
MAXIMIZE YOUR 
COSMOPROF 
NORTH AMERICA 
EXPERIENCE



Get ready to connect with beauty industry giants and innovative 
newcomers shaping the future of beauty. From driving booth traffic to 
preparing for high-impact meetings, here’s how to make the most of 
Cosmoprof North America Las Vegas.

EVERYTHING YOU NEED TO 
SUCCEED AT COSMOPROF 

NORTH AMERICA



PREP LIKE A PRO:  
MEETING TIPS THAT MATTER

NAIL THE BASICS1
KNOW YOUR NICHE2

MASTER THE SHORT PITCH8

3 VISIT STORES AND WEBSITES

4 CREATE SOCIAL BUZZ BEFORE THE SHOW

5 BRING PRODUCTS THAT SPARK CONVERSATION

6 MAKE MEETINGS MORE MEANINGFUL

7 ATTEND EDUCATIONAL PROGRAMS



In a crowded market, clarity wins.
•	What differentiates your company?
•	Why should a retailer stock your brand?
•	What is your brand story?
•	What white space do you fill?
Be ready to articulate your value in a few concise sentences.

KNOW YOUR NICHE2

PREP LIKE A PRO: MEETING TIPS THAT MATTER

NAIL THE BASICS1
•	Number of stores
•	Where they operate
•	Major categories they carry
•	Growth trajectory and channel strategy
CPNA is also filled with emerging retailers actively seeking new brands, so look beyond the big names.
Doing your homework helps you understand where your brand fits in the retail ecosystem.



Demonstrate real retail understanding.
•	Take notes on assortment and merchandising
•	Share specific observations
•	Reference something meaningful about their shopping experience

VISIT STORES AND WEBSITES3

Turn Up the Social Sizzle
CPNA is highly visual and social-driven. Social media is a low-cost avenue to build foot traffic.
•	Effective activations include:
•	Product demonstrations
•	Games
•	Sampling experiences
•	Giveaways
Promote ahead of time on TikTok and Instagram with booth numbers and clear calls to visit.

CREATE SOCIAL BUZZ BEFORE THE SHOW4

PREP LIKE A PRO: MEETING TIPS THAT MATTER



Show Your Best
•	Bring hero SKUs
•	Provide enough samples for engagement
•	Avoid overwhelming buyers with full assortments upfront
•	Highlight pipeline innovation (12–18 months ahead)

BRING PRODUCTS THAT SPARK CONVERSATION5

Share the Stage
•	Ask thoughtful questions
•	Listen actively
•	Take notes
•	Reflect feedback in follow-up conversations
Strong meetings feel collaborative, not transactional.

MAKE MEETINGS MORE MEANINGFUL6

PREP LIKE A PRO: MEETING TIPS THAT MATTER



PREP LIKE A PRO: MEETING TIPS THAT MATTER

•	Gain valuable insights from expert-led educational sessions
•	Connect and network with industry leaders and peers
•	Discover emerging trends shaping the future of the industry

ATTEND EDUCATIONAL PROGRAMS7

•	Use only 50–75% of allotted time
•	Leave room for questions and discussion
•	Ask if they prefer digital or physical follow-up materials
The Follow-Up Is Part of the Pitch
•	Clearly define next steps
•	Set follow-up timing expectations
•	Deliver on promises exactly as stated

MASTER THE SHORT PITCH8



Beauty is sizzling. The U.S. beauty market grew 11% to $108.2 billion in 2023—outpacing most 
consumer-packaged goods categories. Robust growth enticed new retailers and brands to enter 
or expand the category. Beauty is also an area that thrives in brick-and-mortar. 

According to Circana, 71% of mass beauty sales are produced in stores and 67% of prestige is 
transacted in brick-and-mortar stores. 

Price is no longer the deal-breaker when choosing the right retail channel. It’s all about 
finding a fit with each retailer’s unique groove. What Target is looking for is a world apart from 
Walgreens’ style. Meanwhile, Sephora and Ulta Beauty each have their own flair. Understanding 
these channel dynamics and retailer personalities is where the magic happens.

From luxury indulgences to everyday essentials, here’s a rundown of major sales channels and 
their standout stars.

