 
of their store feel minimal and provide a stressless 
shopping experience. The in-store staff allows 
consumers to experiment with the products and 
educate them on their applications, thus building 
brand loyalty.

Photo of Nadine Jassem by M.A.C Cosmetics

9 locations in premium malls and complexes
Premium line of makeup
Targeting working people and college students
Focus on customer service and store design

Key Highlights

Poixel.
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Face Primer
Gel Lotion

Full Coverage
Foundation

Lip 
Balm

Waterproof
Maker Remover

Charcoal Face
Mask

Matte
Lipstick

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Namshi’s collection of M.A.C Cosmetics on
https://en-kuwait.namshi.com/ 

Popular Products based upon the best sellers studied on May 2021
on each product category

Popular Products

Avg Price
9.2 KWD

7.2 KWD
Personal Care

Cosmetics

Personal Care

Cosmetics
$ Market Share 

24%

6%

https://en-kuwait.namshi.com/
http://www.poixel.com


NYX Professional Makeup brand is operated by 
AlShaya group, having six total retail outlets in 
major malls in Kuwait. The brand is known for 
offering high-quality makeup at affordable prices 
while also offering a broad range of classic and 
trend-driven makeup products such as lipsticks, 
mascaras, foundations, and more, popular with 
makeup artists and makeup lovers. NYX 
Cosmetics embodies the spirit of Los Angeles - 
its freedom, its boldness, and its colorful 
personality into the products they produce. The 
average product price is 2.3 KWD, making them 
easily accessible to a wide range of audiences. 
It also runs offers and seasonal promotions. The 
main distribution channels for the brand are its 
retail outlets and Namshi. Most NYX customers 
are millennials within the age group of 17-24. 
Therefore, the company uses models and 
professional makeup artists to promote the brand 
on social media. Its store design is similar to 
Sephora, using just two primary colors to focus 
on the products and make the shopping 
experience stress-free.

Photo by Corina Marie for NYX Cosmetics

6 Locations in premium malls and complexes
Trend-driven makeup line
Accessible product pricing
Omnichannel experience, good store design

Key Highlights

Poixel.

11www.poixel.com

Glow Radiant
Concealer

Makeup
Palette

Foundation
Palette

Matte
Lipstick

Volume
Mascara

Ink
Eye Liner

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Namshi’s collection of NYX cosmetics on
https://en-kuwait.namshi.com/ 

Popular Products based upon the best sellers studied on May 2021

Popular Products

Avg Price
16.8 KWD$ Market Share 

5%
Cosmetics Cosmetics

https://en-kuwait.namshi.com/
http://www.poixel.com


L'Oréal is a globally recognized brand famous for 
its three major beauty categories – hair care, 
skincare, and cosmetics. Regarding the online 
distribution channels in Kuwait, L'Oréal only sells 
through online beauty retailers such as Namshi 
and Brandatt. The average pricing for their skin 
and cosmetic products is 3.5 KWD, being easily 
accessible to the everyday consumer. L'Oréal 
Paris offers a complete range of highly advanced 
beauty products that have clinically proven 
efficacy and safety. Their modern vision of 
femininity defies stereotypes by presenting 
ambassadors from all origins and cultures who 
represent diversity. The brand is active on 
Instagram and focuses on communicating the 
image of a confident woman through celebrities' 
photoshoots and quotes. L'Oréal promotes the 
idea of being against animal testing. They also 
utilize influencers to promote their products.

Photo by L’Oreal Paris GCC

Sells through online and offline retailers
Covers personal care and beauty category
Accessible product pricing 
Collaboration with influencers

Key Highlights

Poixel.
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Matte Liquid
Lipstick

Signature
Eye Liner

Arginine Oil
Replacement

Color Protect
Hair Mask

Full Repair
Shampoo

False X
Mascara

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Namshi and Brandatt’s collection of L’Oreal
Makeup and Personal Care brands, excluding hair color and
casting creme gloss.

Popular Products based upon the best sellers studied on May 2021

Popular Products

Avg Price
3.1 KWD

3.9 KWD
Personal Care

Cosmetics

Personal Care

Cosmetics
$ Market Share 

7%

5%

http://www.poixel.com
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Since its inception in 1970, Sephora has been 
defined by its unique open-sell environment with 
an ever-increasing selection of products from 
carefully selected brands, ranging from classic 
brands, emerging favorites, and Sephora's line, 
Sephora Collection. The brand specializes in 
beauty and personal care products. It has an 
omnichannel presence with seven retail outlets 
in the established malls, avoiding cooperatives 
and complexes. Sephora carries a wide range of 
products in cosmetics, skincare, body care, 
fragrance, nails, beauty tools, and hair care. Their 
average price is 11.3 KWD, targeting upper-class 
women in the 20-45 age group. The brand keeps 
its content engaging and interactive, targeting 
mainly mothers and working ladies in the 20-45 
age group. They received an average of 14.8K 
monthly website visits a month. Web traffic in early 
2020 remained low, getting no visits until February 
2021, when the growth started to pick up. March 
2021 was the month it reached 8K monthly visits, 
suggesting the past year was inferior in revenue 
and growth (See Appendix 16.A).

