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Objectives: 
 

1) Conduct a focus group to find out how girls in the United States ages 18-25 use 
makeup and skincare, including which brands and products they prefer, as well as 
where they prefer to shop for products.   

2) Uncover their awareness and attitude toward Mary Kay Cosmetics and direct 
selling.  

 
Where does she shop for makeup? 
  
 Overall, participants shop back-and-fourth between department stores (Dillards, 
Saks, Miss Jackson’s) and convenient stores (Walgreens, CVS) for their makeup. 
Participants like the one-on-one attention from a makeup professional at department 
stores.  They also like receiving expert makeup advice, learning new techniques and 
trying the makeup before they buy it.  Participants also enjoy the ease of shopping at a 
convenient store; they don’t have to deal with a salesperson trying to sell them more 
items and it takes less time because participants know exactly which products they want 
to purchase.  An additional perk of convenient store makeup is that products are less 
expensive.   
 

The majority of participants said they were willing to splurge on makeup products 
they felt were a higher quality.  Some of the brands they deemed high quality were 
Chanel, Bobbi Brown, Trish McEvoy and Nars; however, the majority of makeup 
products owned by participants were Maybelline and L’Oreal.  The top three makeup 
products she couldn’t live without are mascara, foundation and concealer.  In addition, 
participants expressed the desire to purchase higher quality makeup products but said that 
the higher price point is a definite concern.    
 
 
How often does she use makeup?  
 

The participants ranked themselves between amateur and intermediate makeup 
users, using makeup two-three times a week and wearing heavier makeup on the 
weekends and special occasions.  She remains loyal to a few brands whose products tend 
to last longer.  The number one brand that lasted the longest for its price point was MAC.   

 
Participants agreed that they seek out makeup that is easy to use and less time 

consuming to apply.  An example they gave was the Maybelline eyeliner marker for 
better precision and smoother application.  They also agreed they would rather spend 
more time on their hair than their makeup; an interesting point considering none of the 
participants said they would rather spend their money on hair products instead of 
makeup.   
 
 
 
 



 
 
How does she find out about new makeup products or brands? 
 
 Participants were all habitual makeup users; they find a product that works and 
stick with it, rarely seeking out new products.  The best way for her to hear about new 
products is by word-of-mouth.  The two makeup products she said she continues to 
search for are a better eyeliner and foundation. 
 
 
How does she feel about skincare? 
 
 Her skincare regiment consists mainly of over-the-counter products from 
convenient stores.  Moisturizers and liquid soaps and scrubs including brands like 
Cetaphil and Clean & Clear.  Participants said they do not prefer makeup remover wipes 
because typically not enough wipes come in a pack.  She prefers Lancome liquid eye 
makeup remover. 
 
 Participants were only slightly still concerned with acne products.  Older 
participants were interested in anti-wrinkle products but have not taken action to try any. 
Participants were also asked about multitasking makeup such as BB creams; the main 
multitasking product used is foundation with SPF.   
 
 
How does she feel about Mary Kay Cosmetics? 
 
 Her reaction to Mary Kay was that it was a brand for “old ladies.” They were 
unaware of Mary Kay At Play products and overall uninformed about the brand.  One of 
the participants immediately thought of the pink Cadillacs, which Mary Kay gives to top 
sales achievers.  All the participants were unaware that Mary Kay had a website where 
merchandise can be purchased. 
 
 Overall participants were ignorant about the brand, having neither a negative nor 
positive image toward Mary Kay. 
 
 
How does feel about direct selling? 
 
 The direct selling products she is familiar with include Avon, Mark by Avon, 
Rodan and Fields and Body by Vi.  She has a negative impression of direct sellers, seeing 
them as pushy and only trying to make money.  She also feels direct selling is an outdated 
practice and associates it with door-to-door selling.  All but one of the participants said 
they would never sell products through direct selling.  They believe they do not have an 
outgoing enough personality to turn a profit.  
 
 



What would it take for her to try Mary Kay? 
 
 Participants said they would try Mary Kay if products were available through 
retail or department stores.  They expressed interest in the Mary Kay website but said 
they would not buy a product without being able to test it first.  A suggestion they had to 
improve Mary Kay’s image was for the company to create a spin-off brand using a new 
name.  The new brand would be directed toward girls ages 18-25.  They also suggested 
that Mary Kay offer virtual samples that can be ordered through the website so potential 
buyers can test products before purchasing.      
  
 
    

 