FIND THE RIGHT PARTNER



FIND THE RIGHT PARTNER

MACY’S INC. is fashion-forward in its beauty department with a mix of prestige and upper-end 
masstige lines. The retailer is strong in fragrances. Macy’s welcomes emerging brands that can court younger 
shoppers.

•	 Largest department store retailer with $24+ billion in annual sales
•	 Brands featured at Macy’s: Shiseido, Clinique, IT Cosmetics, Bobbi Brown
•	 Store formats: 481 Macy’s locations, small format, Macy’s Backstage (off-price)
•	 Other operations: Bloomingdale’s (33 locations), Bluemercury (178 doors)
•	 Beauty Focus: Fashion-forward, mix of prestige and masstige lines.

Department stores in the U.S. have seen consolidation and closures, with their beauty sales 
remaining flat in 2023. However, they remain pivotal for luxury beauty products priced $100 
and above, boasting well-staffed departments with knowledgeable consultants who offer 
makeovers and samples. Brands that support these services can thrive in this space. 

TOP-TIER DEPARTMENT STORES

NORDSTROM shines in beauty with legacy brands like Chanel and newer favorites, 

•	 Brands: Chanel, Charlotte Tilbury, Westman Atelier, Hourglass, Kylie Cosmetics, Melt Cosmetics, and a 
variety of premium brands.

•	 Locations: 93 full-line stores and over 340 Nordstrom Rack locations nationwide.
•	 Special Feature: Beauty departments strategically located adjacent to the iconic shoe section, attracting a 

diverse range of shoppers seeking premium beauty products.

NEIMAN MARCUS, including BERGDORF GOODMAN, is a luxury haven. 

•	 Brands: Sisley, Cle de Peau, La Prairie, and exclusive upper-tier brands.
•	 Locations: 38 sleek and luxurious outlets including Bergdorf Goodman.
•	 Special Feature: Trending Beauty section highlighting cutting-edge innovations in the beauty industry.

BLOOMINGDALE’S, Macy’s sister company, skews higher in prices with brands 
including Chanel, Augustinus Bader, Armani Beauty and Chantecaille. Its stores are in high-
fashion cities or shopping centers with consumers always looking for something new, but not 
necessarily overly trendy. Select stores have SpaceNK boutiques within their stores. 



FIND THE RIGHT PARTNER

There are a handful of power players who fall into the mid-tier of department stores that can be 
a good starting point for emerging brands. 

MID-TIER DEPARTMENT STORES

KOHL’S is arguably the best-known in the mid-tier range. 

•	 Locations: Over 1,176 stores across 49 states, with Sephora now in 1,000 locations and plans to expand to 
all stores.

•	 Partnership: Successful collaboration with Sephora, aiming to surpass $2 billion in sales by 2025.
•	 Special Feature: Sephora stores within Kohl’s are strategically placed near the front and center, featuring 

best-sellers like Sol de Janeiro, Summer Fridays, and Sephora Collection. 
•	 Pricing: Up to $599 for the Dyson Airwrap Multi-Styler Complete Long.

BELK, INC. blends classic beauty brands like Estée Lauder with a keen eye on emerging trends. 

•	 Locations: Nearly 300 stores across 16 Southern States.
•	 Digital Presence: Recently strengthened to expand beyond its loyal Southern base.
•	 Beauty Brands: Stocks well-known classic brands like Estée Lauder while staying current with emerging 

beauty trends.

VON MAUR, like Belk, has built a business—and avoided the pitfalls of many department stores that 
have closed—with controlled growth and attention to the customer base. 

•	 Locations: Operates 38 stores across the United States.
•	 Business Approach: Focuses on controlled growth and customer-centric service to maintain longevity and 

avoid industry pitfalls.
•	 Beauty Expansion: Actively adding innovative brands like Ellis Brooklyn, Lake & Skye, and Juliette Has a 

Gun to enhance its beauty offerings and attract discerning shoppers.



BOSCOV’S, with over 50 locations primarily in 
Pennsylvania, offers great opportunities for brands to 
expand. They feature legacy brands like Clinique 
alongside newer additions like Sundae in their 
growing beauty offerings.

BEALLS FLORIDA is a resilient regional mid-tier department store that has thrived despite the 
decline in department stores nationwide. 

•	 Beauty Focus: Offers a comprehensive beauty selection catering to consumers seeking convenient one-
stop shopping, particularly in everyday essentials like hair care and skin care.