Picture by Donato Sardella on Getty Images

3000+ private label brands + own brands
Premium pricing, upper-class group
Loyal consumer fanbase
Collaboration with influencers
Focus on in-store customer service

Key Highlights

Glamglow
Supermud Mask

Soft Matte
Foundation

Briogeo Hair
Mask

Briogeo Apple +
Match Shampoo

Clarins Double
Face Serum

Invisible Loose
Setting Powder

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the makeup and care collection, including Sephora’s
own collection, on https://www.sephora.com.kw/

Popular Products based upon the best sellers studied on May 2021
on each product category

Popular Products

Avg Price
11.3 KWD$ Market Share 

23%
Cosmetics Cosmetics

https://www.sephora.com.kw/
http://www.poixel.com


Bath & Body Works (BBW) is operated by AlShaya 
Group who runs the franchise in Kuwait. BBW has 
18 locations in major malls and cooperative 
societies, giving it the edge of extensive market 
coverage. Under its own BBW brand and those 
of C.O. Bigelow and White Barn Candle Co, the 
company sells shower gels, lotions, antibacterial 
soaps, home fragrances, and accessories. The 
BBW brand is known for fresh fragrances and 
on-trend products. More than 500 products in the 
brand's body care category, with an average price 
of 4.5 KWD, target working-class women aged 
between 20-40 who look for inexpensive personal 
care products. The brand has an omnichannel 
presence both in retail and online website 
application. BBW has a lively, engaging, and fun 
brand voice on its social media channels across 
Instagram, Facebook, and Twitter. BBW makes 
certain strategic decisions to give itself a 
competitive advantage. To widen its profit 
margins. It holds offers and discounts such as 
"Buy 1 Get 1 Free".

Furthermore, they use seasonality to their 
advantage to offer limited-time gift sets for 
occasions such as Ramadan, Eid, and Mother's 
Day. Finally, the brand's store design is 
well-made, compelling consumers to stay and 
explore products. The in-store support from the 
staff and their guidance is another factor that 
builds brand loyalty and competitive advantage.

18 locations in malls and cooperatives
It covers only body care products
Affordable pricing, targeting 20-40 age group
Limited men's grooming collection
Focus on store design, service, and packaging

Key Highlights

Poixel.
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Shea Butter
Body Cream

Shea Butter +
Vit E Body Lotion

Spearmint 
Body Scrub

Eucalyptus
Body Lotion

Cocoa Butter
Body Wash

Aloe + Vit E
Shower Gel

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the body care products of BBW Kuwait’s Website at
https://www.bathandbodyworks.com.kw/en/, excluding home
fragrances and hand sanitizers. 

Popular Products based upon the best sellers studied on May 2021
on each product category

Popular Products

Avg Price
4.5 KWD$ Market Share 

23%
Personal Care Personal Care

https://www.bathandbodyworks.com.kw/en/
http://www.poixel.com


Bayt Al Zaboun Al Loubnani is a Lebanese 
cosmetics and skincare company that started 
from Lebanon and expanded to 19 stores in 
Kuwait and Lebanon. The company is known for 
handcrafted and organic personal care products. 
The company has nine stores in Kuwait, including 
established malls and cooperatives, targeting 
women who prefer organic ingredients over 
chemical-infused products. Their products cost 
8.8 KWD on average. They have an omnichannel 
presence both in the retail channel and the online 
space. The online website receives low traffic, 
leading to low online sales annually (See 
Appendix 18.B). The brand’s social media 
presence is on Facebook and Instagram, posting 
content emphasizing the handcrafted essence of 
the brand's products. Bayt Al Saboun's business 
strategy is offering premium quality products and 
making consumers feel lavish when buying 
grooming products. The interiors of their store 
include gold accents, just like jewelry stores. 
Therefore, consumers are more likely to stay and 
carefully select which products they want to take 
home.

