


Executive Summary

Beauty e-commerce is crowded, expensive, and increasingly shaped by digital discovery.

Customer acquisition costs (CAC) for beauty e-commerce are estimated at $90-$130 in the
U.S., while overall e-commerce CAC has risen by as much as +60% over the past several years. At
the same time, more than 25% of all new FMCG (fast-moving consumer goods) brand launches
are now in beauty and personal care, making the category one of the most crowded spaces for new
players.

For beauty brands, this creates a clear challenge: once a shopper lands on the site, the
experience has to do more than display products. It has to guide the shopper toward the
right decision.

In other words, brands can no longer rely only on bringing more traffic to the site. Once a shopper
arrives, every session needs to work harder.

Virtual try-on and shade matching have helped solve important parts of that journey. They help
shoppers see products, compare shades, and reduce uncertainty around individual items. But beauty
purchases rarely happen as isolated product decisions. A shopper may start with foundation,

but they often need help understanding what concealer, lip color, eyeliner, mascara, contour, or
highlighter completes the look.

This is where the next commercial opportunity sits: moving from single-product discovery to full-
look conversion.

Look Finder was developed for this shift. It uses Al-powered, facial-feature-based recommendations
to help shoppers discover complete makeup combinations across categories. For brands, the value
is not only a better customer experience. It is a stronger path to higher average order value (AOV),
cross-category add-to-cart, and revenue per session.


https://eightx.co/blog/average-cac-ecommerce-vertical
https://www.euromonitor.com/press/press-releases/august-2024/more-than-25-of-all-new-brands-launched-are-in-the-beauty-and-personal-care-industry-euromonitor-international
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1. Beauty Growth Is Still Strong, but
Harder to Capture

The global beauty market remains resilient. McKinsey expects the global beauty market to grow
by around 5% annually through 2030, reaching approximately $590 billion. But the same report
makes clear that growth is becoming more complex, shaped by changing channel behavior, social
commerce, value-conscious consumers, and rising competition.

Digital is central to that shift. McKinsey reports that e-commerce now accounts for the largest
share of global beauty market sales by channel. At 28%, it's ahead of beauty retail and department
stores. It also identifies social commerce as the fastest-growing channel.

NIQ’s State of Global Beauty in 2026 points in the same direction: online beauty grew 18% in its latest
52-week view, compared with 3% offline.

This creates a difficult balance for brands. There are more digital routes to the customer than ever, but
also more noise, more comparison, more channels to maintain, and less room for inefficient journeys.

The brands that invest in traffic but underinvest in decision support risk paying for attention they
cannot convert.


https://www.mckinsey.com/industries/consumer-packaged-goods/our-insights/state-of-beauty

2. The Cost of Losing Shoppers at the
Decision Point

Beauty brands are paying more to attract shoppers, but many still lose them at the point of purchase.

The average cart abandonment rate across e-commerce remains extremely high, with
current benchmarks commonly sitting around 70-72%. For beauty and skincare specifically,
abandonment benchmarks are around 72%, depending on source and measurement method.

In beauty, hesitation is not surprising. A shopper is not just choosing a product. They are choosing
color, finish, compatibility, skin suitability, occasion, identity, and confidence. That is a lot of tiny
mirrors to consulit.

Choice overload makes it worse. A 2025 survey found that 69% of beauty shoppers say the
beauty shopping experience feels overwhelming. And when shoppers are overwhelmed, they
often buy less. Why? Simply because they can’'t confidently decide what belongs together - what fits
their look. It doesn’t mean they dislike the products.

NIQ? also notes that consumers are actively seeking simplicity, with 52% of global consumers
willing to pay more for products that make tasks easier or less time-consuming.


https://insights.getglued.co/checkout-optimization/cart-abandonment-statistics/#shopping-cart-abandonment-rate-across-online-retailers
https://finance.yahoo.com/news/changeup-survey-reveals-nearly-70-141500566.html?guccounter=1&guce_referrer=aHR0cHM6Ly93d3cuZ29vZ2xlLmNvbS8&guce_referrer_sig=AQAAAH2EUB1_mzPQGAUbNyIS-a2TUnUQ8YtU278N-R1PAxJHUOpHb5WgPP83I5Pq6zlDSjBfW5_LUOyr4u5T4RLX84C473zhohtwPEhbHUqzPqe-UAVERYBPoYXI3BzZVWqaZc8SV_dIj2Ebqr9eYAf5OcbqShRzqCgbdmOkUC-SiQy9

For beauty e-commerce, this is an important signal. More products do not automatically create a
better shopping experience. More categories, more shades, more finishes, and more looks can
increase exploration, but they can also slow the buying decision.