•	 Key Brands: Olay, L’Oréal, and Murad in skincare, alongside a diverse range of mid-priced fragrances.

JCPENNEY has new life after Sephora’s exit with the installation of curated departments from Thirteen 
Lune. Customer feedback shows that introducing inclusive brands has hit a sweet spot with the consumer base.

MID-TIER DEPARTMENT STORES (CONTINUED)

FIND THE RIGHT PARTNER



FIND THE RIGHT PARTNER

SPECIALTY STORES
The two biggest specialty stores, Ulta Beauty and Sephora, command the lion’s share of business in 
the segment. But there are others to get to know as they are good for launching and discovery. 
Specialty stores, according to Circana, produced sales gains under 20% in 2023 versus the year before.

SEPHORA AND ULTA BEAUTY TEND TO GO NECK-AND-NECK IN MARKET SHARE. 

SEPHORA is generally considered more upscale than Ulta Beauty (which carries mass and class products). 

•	 Stores: Sephora operates 1,631 stores across the United States. 
•	 Brand Launchpad: Recognized for showcasing and propelling new brands into the market, often featuring them 

prominently in sections like “First at Sephora.”
•	 Exclusivity: Emphasizes exclusives such as Rare Beauty and 

other unique offerings to differentiate its product lineup.
•	 Market Approach: Tailors its U.S. operations 

differently from its European counterparts. 
Focuses on supporting emerging brands while 
maintaining high standards in product 
selection.

•	 Focus Areas: Expanding its offerings 
in hair care and BIPOC (Black, 
Indigenous, and People of Color) 
products to cater to diverse 
consumer preferences and needs.

ULTA BEAUTY is unique in 
that it sells popular priced brands 
like L’Oréal under the same roof as 
prestige lines. 

•	 Stores: Over 1,385 locations 
nationwide, most with integrated 
salons for professional beauty services.

•	 New Product Showcase: “Sparked at 
Ulta Beauty” highlights emerging beauty 
lines for consumer discovery.

•	 Strategic Alliances: Successful partnerships 
with Target expand access to premium brands such 
as Tula, The Ordinary, and Kylie Cosmetics.



The U.S. business of SPACENK. 
•	 Ownership: PCA Companies 

acquired SpaceNK’s U.S. business 
with 600 distribution points.

•	 Partnerships: Bloomingdale’s, 
Nordstrom, Nordstrom Rack, Hudson’s Bay, 
and Walmart’s Beauty SpaceNK shop-in-shop.

•	 Growth Strategy: New owners seek to scale 
operations and expand market presence in the U.S.

SPECIALTY STORES (CONTINUED)

FIND THE RIGHT PARTNER

BLUEMERCURY is the Macy’s owned specialty retailer that is on 
a growth trajectory. 

•	 Growth: Rapidly expanding with nearly 160 freestanding stores 
and plans for additional openings  
and remodels.

•	 Merchandising Philosophy: Curates an edited 
array of products to streamline the shopping 
process.

•	 Competition: Positioned to rival Ulta 
Beauty and Sephora in the specialty 
beauty retail market.

•	 The Cache: Features The Cache, 
a dynamic area showcasing new 
brands that changes every four 
months.

COS BAR is an uber- luxury specialty retailer that started out in Aspen, Colorado. 

•	 Stores: Approximately 21 locations across upscale markets like Vail, Scottsdale, and Newport Beach.
•	 Merchandise Assortment: Curates prestigious collections with a focus on engaging sales experiences, set 

by founder Lily Garfield.
•	 Lily’s Favorites: Personally selects must-have items, often introducing new additions to the selection.
•	 Market Position: Emphasizes a high-end retail experience tailored to affluent clientele in exclusive locations.



EMERGING SPECIALTY
K-BEAUTY continues to gain traction in the U.S. 

H MART brings the best of Korea to the U.S. with its more than 84 stores that sell everything from 
seafood to skincare. 

•	 Ownership: H Mart is an American chain of Asian hypermarkets operated by the Hanahreum Group 
headquartered in N.J. 

•	 Key Brands: Beauty of Joseon, Cosrx  
and Dr. Jart.