9 locations in premium malls and complexes
Premium and organic personal care lineup
Targets upper-class consumers
Store with gold decor and premium packaging

Key Highlights

Poixel.
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BAYT AL SABOUN
ALLOUBNANI

High

Shea Hair
Mask

Cactus & Pumpkin
Shampoo

Curcuma
Face Scrub

Vit C Face
Cream

Shea Hair
Serum

Rose Body
Scrub & Oils

Low

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the personal care products of Bayt Al Saboun on 
https://www.baytalsaboun.com/, excluding foot care.

Popular Products based upon the best sellers studied on May 2021
on each product category

Popular Products

Avg Price
8.8 KWD$ Market Share 

12%
Personal Care Personal Care

https://www.baytalsaboun.com/
http://www.poixel.com


The Body Shop (TBS) is operated by Alshaya 
Group in Kuwait, having 37 retail outlets in major 
malls, complexes, and cooperative societies. The 
Body Shop manufactures and sells natural, 
ethically produced beauty and cosmetics 
products worldwide. With its high-quality, 
nature-inspired skincare, haircare, makeup, and 
body care products, The Body Shop is committed 
to positively impacting the world. They mainly 
target women aged between 20-40. TBS offers a 
limited product offering that includes 737 personal 
care products and 62 cosmetic products, most of 
them being body care products. In terms of price, 
the average face care product costs 7.5 KWD, 
while body products, hair products, and makeup 
cost 3.3 KWD. Their omnichannel presence spans 
both retail outlets and online web applications, 
the latter being focused on promoting new product 
launches, gift items, and seasonal promotions. 
The Body Shop is active on Facebook and 
Instagram, creating content that shows product 
benefits, educates its fans about personal care, 
and share relevant offers. Their brand voice is 
uplifting and communicates in an informal tone. 
Its website receives low traffic every month; thus, 
online sales remain low throughout the year. 
(See Appendix 16.B)

The Body Shop’s website : https://www.thebodyshop.com.kw/

37 Locations, extensive market coverage
Covers a wide range of personal care products
Target consumers in the 20-40 age group
Limited men's grooming collection
Focus on store design, service, and packaging

Key Highlights

Poixel.
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Tea Tree
Skin Toner

TBS
Lipstick

Shea Body
Butter

Fuji Green Tea
Scrub Shampoo

Matcha Face
Mask

Lip & Cheek
Stain

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the personal care lineup of the Body Shop at
https://www.thebodyshop.com.kw/, excluding fragrances and gift items

Popular Products based upon the best sellers studied on May 2021
on each product category

Popular Products

Avg Price
3.8 KWD$ Market Share 

8%
Personal Care Personal Care

https://www.thebodyshop.com.kw/
https://www.thebodyshop.com.kw/
http://www.poixel.com


NARS does not have a physical store in Kuwait. 
The brand sells its products through online 
retailers such as Sephora, Boutiqaat and 
Brandatt. The product range covers lipsticks, 
mascaras, foundations - known for its luminous 
finishes and bold, long-lasting pigments. The 
average price range between 8-10 KWD, 
targeting upper-class individuals. MAC and 
NARS both share a similar cosmetic lineup, but 
their brand identity is what distinguishes them. 
MAC accepts people from all cultures and 
ethnicities and lets them be themselves. NARS 
continues to inspire creativity via self-expression 
and limitless artistry. NARS embraces the brave 
ones every step of the way by presenting the 
highest standard in style, quality, and beauty. 
They collaborate with fashion models who act 
differently from society and are brave ones in their 
unique tways.

Single online distribution channel
Targets particular niche consumers
Premium products and pricing 
Collaboration with notable influencers.

Key Highlights

Poixel.
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Vacance
Face Set

Radiant Creamy
Concealer

Lip Powder
Palette

Sheer Glow
Foundation

NARS Matte
Lipstick

NARS
Blusher

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the Boutiqaat, Brandatt and Sephora’s line of
NARS Cosmetics. 

Popular Products based upon the best sellers studied on May 2021
on the official NARS USA website.

Popular Products

Avg Price
11.3 KWD$ Market Share 

5%
Cosmetics Cosmetics

http://www.poixel.com


Clarins is a French cosmetic and skincare 
company created by the Courtin-Clarins brothers 
and their families to make beauty more real and 
natural. Currently, the brand sells its products 
through online retailers such as Sephora and 
Boutiqaat. They cover face care, body care, and 
cosmetic products in the region. The brand's 
cosmetics have a 5% share of the market with an 
average price of 16.8 KWD. Clarins stands for 
healthy beauty products, promoting the concept 
of innovation in health. However, they lack 
engaging content on social media and are most 
focused on showing product benefits and 
recommendations from influencers.