The commercial issue here is twofold:

On the one hand, we have the obvious, most expensive issue - cart abandonment.
With high customer acquisition costs, losing customers due to poor guidance becomes
especially costly.

On the other hand, there is an underrated but very significant issue - under-conversion.

Shoppers may buy one product when they could have easily bought a complete look - if only
they had guidance, a personalized experience helping them connect the products.

To put it simply:

A brand may win the click, win the visit, and even win the first product interaction, but still
lose the basket.



3. Single-Product Personalization s
No Longer Enough

For years, beauty technology has focused on solving individual product decisions.

Virtual try-on answers:
How does this product look on me?

Shade matching answers:
Which complexion shade is right for me?

Traditional recommendation widgets answer:
What else do other people buy?

These are useful questions, but they do not fully reflect how shoppers make or build up to a makeup
purchase.

Makeup is combinational by nature. A foundation choice affects concealer. A lip shade changes
the balance of the eye look. A highlighter or contour product depends on the face, the finish, and the
desired result. A mascara or eyeliner recommendation can vary depending on the facial features and
full look being created.

So, the next logical question can only be:
What combination makes sense for this shopper?

And this is the strategic shift behind Look Finder.
It is the next logical and natural layer of the beauty shopping journey, building upon

virtual makeup try-on and shade finder, to help consumers discover complete makeup
combinations rather than isolated products.

That distinction matters. A look is not just a longer product list. It is a curated product combination
with a clear visual outcome for shoppers.



4. From Product Confidence to Full
Look Confidence

Virtual makeup try-on and Al Shade Finder will remain valuable because they reduce uncertainty
around individual products. And their value in this realm is indisputable.

But the next layer of value is broader: helping shoppers understand which products belong together.
+ Shade matching builds confidence in a specific match.

+ Virtual try-on builds confidence in visual fit.

+ Look Finder builds confidence in the complete combination.

This is upselling but with a twist. And the twist is logical, personalized guidance to a full set of
makeup products that complement each other and the shopper, meet the shopper’s needs, and
create a full look.

Upselling makeup with Look Finder becomes more valuable and less intrusive - it feels like a beauty
advisor saying: “Here’s what works together.” It’s not just pushing any extra products into the journey;
it's curated, well-thought-out, and designed for the shopper.

41. Look Finder: Key Makeup Categories

Arelle’s Look Finder helps beauty brands move from single-product discovery to personalized basket
building. It is built around Al-powered, facial-feature-based recommendations. It currently supports
product combinations across key makeup categories:

* Foundation
e Contour

e Highlighter
e Blush

e Lipstick

e Lipliner

* Eyeshadow

e Mascara
Together, these categories allow brands to guide shoppers across complexion, lip, and eye products
within a single connected experience.

The point is not to overwhelm the shopper with more options. It is to reduce the effort needed to
build a look across multiple categories.



4.2. How Look Finder Works

Look Finder works by analyzing the shopper’s facial features and color characteristics, then using
that information to recommend cohesive makeup combinations across multiple categories.

Instead of relying only on generic shopping behavior, such as “customers also bought,” Look Finder
brings personal visual context into the recommendation process.

Through a selfie or live camera feed, Look Finder scans the shopper’s face, identifying signals such as
skin tone, eye color, hair color, and facial features. These signals are then interpreted using principles
of seasonal color analysis to recommend looks that best fit each individual shopper.

As a result, each shopper gets a curated selection of makeup products for their ideal look, along with
a photorealistic preview through an interactive virtual try-on. The entire journey - from face scan to
full-look recommendation - takes only seconds, removing guesswork and the need for subjective
quizzes and other outdated discovery tools.