International K-beauty powerhouse  OLIVE YOUNG is the 
Korea’s number one health and beauty store. The company closed 
out 2023 with more than 1,335 stores. 

•	 Growth Strategy: Leveraging its reputation in 
Korea, Olive Young operates online sales for 
global distribution include the U.S. 

FIND THE RIGHT PARTNER



FIND THE RIGHT PARTNER

MASS MERCHANDISERS
Mass merchandisers is a catchall name for retailers that sell beauty priced below specialty and 
department stores. Drugstores, discount stores, and off-pricers all fall under the heading. In 
the U.S. these stores account for the largest share of sales, but the growth in dollars has lagged 
behind prestige for several years, based on Circana data. 

Generally speaking, if your brand is positioned under $30, the best bet is to seek out a mass 
marketer. However, there are slightly higher brands gaining entry in mass doors.

WALMART is not only the largest retailer in America, but it also sells more beauty products, too.

•	 Market Leader: Leads in beauty product sales with a focus on elevating its offerings.
•	 Distribution Power: With 4,600 U.S. stores, brands must be prepared to meet Walmart’s scale requirements, 

including potential test runs in select locations.
•	 Strategic Initiatives: Refreshing store aesthetics and adopting a first-to-market strategy to compete with 

Amazon and Target.
•	 Product Focus: Emphasizing exclusives, BIPOC-founded brands, and products appealing to younger 

demographics.
•	 Customer Base: Attracts a significant portion of high-income customers ($100,000+), with curated areas by 

SpaceNK featuring premium brands within select stores. 

TARGET has earned the name as the class of the mass when it comes to beauty. 

•	 Market Position: Target is known as the leader in mass-market beauty, reinforced by partnerships like Ulta 
Beauty in over 500 of its nearly 2,000 stores.

•	 Unique Offerings: Emphasizes exclusives such as Kristin Ess hair care and Fine’ry fragrances to 
differentiate its beauty selection.

•	 New Brand Focus: Actively seeks the latest buzzworthy brands to drive impulse sales and attract trend-
conscious shoppers.



DOLLAR TREE which includes Family 
Dollar and Dollar General are the major retailers 
in the value segment. 

•	 Market Presence: these stores dominate 
the value segment with over 20,000 stores 
collectively 
across America.

•	 Beauty Offerings: Stock name brands like 
Maybelline, with Dollar General featuring 
its own brand,  
Believe Beauty.

•	 Market Performance: Dollar store beauty 
sales have shown significant growth, 
surpassing expansion in drug and discount 
sectors based on Circana yearly results.

•	 Strategic Focus: Executives seek closeout deals to 
provide deep discounts. 

•	 Trendy Appeal: Five Below, part of the value segment, is 
renowned for trendy beauty products, particularly popular kids’ 
beauty licenses.

FIND THE RIGHT PARTNER

MASS MERCHANDISERS (CONTINUED)

WALGREENS’ calling card is its network of more than 2,500 trained beauty consultants—a luxury 
in the mass world. 

•	 Nationwide Presence: Operates over 8,570 stores across the 
United States.

•	 Exclusive Brands: Offers Boots exclusives like No7. 

CVS is in the process of upgrading its beauty presence with a new prototype that reduces stock keeping 
units to make shopping easier.

•	 Beauty Upgrade: CVS is revamping its beauty section with a simplified shopping experience and a focus 
on brands with strong storytelling.

•	 Skin Care Centers: Offers higher-end skincare products in specialized centers within select locations.
•	 Nationwide Reach: With nearly 9,300 CVS stores nationwide, brands must meet high inventory demands 

for distribution.



ROSS STORES AND TJX (INCLUDING TJ MAXX, MARSHALLS, 
HOMEGOODS, HOMESENSE, AND SIERRA) leverage the beauty category with 
name brands and discounted prices.
•	 Shopper Appeal: Consumers flock to find beauty bargains, amplified by social media influencers.
•	 Growth: The sector saw a 20% sales increase in 2023, reflecting strong consumer interest.
•	 Store Presence: Ross Stores operates 1,764 stores, while TJX approaches 5,000 units across its brands, 

ensuring broad accessibility.

FIND THE RIGHT PARTNER

OFF-PRICE APPAREL

PROFESSIONAL BEAUTY

SALLY BEAUTY is the biggest of a cadre of 
professional beauty outlets that have expanded 
their brands and opened doors to the general 
market. 