Photo by “My Clarins Collection for Women Under 30” Commercial

Sells through online and offline retailers
Premium pricing, upper-class consumers
Promotes the idea of innovation in health

Key Highlights

Poixel.
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Personal Care Personal Care

Radiance
Face Cream

Roll-On
Deodorant

Sun Care
Face Cream

Exfoliating
Body Scrub

Recharge
Night Mask

Double
Serum

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Sephora’s and Brandatt’s collection of Clarins
personal care products, excluding makeup products due to the
low market share it receives (as per our research)

Popular Products based upon the best sellers studied on May 2021

Popular Products

Avg Price
16.8 KWD$ Market Share 

5%

http://www.poixel.com
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Poixel analyzed the online beauty and care retailers on the basis of monthly organic website traffic and market share  

1 Average Monthly Web Traffic was calculated using Semrush Competitive Research Tool in May 2021
2 Market Share was calculated based upon the percentage of frequent purchases a retailer received, as per our research.
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Online Competitive Mapping

10.1 Top Online Beauty and 
Personal Care Retailers1

iHerb maintains the highest share in the beauty 
and personal care market (47%) but receives only 
17.8K organic search traffic on its web application, 
lower than that of its competition. Sephora 
receives an average of 14.8K visits a month while 
having an online market share of 23%. Brandatt 
receives the lowest monthly visits (4.5K) but with 
a solid 17.5% market share. Boutiqaat manages 
to receive the highest number of organic monthly 
traffic (32.5K) while having only 16% share in the 
industry. The probable reason is that Boutiqaat 
has a dedicated section for makeup tutorials 
taught by celebrities and professional makeup 
artists called “Boutiqaat Beauty School’.

Consumers also view their exclusive tutorials 
while they shop. Hence, the company receives 
the highest amount of traffic but lower market 
share. Lastly, Namshi receives a consistent 
average monthly traffic of 5.2K and holds a 
market share of 10%. The company mainly 
specializes in fashionable clothings and holds an 
extensive list of makeup and personal care 
products, catering to both women and men’s 
grooming needs.

iHerb secures the most market 
share with just 17.8K monthly 
website traffic. While Boutiqaat 
secures the major traffic while only 
acquring a 16% share in the market.

Competitive Mapping Analysis : Website Traffic and Market Share

Poixel.
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iHerb Inc. sells nutritional and healthcare 
products worldwide. The firm provides 
supplements, herbs, personal care, and beauty 
products, grocery, kids' accessories, and sports 
goods. The best sellers under the personal care 
category include body oils, organic lip balms, 
shampoo, face scrub, and face cream. Its 
average prices start at 2.500 KWD (excluding 
delivery charges). iHerb is active on Facebook, 
Instagram, and Twitter. The brand promotes 
healthy living and ways to incorporate their 
natural products in day-to-day lives. iHerb does 
not collaborate with influencers. Instead, they 
encourage followers to make a post using the 
product and tag the brand to get mentioned. This 
strategy is effective in building a good brand 
image on social media. iHerb receives 
outstanding organic traffic every month (17,800 
visits), which was unhindered during the 
pandemic season, showing consistent traffic from 
April 2020 to March 2021. Our survey finds that 
iHerb is used by 47% of the sample for shopping 
for cosmetics online, thus making it the most 
popular platform.

Photo by Mathilde Langevin on Unsplash

Covers beauty and personal care category
Reasonable pricing, accessible to many
Promotes healthy living through social media

Key Highlights

Poixel.
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Organic
Lip Balm

B-Complex +
Biotin Shampoo

Facial
Cleanser

Retinol
Face Serum

Face Scrub
Face Cream

Body
Oils

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the personal care product collection on
https://www.iherb.com/, excluding supplements, grocery, kids
accessories and sports goods.

Popular Products based upon the best sellers section studied on
May 2021 on iHerb’s website

Popular Products

Avg Price
2.5 KWD$ Market Share 

47%

https://www.iherb.com/
http://www.poixel.com


Brandatt was established in 2017 and featured a 
wide range of international and local brands. 
Headquartered in Kuwait, the company offers 
local and worldwide shipping as well. Brandatt 
provides beauty products as well as skincare, 
bath, and body products. Among the bestsellers 
are nail colors, lip gloss, oily skincare set, sun 
cream, keratin hair serum, and body lotions. The 
average product price is 7.5 KWD. Brandatt is 
present on Facebook, Instagram, and Twitter. In 
the past six months, the brand's Instagram 
account has around 50 pieces of content. It has 
not been genuinely active. Rather than 
communicating in both English and Arabic, it only 
targets the Arabic-speaking audience. The 
website received an average of 4.5K monthly 
organic visits from May 2020 to April 2021, an 
average amount compared to competitors such 
as iHerb and Boutiqaat (See Appendix 16.A)