This gives beauty brands a more sophisticated recommendation layer; one that is not only
product-driven but shopper-aware.

The goal is to turn complex beauty decision-making into a simpler experience: a recommended look
that feels personal, cohesive, and easy to shop.

4.3. Why Look Finder Needs to Feel Like Its Own
Experience

A full-look journey is not just a longer shade-finding journey. It has a different job.

When a shopper wants a foundation match, the experience needs to be precise and focused.
When a shopper wants a complete look, the experience needs to help them understand how multiple
products work together.

Arbelle’s internal UX research showed that shoppers expect Look Finder to feel like a dedicated,
cohesive look experience, not simply an extension of Shade Finder across additional categories.
The research supported a standalone Look Finder mode, with multiple selectable looks rather than a
single expanded product recommendation path.

That distinction is important. A look is not a list. It has structure, hierarchy, and a final visual outcome.
The shopper needs to understand the whole combination before they can confidently add multiple
products to the basket.

This also explains why full-look personalization should be designed as a guided experience, not
buried inside a product page carousel.



4.4. How to Integrate Look Finder

Look Finder is delivered as a separate mode inside the Arbelle Webshop Widget, the same flexible
component used for Shade Finder and Virtual Try-On.

The integration process is simple:

1. Get access

Once Look Finder is activated for your brand, your team receives the access credentials.

2. Configure Look Finder inthe CMS

Your team logs into the Arbelle CMS, creates or selects a product shelf, and chooses which
product categories Look Finder can recommend.

Brands can also choose whether Look Finder should appear as the default module when the
widget opens.

3. Embed the widget

Look Finder is added to the selected page through a lightweight widget embed, with a
simple code snippet.

Once embedded, it can run as a standalone full-look recommendation experience or
alongside Shade Finder and Virtual Try-On, depending on the brand’s setup and preferred
shopper journey.



In practice, this gives brands a faster way to add guided full-look discovery to the e-commerce
experience without introducing a separate platform, rebuilding the shopping flow, or creating
unnecessary technical complexity.



4.5. What Stays in Your Brand’s Control Once You’ve
Integrated Look Finder

Al-powered recommendations are only valuable if they support the brand’s product strategy,
visual identity, and commercial goals. Look Finder is built to give brands control over what gets
recommended, how the experience appears, and how it fits into the wider e-commerce journey.

+ Product catalog

Brands can manage product shades, images, assets, and product data directly through the
Arbelle CMS dashboard, with no coding required.

This makes it easier to keep recommendations aligned with the current catalog, new
launches, seasonal collections, and product availability.

+ Recommendation shelves
Look Finder recommendations are based on the products assigned to selected shelves.
That gives brands control over which products can appear in recommended looks. Teams

can curate shelves around specific categories, product lines, hero SKUs, campaign
collections, or full-face routines.

+ Widget experience

Brands can configure key parts of the widget experience, including menu item visibility, CTA
buttons, finish filters, intensity sliders, and visual theming.

This helps ensure Look Finder feels like part of the brand’s e-commerce environment, not a
disconnected third-party tool.

+ Multi-mode setup
Look Finder can run inside the same widget experience as Shade Finder and Virtual Try-On.

Depending on the desired journey, brands can use Look Finder as a standalone full-look
recommendation experience or combine it with other Arbelle modes to support shade
matching, product visualization, and full-look discovery in one connected flow.

Together, these controls allow brands to use Al-powered personalization without giving up curation.
Look Finder recommends products for the individual shopper, while the brand decides which
products, categories, and experiences shape that recommendation journey.



5. Why Now: Beauty Tech Has Moved
From Novelty to ROI

Virtual try-on and shade matching are no longer surprising in beauty e-commerce. For many digitally
mature beauty brands, they are becoming expected parts of the shopping experience.

But expectations have changed. Beauty brands are no longer looking for technology that simply adds
interactivity or creates a “wow” moment. They need tools that improve measurable e-commerce
performance: stronger conversion, higher purchase confidence, better product discovery, lower
return risk, and clearer impact on revenue.