•	 Stores: With 3,700+ locations, Sally 
Beauty offers salon-quality hair color, 
care, nails, and makeup.

•	 Online Convenience: Improved for 
two-hour delivery or free in-store 
pickup.

•	 Market Access: Ideal entry point 
for brands with professional beauty 
heritage into the U.S. market.



Social media sites are escalating in beauty at warp speed. Shoppable 

content is catching on. In less than a year, TIKTOK SHOP 
is now the ninth-largest online beauty and wellness retailer 
in the U.S.

FIND THE RIGHT PARTNER

ONLINE AND DIRECT MARKETERS

AMAZON needs no introduction, but the e-commerce juggernaut is making its biggest moves ever in beauty.

•	 Market Leader: Set to surpass Walmart as the top U.S. beauty retailer by 2025 with a projected 14.5% market share.
•	 Brand Impact: Even resistant brands like Estée Lauder have launched Clinique and Too Faced on Amazon recently.
•	 Industry Influence: Amazon’s dominance is reshaping beauty sector dynamics and market strategies significantly.

QVC AND HSN have a healthy and loyal fanbase and are great partners for beauty brands. Examples 
like IT Cosmetics, which launched through a 10-minute spot on QVC, highlight this effectiveness.

The show floor will be the host to many 
international retailers, too. Among those 
on the roster are upscale drugstore 
retailer SHOPPERS DRUG MART, online 
wellness innovator from Canada WELL.CA, 
FARMACIAS DEL AHORRO from Mexico and 
HOLT RENFREW from Canada. 

INTERNATIONAL ATTENDEES



Beauty retail is rapidly evolving. While legacy leaders remain important, new channels are 
reshaping distribution.

THE NEW RETAIL LANDSCAPE



THE ONES TO WATCH

THE NEW RETAIL LANDSCAPE

K-BEAUTY & SPECIALTY RETAILERS TAKE CENTER STAGE
Asian Beauty Goes Mainstream
•	 K-beauty is influencing every beauty category — not just skin care.
•	 U.S. K-beauty sales surpassed $2 billion last year, up 37% year over year.
•	 Retailers around the world are increasingly seeking Asian beauty brands.
Retailers Expanding K-Beauty:

OLIVE YOUNG
•	 Curates K-beauty zones for Sephora
•	 Expanding with its own U.S. stores, just opened in Los Angeles

ULTA BEAUTY
•	 Features dedicated K-Beauty Worlds online and in stores

MINISO
•	 Operates more than 300 U.S. stores

H MART
•	 Rapidly expanding
•	 Beauty departments are becoming 

increasingly popular



THE NEW RETAIL LANDSCAPE

PUT THESE ON YOUR RADAR

SUKOSHI
•	 Bright, playful stores focused on Korean, Japanese 

and Asian beauty brands
•	 Approximately 20 stores across the U.S. and Canada
•	 Plans to expand to 40 stores by the end of 2026
•	 Mall-focused locations targeting younger shoppers
•	 Also acts as a brand accelerator through influencer 

collaborations and pop-ups

THE BEAUTY SPY
•	 Focused on discovering beauty secrets from around 

the world
•	 Strong platform for K-beauty discovery
•	 Carries brands including:

•	 Moremo
•	 Spa De Pure
•	 COSRX

•	 Roughly 70% of K-beauty sales still happen online
•	 Sells through its own site and retail partners 

including HSN

THE ONES TO WATCH (CONTINUED)

LOTTE HOME SHOPPING
•	 One of Korea’s leading home shopping networks
•	 Reaches millions of consumers through:

•	 TV commerce
•	 Mobile commerce
•	 Live commerce

•	 Core categories include:
•	 Beauty and personal care
•	 Food and health
•	 Fashion and lifestyle

•	 Serves as a bridge between Korean SME brands and 
consumers

•	 CPNA booth features a broad assortment of 
K-beauty products

OHLOLLY 
•	 U.S.-based online retailer specializing in Korean 

skin care and cosmetics
•	 Focused on curated beauty routines
•	 Offers authentic Korean beauty products
•	 Emphasizes:

•	 Clean formulas
•	 Organic ingredients
•	 Plant-based products

ASIAN E-COMMERCE GIANTS EXPANDING INFLUENCE

COUPANG
•	 Known for:

•	 Fast delivery
•	 Advanced logistics
•	 Broad product assortment

JD.COM
•	 One of China’s largest e-commerce platforms
•	 Recognized for:

•	 Direct sales model
•	 Nationwide logistics infrastructure
•	 Rapid fulfillment
•	 Livestreaming capabilities



THE NEW RETAIL LANDSCAPE

SPECIALTY PLAYERS WORTH KNOWING

THIRTEEN LUNE
•	 Destination for discovering diverse-owned beauty 

brands
•	 Founded in 2020
•	 Community-centered platform focused on:

•	 Inclusive representation
•	 Founder storytelling
•	 Luxury, high-performing products

•	 Features emerging and established brands
•	 Operates:

•	 A flagship store in Los Angeles
•	 Thirteenlune.com

•	 Seeking innovative beauty brands aligned with 
inclusive storytelling and product discovery

SALONCENTRIC
•	 Strong launchpad for professional beauty products
•	 L’Oréal-owned distributor
•	 Supplies:

•	 Salon-grade hair care
•	 Hair color
•	 Styling products

•	 Focused on licensed cosmetologists and salons 
across North America

ECOSMETICS
•	 Discount-focused online beauty retailer
•	 Carries:

•	 Skin care
•	 Makeup
•	 Fragrance

•	 Mix of prestige and mass brands

ICSITUM
•	 Highlights the growing influence of Latina 

consumers in beauty
•	 Helps brands:

•	 Connect with retailers like Walmart and Costco
•	 Develop brand positioning
•	 Expand multicultural reach

•	 Mexican company focused on Mexico and LATAM 
expansion

ALL FOR AMERICAN
•	 Online marketplace focused on American-made 

products across:
•	 Beauty
•	 Wellness
•	 Fashion
•	 Home

•	 Beauty brands include:
•	 Taylor Made Organics
•	 Bejou
•	 My Neighbor’s Tallow

THE ONES TO WATCH (CONTINUED)



THE NEW RETAIL LANDSCAPE

BREAKING INTO RETAIL GIANTS

REVOLVE
•	 Beauty has expanded from an add-on category to a major business
•	 Carries hundreds of brands across:

•	 Skin care
•	 Makeup
•	 Hair care
•	 Fragrance
•	 Wellness
•	 Beauty tools

•	 Known for a trend-driven, prestige beauty assortment targeting 
younger consumers

TWITCH
•	 Evolving beyond gaming into a growing 

beauty destination
•	 Beauty creators use the platform for:

•	 Live tutorials
•	 Interactive engagement
•	 Community-driven content

•	 “Get Ready With Me” (GRWM) 
content performs especially well



THE NEW RETAIL LANDSCAPE

FASHION, SOCIAL & DIGITAL COMMERCE
PATHS INTO POWERHOUSE PLAYERS

WALMART
•	 Continues seeking innovative beauty brands
•	 Offers multiple ways to test and scale products

WALMART.COM
•	 Lower-risk way to test online demand before store expansion

WALMART CONNECT
•	 Walmart’s retail media division
•	 Allows brands to advertise across Walmart’s digital ecosystem

WALMART MARKETPLACE
•	 Third-party marketplace selling alongside Walmart inventory

WALMART MEXICO (WALMEX)
•	 One of Latin America’s largest retail operations

WALMART CANADA
•	 Major omnichannel retail presence across Canada



THE NEW RETAIL LANDSCAPE

HOLT RENFREW
•	 Operates 7 luxury department stores
•	 Key prestige beauty partner in Canada
•	 Carries brands including:

•	 Chanel
•	 La Mer
•	 Creed
•	 Byredo
•	 Sisley Paris

CANADIAN RETAILERS TO KNOW

SHOPPERS DRUG MART
•	 More than 1,300 locations
•	 Operates as Pharmaprix in Quebec
•	 Elevated beauty departments featuring 

prestige and mass brands including:
•	 Dior
•	 Clarins
•	 Maybelline
•	 NYX
•	 Neutrogena

REXALL
•	 Operates more than 400 stores 

across Canada
•	 Carries mass and masstige beauty 

brands



THE NEW RETAIL LANDSCAPE

THE COMEBACK STORY
•	 Department stores are investing heavily to regain beauty market share
•	 Off-price concepts are playing a growing role
Examples
•	 Nordstrom Rack