Photo by Laura Chouette on Unsplash

Covers beauty and personal care category
Premium pricing, upper-class group
Known private label brands
Targets arab speaking demographic

Key Highlights

Poixel.
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Oily Skin Care
Set

Killer Lips
Lip Gloss

Keratin Hair
Serum

Body Lotion
(Shea Butter, Aloe Vera, 
Pomegranate)

Anti-Blemish
Sun Cream

Acrylic Square
Nails

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed the makeup and personal care products for women,
men and kids on https://www.brandatt.com/, excluding fragrances, 
accessories, apparel and gadgets.

Popular Products based upon the best sellers studied on May 2021
for each product category on the website

Popular Products

Avg Price
7.5 KWD$ Market Share 

17.5%

https://www.brandatt.com/
http://www.poixel.com


Boutiqaat is a Kuwaiti brand that enables social 
media influencers and celebrities in the Middle 
East to sell their cosmetic products online on their 
platform. Boutiqaat is an online makeup store 
offering over 700+ international brands, in 
addition to local and exclusive in-house brands 
targeting working-class consumers. Boutiqaat 
relies on recommendations from them to boost 
their growth and revenue. Hence, the company 
has made ties with the top professional beauty 
experts in the industry. Many of the top sellers in 
the personal care category are sold in kits and 
include makeup palettes, lip gloss, sleeping 
masks, body lotions, moisturizers, shampoos, 
and night face cream. The average pricing for 
women's beauty and care products is 26.8 KWD. 
The brand has partnered with influencers and 
multiple makeup artists to teach their fanbase 
makeup tips and tutorials. The company's 
website garnered an average of 32.5K organic 
monthly visits, the highest in the period December 
2020 to March 2021.

Photo taken for Boutiqaat

700+ private label brands + own collection
Premium pricing, upper-class group
Collaboration with influencers
Tutorials by professional makeup artists

Key Highlights

Poixel.
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Collagen
Sleeping Mask

Glossy
Lip Gloss

Saponic &
Jantar Shampoo

Acid Anti-Cellulite
Face Treatment

Body &
Face Kit

Foundation &
Blush Palette

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Boutiqaat’s makeup and care products on,
https://www.boutiqaat.com/en-kw, excluding eyewear, fragrances 
and apparel.

Popular Products based upon the best sellers studied on May 2021
for each product category

Popular Products

Avg Price
26.8 KWD$ Market Share 

16%

https://www.boutiqaat.com/en-kw
http://www.poixel.com


Namshi is owned by Emaar Malls PJSC, an 
Emirati multinational real estate development 
company located in the United Arab Emirates. 
The brand offers customers in the Middle East 
access to fashion and a wide selection of 
fashionable products that incorporate an urban 
aesthetic. Namshi is an online retailer specializing 
in clothing, beauty, and personal care products. 
The company also caters to men's grooming 
needs and kid's accessories. For the women's 
care category, Namshi only has skincare and hair 
care products. In the makeup category, the 
company holds products from influential beauty 
brands such as MAC and NYX. Namshi's target 
consumer base includes women and men in the 
25-30 age group interested in fashion and beauty. 
The average price of their makeup range is
9.5KWD with 3400+ products, whereas the
personal care products sold at 19.6 KWD average
with 2600+ products. On social media, the brand
collaborates with multiple influences ranging from
beauty artists and models to showcase their
products. The company's growth strategy
focuses on developing strong relations with their
consumer base through their online website and
social media by incentivizing people to try the
products, setting business deals with credible
partners, and running offline events such as
pop-up stalls.

Photo by Dom Hill on Unsplash

Mainly has hair and skincare products
Extensive range of professional makeup line
Premium pricing for fashion-savvy people
Wide selection of men's grooming products
Collaboration with influencers

Key Highlights

Poixel.
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Bath & Body
Scrubs

NYX Matte
Lipsticks

Rosemary &
Mint Shampoo

Night Repair
Hair Serum

Oudh Body
Lotion

Foundation &
Blush Palette

Low High

Product Assortment

Poixel calculates product assortment for brands by taking into
account the number and variety of products offered

Poixel reviewed Namshi’s makeup and personal care products on
https://en-kuwait.namshi.com/women/, excluding apparel, shoes,
accessories, bags, home and lifestyle.