That shift is especially visible among mid-market and growth-focused beauty brands. They are
interested in Al and AR, but they are also highly practical. Implementation speed, pricing clarity,
onboarding complexity, and ROl matter just as much as the quality of the experience itself.

Realism is still essential, but it is no longer enough on its own. As beauty technology matures, the
differentiator is moving from “Can shoppers try this virtually?” to “Does this experience help
shoppers buy more confidently, and does it help the brand grow?”

Look Finder is built for that second layer of value. Its role is not only to increase engagement but also
to help brands increase revenue from existing sessions by improving cross-category discovery, add-
to-cart behavior, and basket size.



6. The Business Case for Al-Powered
Makeup Upselling

The business case for Look Finder starts with a simple reality: a shopper who buys one product is
valuable, but a shopper who confidently buys a full look is more valuable.

For multi-category beauty brands, this is where Al-powered recommendations can have a direct
commercial role, i.e., support several commercial goals at once:

+ Higher average order value
By helping shoppers add complementary products that complete the look.

 Stronger cross-category sell-through
By moving shoppers beyond the first product or category they came for.

+ Higher revenue per session
By making each visit more productive, especially when acquisition costs are high.

+ Better product discovery
By surfacing products shoppers may not have found through standard category browsing.

+ More effective launch and campaign support
By helping shoppers discover new launches, hero products, or seasonal collections as part
of a complete, shoppable look.

This is especially relevant for multi-category beauty brands. The more categories a brand has, the
greater the opportunity to help shoppers move from one product decision into a fuller basket.

And it is especially important in a market where acquisition is expensive, and every visit needs to work
harder. With customer acquisition costs (CAC) rising by over 60% over the last few years, the goal
is not only to convert a shopper on one product. It is to make the journey confident enough, relevant
enough, and useful enough to support a larger basket.


https://eightx.co/blog/average-cac-ecommerce-vertical

6.1. Look Finder: The Key KPIs for Brands

Personalization was already proving its commercial value before Al-powered beauty
recommendations became a mainstream conversation.

Back in 2021, McKinsey found that faster-growing companies generate 40% more of their

revenue from personalization than slower-growing companies. The same research also found that
personalization can reduce customer acquisition costs, increase revenue, and improve marketing ROI
when executed well.

And that was years ago. We've come (and so has personalization) a long way since then.

For beauty brands, this matters because personalization is no longer just about making the
experience feel more relevant. It is about making each visit perform better.

So, for Look Finder, the commercial case should be measured through basket behavior, not surface
engagement alone. The most relevant KPIs include:

Cross-category add-to-cart rate - Are shoppers adding products from multiple makeup
categories after receiving a full-look recommendation?

Average order value uplift - Are recommended looks helping shoppers build larger
baskets?

Revenue per session uplift - Is each visit becoming more commercially productive?

Number of bundled products purchased - Are shoppers buying more than one
recommended product by the end of the session?

Return-rate impact - Are fuller baskets being created without increasing return risk?

This last point matters. Full-look recommendations should not simply push more products into the
cart. They should help shoppers choose combinations they feel confident buying - and keeping.

Return costs can quickly erode the value of a larger basket: Shopify notes that processing an
e-commerce return can cost 20-65% of the item’s original value, depending on category and
handling requirements.


https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/the-value-of-getting-personalization-right-or-wrong-is-multiplying
https://www.shopify.com/enterprise/blog/ecommerce-returns

7. Why Facial-Feature-Based
Recommendations Matter

Generic e-commerce recommendations are usually built around behavior: what other people viewed,
clicked, bought, or added to cart.

That can work for many categories. But beauty is more personal than most e-commerce categories.

Two shoppers may buy the same foundation shade and still need very different lip, eye,
contour, or highlighter recommendations.

Two shoppers may like the same trend, but need different product combinations to make it
work for their features.

That is why facial-feature-based personalization matters.

Look Finder is designed to recommend products based on the shopper, not only the crowd. The goal
is not simply to say, “Other people bought this.” The goal is to say, “This combination makes sense for

”

you.

