
Gen Z’s Skincare 
evolution in GCC: 

UNFILTERED

What we know about Gen Z

Gen Z, the generation born between 1997 
and 2012, presently aged between 12-27, is 
poised to become the wealthiest1 and most 
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DIGITAL NATIVES
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SHORT ATTENTION SPAN AND FOMO

SUSTAINABILITY CONSCIOUS
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 (Figure 1), indicating a strong potential 
to draw 
to skincare.

STRONG MACROECONOMIC FORCE
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HIGH IMPORTANCE OF SKINCARE TO GEN Z
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SKINCARE KNOWLEDGE: EXTENSIVE KNOWHOW WITH ROOM 
FOR FURTHER REFINEMENT 
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SKINCARE ROUTINE: MORE COMPLEX THAN PERCEIVED 

 

 

 

Figure 7:
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COMPLEXITY BEHIND SIMPLICITY

SHIFTING BEAUTY IDEALS: BLURRING 
LINES BETWEEN MAKEUP 
AND SKINCARE
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care  

and body care, as 

Figure 11:
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COMMUNICATION: NO ONE-SIZE-FITS-ALL APPROACH

 respond better to 

NUANCED MARKETING REQUIRED

skincare purchase decisions 

CONCERN

Moisturizers / hydrates my skin

Keep skin fresh with healthy oil balance

Maintains youthful skin

Evens out skin tone

Promotes clear and blemish free skin
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GOAL ORIENTED
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PREVENTATIVE
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SOURCES OF INFLUENCE: 
TAILORED ACROSS GEN Z’S SKINCARE JOURNEY

Gen 

research approach and

Figure 15:

phases. 
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phases. 

purchase stage

10, Instagram remains 

 

Researching 

ingredients

DISCOVERY CONSIDERATION PURCHASE ADVOCACY

RISE IN SKINCARE 
RELATED
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ON SOCIAL MEDIA

tips



speak

growth has led to 
collaborations with 15 global 
brands in 2024 alone, a 

content creator

RECIPE FOR SUCCESSFUL VIDEO CONTENT 
AS PER INSTAGRAM GUIDELINES

 
Entertaining 

Contagious 

between generations.



between generations.

TARGETED SOCIAL MEDIA CONTENT 
AND CREATOR APPROACH

GEN Z’S SKINCARE PURCHASES: EAGER TO 
EXPERIMENT, LOYAL TO THE TRIED-AND-TRUE

GCC Gen Z Hottest Brand 

(Figure 17).

Figure 17: 



use cases

SHIFTING TOWARD PREMIUMIZATION AND 
EXPERIENTIAL BRANDS 

Gen Z is 

emotions.

towards dermo and ingredient-led brands, typically 
As a 

the category. 

LOYAL, YET CURIOUS



BETWEEN EXPERIMENTATION AND LOYALTY

INTENTIONAL, NOT IMPULSIVE

their 
approach. 

ROLE OF CHANNELS: OMNICHANNEL IS KEY, 
ALTHOUGH FINAL PURCHASE IS OFTEN 
OFFLINE

While Gen Z embraces digital tools, 

(Figure 18).



Figure 18: 

Gen Z in the 

IMPORTANCE OF OMNICHANNEL APPROACH
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5 TAKEAWAYS FOR BRANDS AND RETAILERS 
TARGETING GEN Z IN THE GCC:

empower:

connections:

 Gen Z is 

 Gen Z blends online research and 
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