Popular Products based upon the best sellers studied on May 2021
for each product category

Popular Products

Avg Price
9.5 KWD$ Market Share 

10%

https://en-kuwait.namshi.com/women/
http://www.poixel.com


1https://www.pwc.com/me/gcis-pulse

11.1 Understanding GCC 
Cosmetics Regulations

Kuwait is part of the Gulf Cooperation Council 
(GCC), an economic alliance that acts as an 
authorized institution to publish standards 
applicable for the countries within the coalition 
called the GCC Standardization Organization 
(GSO). GCC finalized the regulatory framework 
and compliance laws governing the cosmetic 
industry during 2016. Three pieces of legislation 
permeate the laws governing the cosmetics 
industry, and these are as follows:

GMP: GSO 2020/2010: Good Manufacturing Practices 
(GMP) – Guidelines on Good Manufacturing Practices.
Claims: GSO 2528/2016: Cosmetic products – Technical 
Regulation of Cosmetic and Personal Care Product Claims
Safety: GSO 1943/2016: Safety Requirements of Cosmetics 
and Personal Care Products

For businesses planning to manufacture their 
cosmetic and care products, the GSO laws are 
essential to ensure the products maintain the 
standards set forth by the GCC framework. 

11.2 Effective Brand Strategy

Each brand story is different. Successful brands 
solve a specific problem or meet existing 
consumer demand. Companies that can identify 
their role in the marketplace can craft a 
compelling story to attract a suitable customer 
base that shares the same values. An effective 
brand strategy defines the brand story while also 
helping define the gap in the market, the target 
consumer group, the brand personality, and the 
key company goals, among many essential 
elements. Businesses should invest in a proper 
brand strategy and an identity system to ensure 
a competitive edge in the industry.

11.3 Define the distribution 
channels

Will the brand have an online store? Will it have 
a retail outlet? If so, where would it be? Will the 
brand be sold through multiple online retailers? 
Businesses need to have clear answers to these 
questions to secure a plan of where the brand 
needs to be. Our survey results finds 83% of the 
sample prefer retail shopping because of the 
physical interaction with the product. 
Furthermore, 66% prefer to try out the product 
before purchasing. Hence, Poixel recommends 
having a medium-sized retail outlet to offer 
hands-on customer service. Furthermore, the 
brand must have a solid online presence on 
social media. Establishing brand ambassadors 
who share the same values as the brand is 
essential, as our survey result shows nearly 77% 
of respondents shop based on influencers' 
recommendations. When the business has 
achieved substantial growth and revenue, it can 
approach established online retailers to 
showcase their products on their sites.

11.4 Marketing and PR strategy

Outdoor advertising expenditure considerably 
dropped by 86% during the pandemic season 
and would likely stay so in the long run, whereas 
pandemic increased TV viewership and social 
media usage by 50%1. Businesses must create 
optimized marketing campaigns targeting social 
media users. Apart from online marketing, 
brands must have in-store events and 
workshops conducted by well-known makeup 
artists. Outdoor events can generate brand 
awareness as well.

Growing a Beauty & Care Brand

Poixel.
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A new brand can make sustained profits if it 
understands its position in the market. Poixel 
does Porter's Five Force Analysis on the beauty 
and care industry to comprehend market forces 
such as competitiveness, bargaining power of 
key stakeholders, and the risk of product 
substitution, which businesses can use to 
understand their market position.

12.1 Competitive Rivalry 

Apart from the top brands in Kuwait, there are 
several other brands in the market. Poixel finds 
the competitiveness level of the beauty and care 
market to be moderate. In the online retail space, 
popular retailers such as Boutiqaat (16%), 
Namshi (10%), Brandatt (17.5%), and Sephora 
have a vast lineup of popular branded cosmetic 
and care products such as MAC (23%), NYX 
(17%), Bayt Al Saboun (12%), L'Oréal (6%), 
NARS (4%), and Clarins (4.5%) along with other 
known brands. Emerging brands will find 
themselves cutting down prices aggressively 
and investing in high-impact marketing 
campaigns to survive and thrive in the market.

12.2 Supplier Power 

Businesses must assess the suppliers in the 
industry to understand how easy it is for them 
to change prices. Poixel analyzed the supplier 
market situation of Kuwait and finds there is a 
shortage of manufacturers and importers of 
beauty and care products. The Kuwait market 
lacks product availability and a set of 
manufacturing processes and knowledge 
regarding cosmetics. Hence, businesses ,with 
the goal to start an online retail store in Kuwait, 
must connect with suppliers abroad to increase 
the chances of getting affordable ingredients 
and branded products.