That distinction becomes especially important as Al changes product discovery. NIQ? reports that
49% of U.S. consumers inits LLM survey have received beauty product recommendations from
Gen Al lts digital shelf analysis suggests Al may compress product visibility from many visible
SKUs to only one or two recommended options in Al-controlled environments.

For beauty brands, that is a warning bell in lipstick form: if shoppers are increasingly guided by Al,
brands need their own recommendation logic to be more relevant, more useful, and more connected
to the products they want to sell.

Look Finder gives brands a way to make Al-powered beauty guidance happen inside
their own e-commerce experience, rather than leaving the recommendation moment
entirely to external platforms.



8. How Full-Look Personalization
Makes Complex Beauty Easier to
Shop

Beauty is not only growing. It is moving faster and fragmenting across more channels.

New brands can launch quickly. Social platforms can turn niche products into overnight demand.
Shoppers move across DTC sites, marketplaces, social commerce, and retail channels with less

loyalty to a single path. At the same time, product discovery is increasingly shaped by virality, Al,

creator content, and digital-first shopping habits.

For beauty brands, this creates pressure to move faster without making the shopping experience
feel more complicated.

That matters because consumers are not asking for more noise. They are asking for easier decisions.
NIQ reports that 52% of global consumers are willing to pay more for products that make tasks
easier or less time-consuming, pointing to a broader demand for simplicity, speed, and less friction
in the buying journey.

This is directly relevant to beauty e-commerce.

X A shopper does not need another endless carousel.
X They do not need ten unexplained “you may also like” tiles.

X They do not need to manually build a full look from nine separate product categories.

« They need a smarter path from interest to purchase.

Look Finder supports that by turning broad product catalogs into guided, shoppable looks. Instead of
asking shoppers to connect foundation, concealer, contour, highlighter, lipstick, lipliner, eyeshadow,
mascara, and eyeliner on their own, the experience helps them move from one product interest to a
complete recommendation.

For the shopper, this reduces effort.

For the brand, it creates a clearer path to cross-category discovery and a larger basket.

The value is not only personalization. It is personalization that makes beauty easier to buy.



9. Look Finder Use Cases for Multi-
Category Beauty Brands

Look Finder is especially relevant for brands with enough category depth to benefit from guided
basket building.

For DTC beauty brands, it can help make paid traffic more efficient by increasing revenue
per session and helping first-time shoppers discover more of the catalog.

For multi-category cosmetics brands, it can support cross-sell from complexion into lip,
eye, contour, highlighter, and other categories.

For trend-driven makeup brands, it can turn campaign looks, creator-inspired looks, and
seasonal color stories into shoppable product combinations.

For retail-first brands expanding e-commerce, it can bring a guided consultation layer into
the online experience, helping shoppers who might otherwise rely on in-store advisors.

For launch campaigns, it can place new products inside complete looks, making them

easier to understand and buy alongside existing SKUs.

The shared value across all use cases is simple: Look Finder helps shoppers buy more of the catalog
because the catalog becomes easier to navigate.



Ready to Build Bigger Beauty Baskets?

Beauty e-commerce has become very good at showing products. The bigger opportunity now is
helping shoppers decide what belongs together.

That is the commercial role of Look Finder.

It helps shoppers move from one product decision to a complete makeup combination.

It helps brands turn product discovery into basket building.

And it gives e-commerce, marketing, product, and brand teams a shared growth lever:
more relevant recommendations that support both the shopper experience and the business
model.

In a market where acquisition is expensive, choice is overwhelming, and beauty discovery is
increasingly shaped by social and Al-led channels, brands need more than product visibility. They
need better guidance.

Look Finder gives beauty brands a way to make that guidance personal, scalable, and commercially
measurable.

Book ademo

See how Arbelle Look Finder helps beauty brands turn single-product discovery into full-look
conversion through Al-powered, facial-feature-based makeup recommendations.

Contact us for a custom demo

> hello@arbelle.ai

& https://arbelle.ai/



https://arbelle.ai/contact-us/
mailto:hello%40arbelle.ai%20?subject=
https://arbelle.ai/
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