•	 Partners with BeautySpace on curated assortments
•	 Macy’s

•	 Expanding beauty through partnerships such as Kiko Milano

DEPARTMENT STORES ARE REINVENTING BEAUTY

MACY’S BACKSTAGE
•	 Off-price concept featuring:

•	 Discounted beauty
•	 Apparel
•	 Home goods

MACY’S MARKETPLACE
•	 Online marketplace with third-party 

sellers alongside Macy’s inventory

BURLINGTON
•	 Competes aggressively in value beauty
•	 Assortments shift frequently based 

on opportunistic deals
•	 Known for skin care and hair care 

bargains
•	 Approximately 1,230 stores

CITI TRENDS
•	 Targets urban and value-conscious shoppers
•	 Fast-changing inventory with sharp pricing
•	 Often described as a “treasure hunt” shopping experience
•	 Approximately 590 stores



THE NEW RETAIL LANDSCAPE

BEYOND TRADITIONAL BEAUTY RETAIL

QVC / HSN
•	 Ideal for brands with:

•	 Strong founder stories
•	 Highly demonstrable products

•	 Key strengths include:
•	 Live selling
•	 Storytelling
•	 Curated shopping experiences

COSTCO
•	 Expanding aggressively into prestige beauty, more 

than 900 locations
•	 Carries brands including:

•	 SK-II
•	 RoC

•	 Fragrance is a major draw with brands 
such as:
•	 Dolce & Gabbana
•	 Hugo Boss

•	 Also, a growing destination for 
K-beauty brands including:
•	 TIRTIR
•	 mixsoon

TEMU
•	 Known for:

•	 Aggressive pricing
•	 Viral consumer growth
•	 Strong appeal among younger 

shoppers

THE NEW BRAND BUILDERS

IHERB
•	 Major online destination for:

•	 Affordable skin care
•	 K-beauty
•	 Natural beauty
•	 Wellness-oriented personal care

•	 Functions more like a global value marketplace than 
a traditional prestige beauty retailer



THE NEW RETAIL LANDSCAPE

SUPER GROWTH AT SUPERMARKETS
As the chain drug channel contracts, supermarkets are expanding beauty offerings and 
borrowing strategies from premium retailers like Erewhon.

H-E-B
•	 Often referred to as the “Sephora of grocers”
•	 Features upscale beauty departments with trained beauty advisors
•	 Known for unexpected beauty discoveries in a grocery environment

WHOLE FOODS 
MARKET
•	 Pioneer in clean and better-for-you 

beauty
•	 Whole Body department emphasizes strict 

ingredient standards
•	 Launchpad for many natural beauty brands
•	 Approximately 545-plus U.S. stores

HY-VEE
•	 Expanding aggressively in beauty, especially bath and body
•	 Positioning itself around wellness and self-care
•	 Approximately 285 stores

KROGER
•	 Operates more than 15 banners including:

•	 Kroger
•	 Fred Meyer
•	 Dillons
•	 King Soopers

•	 Positioned to benefit from shrinking 
drugstore distribution

•	 Offers broad beauty assortments 
across banners



THE NEW RETAIL LANDSCAPE

DON’T OVERLOOK HOSPITALITY & TRAVEL RETAIL
Many beauty brands first build loyalty when travelers discover products in hotels or on vacation.

1 HOTELS
•	 Focused on:

•	 Sustainability
•	 Wellness
•	 Eco-conscious design

MARRIOTT INTERNATIONAL
•	 Global hospitality leader spanning luxury and midscale travel

MSC CRUISES
•	 Strong beauty and wellness focus onboard
•	 Features:

•	 Spas
•	 Barber shops
•	 Hair salons
•	 Thermal areas
•	 Beauty salons

•	 Merchants actively seek unique 
beauty offerings for guests

STARBOARD GROUP
•	 Leading retail curator at sea
•	 Developed immersive retail 

experiences onboard Star Princess
•	 Features:

•	 First-at-sea Chanel beauty shop-in-shop
•	 Designer fragrances
•	 Clean skin care
•	 Premium hair care