12.3 Threat of New Entry

Understanding how easy it is to penetrate the 
market is crucial. The Doing Business (DB) 
project by the World Bank Group has set forth 
objective business regulations and enforcement 
procedures. The group placed a DB score 
ranging from 0-100 to analyze the regulatory 
performance of different economies, where 0 
means low performance and 100 represents the 
best performance. Kuwait received a 67.4 DB 
score in 2020, which is a moderate level of 
performance, portraying that the regulatory 
environment of Kuwait's business sector is 
above average. Thus, the threat of new entries 
is moderate. For more information, read the 
complete regulatory analysis and procedures 
here.

12.4 Buyer Power

Buyer power refers to how much power the 
consumers have in influencing the pricing of the 
business. It depends on the number of buyers, 
the average purchase value, and how costly it 
is to shift from one brand to another. Kuwait has 
721,600 potential consumers in the cosmetics 
market, as per our market analysis. It's a 
medium-sized consumer base - which means, 
they can switch from one brand to another if the 
former does not solve their problem. 

12.5 Threat of Substitution

It refers to the probability that customers will find 
a better and different way to do what you do. A 
price-concious consumer would prefer a DIY 
solution to personal care instead of purchasing 
products from retailers or brands. The DIY 
cosmetic and care market of Kuwait is  
moderate, as per Poixel’s analysis.

Porter's Five Forces

Poixel.
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13.1 Harmful Products

Like any competitive market, the cosmetic 
industry has related risks. Our survey 
discoveres 45% of respondents have been 
exposed to skin and other health problems due 
to cosmetics usage. Also, nearly 65% of the 
population have skin problems. Hence, 
businesses must focus on product quality and 
offer variations that cater to many skin and hair 
types.

13.2 Online Fraud

30% say they have been subjected to fraud while 
ordering online, while the rest said there was no 
fraud. It meant that the product was not as 
advertised, or it arrived in poor condition. In 
addition, when asked regarding the preference 
between online sites and retail stores, 50% 
disagree, suggesting retail stores are better than 
online stores. The cosmetic market has 
considerable risk involved and hence 
businesses must build credibility of their online 
sites and applications

13.3 Organic Products

Adopting a healthy lifestyle grew during the 
pandemic period, with more than 80% of the 
respondents saying they are more focused on 
taking care of themselves because of 
COVID-191. DIY and organic cosmetic and 
personal care products are experiencing a 
growing demand. Brands such as TBS are

selling organic products such as Olive 
Exfoliating Cream Body Scrub & Fuji Green Tea  
Scrub Shampoo. Furthermore, Organic Lip 
Balms by Sierra Bees are best sellers on iHerb. 
Businesses with the goal to step into the industry 
must offer healthier alternatives to chemical 
products to attract a broader health-conscious 
consumer base.

1https://www.pwc.com/me/gcis-pulse

13.4 Trending Ingredients in 2021

In our infield survey, we asked beauty brands in 
Kuwait the most popular ingredients that 
consumers wanted, and the results are Vitamin 
C, Collagen, Jojoba Oil, Rosehip Oil, Keratin, 
and Shea Butter. These ingredients are 
primarily used in face serums, face creams, 
body lotions, and creams, as per our in-field 
interviews. Moreover, waterproof features in 
cosmetic products such as lipsticks and 
mascaras have demand as well.

13.5 Personal care products for men

Grooming products for men is an opportunity for 
new brands to cater to the market. Top 
competitors mainly target women. Brands such 
as Brandatt.com, Bath and Body Works, and 
The Body Shop have products that cater to 
men's grooming needs. They include 
moisturizers, beard oil, after-shave products, 
deodorant, body wash, and face wash. It is a 
viable market to step in.

Risks and Market Opportunities

Poixel.

26www.poixel.com

Section 13

http://www.pwc.com/me/gcis-pulse
http://www.poixel.com


14.1 Expect increased online 
purchases

Poixel’s market analysis finds an increased 
motivation among consumers to purchase 
cosmetic and personal care products online 
rather than in-store shopping, despite the 
majority preferring to “try out” the product before 
purchasing. Brands such as iHerb have 
facilitated that feature through their online store 
by offering "try-out" features on new products 
for a limited time. Brands will start to follow the 
same trend of letting consumers "try out" the 
product at a lower price.

14.2 Promotions do increase 
cosmetics' checkout value

Brands such as The Body Shop and B&BW 
offer multiple online and in-store promotions on 
specific products. However, if the business 
wants to own a premium brand, they must 
avoid running frequent promotions since it can 
affect the brand positioning and attract the 
wrong audience.

