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7 Five Truths of w2
Seauty Shoppers

Choosing a new beauty item is a personal, tactile experience, and digital discovery provides even more
opportunity for beauty shoppers to find the perfect product. Here's how they go about it.
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THEIR RESEARCH FOCUSES ON:
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Undecided shoppers begin searching with CATEGORY TERMS

and end looking for SPECIFIC BRANDS
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Source: Google/Millward Brown Digital Beauty Study, July 2013
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