•	 Beauty partners include:
•	 Beekman 1802
•	 Moroccanoil



THE NEW RETAIL LANDSCAPE

A GUIDE TO RETAIL CHANNELS
TRADITIONAL DEPARTMENT STORES (PRESTIGE / 
UPPER TIER)
Macy’s – ~450 stores
•	 Bloomingdale’s 58 stores
•	 Nordstrom – ~386 stores
•	 Dillard’s – ~272 stores
•	 Belk – ~78 stores
•	 Von Maur – ~40 stores
•	 Saks Fifth Ave/Neiman Marcus – reducing footprint 

to concentrate on key stores about 47 total stores
Positioning Notes
•	 Macy’s: Fashion-forward, prestige + masstige mix, 

just added Kiko Milano and aggressively pursuing 
additional upscale brands

•	 Nordstrom: Strong prestige + emerging brands, 
accelerating beauty as Saks/Neiman closes doors

•	 Bloomingdale’s: Higher-end, luxury focus
•	 Saks/Neiman Marcus- luxury
 
MID-TIER DEPARTMENT STORES
•	 Kohl’s – ~1,174
•	 Bealls Florida – ~660 stores
•	 Boscov’s – ~52 stores
•	 JCPenney – ~650 stores 
Positioning Notes
•	 Strong entry point for emerging brands
•	 Increasing focus on beauty reinvention and 

partnerships
 

SPECIALTY BEAUTY RETAILERS
•	 Ulta Beauty – ~1,445 stores
•	 Sephora – ~2,000 U.S. stores (plus ~1,100 in Kohl’s)
•	 Bluemercury – ~171 stores
•	 Cos Bar – ~21 stores
Positioning Notes
•	 Sephora: Prestige + emerging brand launchpad
•	 Ulta: Mass + prestige hybrid model
•	 Bluemercury: Curated, edited assortment
•	 Cos Bar: Ultra-luxury boutique experience
 
MASS MERCHANDISERS (LARGEST BEAUTY 
CHANNEL)
•	 Walmart – ~4,600 U.S. stores
•	 Target – ~2,000 stores
•	 CVS – ~9,300 stores
•	 Walgreens – ~8,031 stores
•	 Dollar Stores
•	 Dollar General – ~20,000 stores
•	 Dollar Tree – ~9,000 stores
•	 Family Dollar – ~8,000 stores
Positioning Notes
•	 $30 and under is the primary sweet spot
•	 Rapid expansion of prestige-adjacent “masstige” in 

select doors
 



THE NEW RETAIL LANDSCAPE

OFF-PRICE RETAILERS
•	 Ross Stores – ~1,700 stores
•	 TJX Companies – ~5,000+ stores total
•	 TJ Maxx – ~1,340
•	 Marshalls – ~1,200
•	 HomeGoods – ~900
•	 Sierra – ~150
•	 Homesense – ~79
Positioning Notes
•	 High discovery-driven traffic
•	 Strong “treasure hunt” consumer behavior
•	 Fast inventory turnover
 
PROFESSIONAL BEAUTY
•	 Sally Beauty – ~2,900 stores
•	 SalonCentric – ~585 stores
•	 Cosmoprof  - ~1,300
Positioning Notes
•	 Salon-grade products
•	 Entry point for professional heritage brands
•	 Expanding omnichannel fulfillment
 

A GUIDE TO RETAIL CHANNELS (CONTINUED)

SUPER GROWTH AT SUPERMARKETS
•	 H-E-B – ~345 stores in Texas, plus 60-plus doors in 

Mexico
•	 Hy-Vee – ~285 stores
•	 Kroger – ~2,800+ stores across banners
•	 Whole Foods – ~530+ stores
Positioning Notes
•	 Increasing “beauty destination” strategy in grocery
•	 Strong wellness + clean beauty focus
•	 Beauty advisors expanding in select banners

DIGITAL & SOCIAL COMMERCE
•	 Amazon – ~$30B+ U.S. beauty sales (estimated)
•	 TikTok Shop – rapidly growing beauty channel –

sixth largest with plenty of opportunity
•	 QVC / HSN – live commerce leaders
Positioning Notes
•	 Gaining trust from consumers once hesitant to buy 

online
•	 Quick to market, fast with trends
•	 Adding higher-end brands
 
*Store counts are subject to change