14.3 Brands will sell products 
despite the pandemic

In our in-field survey with top brands in Kuwait, 
we discovered that people purchased more 
personal care products instead of beauty 
products. These include shampoos, body 
lotions, body scrubs, toners, serums, and more. 
Popular ingredients that consumers look for 
includes Vitamin C, Collagen, Jojoba Oil, 
Rosehip Oil, Keratin, and Shea Butter. In the 
cosmetic line, waterproof cosmetics are in 
demand due to their ability to last longer against 
rain, sweat, and tears while also not sticking to 
protective masks when wearing them.

14.4 Product Quality and 
Competitive Pricing matters

The majority of the respondents surveyed look 
for high product quality at affordable pricing 
when purchasing cosmetics and personal care 
lineup. Hence, businesses must develop 
products with demanding features such as 
waterproof, good scent, breathable and 
lightweight, and competitive pricing for the 
market.

Conclusions and Key Suggestions
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About the Respondents

We surveyed 420 individuals in Kuwait. 99.2% 
of the sample were females. Sample age groups 
were mainly between 25 to 30, with 34.2% aged 
18 to 25. Half of the sample were unmarried, 
and 40.8% were married. 90% of those surveyed 
held a bachelor's degree, 31% were making a 
monthly income of 200-500 KWD, 34% made 
500-1000 KWD, and 28% made 1000-2000
KWD. Among the sample, 97% buy cosmetic
products, out of which 82% buy them through
online channels, such as mobile applications
and websites. Apart from the online survey,
Poixel conducted in-field interviews and market
analysis to understand competitor strategies
and consumer purchasing behavior. Brands
surveyed included The Body Shop, Bath & Body
Works, Sephora, Boots, and NYX.

Definitions of Terms

Retailers: Consists of beauty retailers having a web or mobile 
application on which they sell private label products.
Brands: Consists of retailers having their own branded products.
Body Care Products: Consists of Body lotion, Body scrub, Body 
oils, Body Mists, Shower Gel, and products alike.
Face/Skincare Products: Consists of Face mask, Skin cleanser, 
Face Scrub, Face Toner, and products alike.
Hair Care Products: Consists of Hair Shampoo, Hair Mask, Hair 
Conditioner, Hair Serum, and products alike.
Beauty/Cosmetic: Mean the same thing and refers to cosmetic 
products such as lipsticks, mascaras, foundations, and alike.
Online: Consists of web and mobile applications
Omnichannel: The consumer can purchase and receive orders 
from several sales channels using seamless, one-touch integration.
Working-Class audience: A Working-class audience refers to the 
social class characterized by jobs that offer low salaries, require 
limited skill, or necessitate physical labor.
Upper-class: In a social hierarchy, they are considered the 
wealthiest, above the working and middle classes.

Research Methodology

< 200 KWD

200-500 KWD

500-1000 KWD

1000-2000 KWD

Average Financial Income
25%

33%

22%

17%

18 - 25

25-30

31-41

Age Group

44%

36%

10%

Education Acheived

Bachelors

Diploma

High School

11%

15%

78%

Marital Status

Single

Married

Unmarried

60%

33%

7%

No. of respondents who buy
beauty and care products from:

1. Offline Channels (Retail Stores)
2. Online Channels (App + Website)

Yes
No

Yes
No 82%

18%

97%
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Appendix 16.A. Website Organic Monthly Traffic Analysis
Kuwait’s Top Online Retailers and their monthly website traffic from April 2020 - March 2021 (Source : SEM Rush)
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Appendix 16.B. Website Organic Monthly Traffic Analysis
Kuwait’s Top Brands and their monthly website traffic from April 2020 - March 2021 (Source : SEM Rush)

May 20 June 20 July 20 Aug 20 Sept 20 Oct 20 Nov 20 Dec 20 Jan 21 Feb 21 March 21

http://www.poixel.com


Poixel

Poixel is a branding & marketing creative 
studio specialize in empowering the market 
with creative visuals & strategies that can 
attract the market demand, by building a 
credible portfolio based on extensive market 
research & data analysis, aiming to evolve a 
successful brand growth strategy towards a 
great relationship with ambitious people.

Build credible data to support your business 
strategy. Get in touch with us at 
www.poixel.com

Contact Us

Poixel Management Consulting Company 
(L.L.C), Registered in the Commercial 
Registry Department under the law of State of 
Kuwait under No. (424160).

Address: Floor 24, Crystal Tower, Ahmed Al 
Jaber Street, Sharq, State of Kuwait

T: +(965) 2297 0275
M: +(965) 9764 5457
info@poixel.com
www.poixel.com

Directed and Supervised Mohammad Al Marouf
Brands Audited Sarah Al Fahad
Prepared and Designed by Ali Saeed
Supervised by Mohammad Al Qattan
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