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"Girls wanna have fun" 

Insights from 1st2c study on US teenager girls' beauty-talk 

on online mind-sharing networks 

 
 

What consumers say when you're not there 
 

On early February 2006, a young teenager posted a message on a leading beauty-related forum 
asking for creative ideas for the next makeup sleepover she's having with her friends. This message 
opened the door to valuable information about the social aspects of habit formation, psychological 
drives and brand engagement.  

 

The beauty industry is in constant search for consumer insights.  No wonder. It is an extremely 
competitive market where almost utopian functional claims meet very typical idolized branding 
language. Identifying un-tapped drivers and barriers, conceptions and mis-conceptions, behaviors and 
experiences can make a millions-worth difference.  

 

From all tools on the arsenal of decision makers there is only one where consumers are the most 
likely to provide the answers to critical questions – even those that you may have not asked… 

 

Consumer Media - Internet's millions-strong web of social networks is where consumers "talk" to their 
shared-interest peers.  

 

Only there they allow themselves to open up and share whatever is on top of their mind in real life. 
They talk about experiences and rumors, drives and concerns, sentiments and behaviors. They talk 
about themselves as well as about brands and markets. Occasionally they even try to influence and 
mobilize. It is the only consumer generated and governed mass-media.  

 

1st2c GirlScape USA© study of beauty-talk on leading US teenager girls communities revealed some 
eye-opening insights on consumer worldview, brand engagement and social behavior. 
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Vital specs 
 

�  Sources 

Targeted online mind-sharing communities of leading US teenage girl magazines 

�  Period 

January-March 2006 

�  Message volume 

75,000  

�  Authors 

20,000  

�  Methodology 

Computer-aided expert analysis 

�  Technology 

1st2c Fiji natural-language marketing content analysis system 

 

 

Sample insights 
 

 

Creative matching 

 

Girl-talk reveals that beauty enhancement is not necessarily focused on 
reaching a broadly desirable look, but rather more on individual 
expression in specific life contexts. Such contexts follow the daily social 
frameworks, life passage events, and personal (boy-girl) activities.   

 

Teen's preoccupation with beauty enhancement is holistic. Makeup is no 
stand-alone agenda, but rather thought of also in context with body 
structure, skin tone, clothing, accessories, etc.   

 

 

"Eye Fetish" 

 

By far, the most emotionally charged body part is the eyes. Teenage girls 
are "obsessed" with bigger, more alert and more accentuated eye look 
(For example: “How can you make ur eyes stand out??", “i want my eyes 
to stick out”, “any makeup tips to help define the eyes and look more 
awake ?”, “Try some lavender/ violet shades... It 's supposed to make 
brown eyes pop!”“). It is advisable to focus attention of the leveraging of 
the "Eye fetish" for user engagement and message delivery via 
packaging, POS, and advertising. 
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The "Cocooned icon" brand 

 

All leading top-of-mind brands are highly appreciated for product quality, 
popularity and product variety. But M.A.C towers above the others with 
unrivaled emotional bonding (despite some product criticism).  

 

The terminology used by teenage girls in reference to M.A.C is 
emotionally intense to a degree of infatuation (not "good" or excellent" but 
"best in the world").   

 

 

"Social Grooming" Behaviors 

 

Putting on makeup may be an everyday individual behavior. But 
teenager dialog reveals a parallel intensive "Social grooming" activity.  

 

Sleepovers, get-togethers and other after-hours initiatives are used for 
(and occasionally focused on) sharing advice, experimenting and co-
tutoring. Such friends-circle phenomenon is in many ways a 
spontaneous Avon setting… 

 
 
"Make me up" photo dialog 

 

Online networking goes far beyond textual communications. Networking 
on beauty issues has an elaborate visual facet too. Teenage girls are 
posting links between personal pages (like on Myspace) and beauty-
related mind-sharing networks. They use these links to provide visual 
stimuli and reference to the mind-sharing activity. 

 

The intensive traffic of "Rate me" and "Make me up" appeals reflect a 
need for personalization and peer support. This is a hotspot for 
marketers – a trigger for creative thinking about the leveraging consumer 
interfaces online and offline to enhance bonding and sales. 

 
 

"Make me up" photo dialog 

 
Beauty marketers are already using lead characters as an engagement 
tool in their communications. Such strategy does echo in online mind-
sharing hubs, which is indicative of impact. 

 
Teenager girls use mind-sharing networking also to talk about 
personalities that engage them. Such information can provide marketers 
with valuable information not only about "Who's hot and who's not", but 
also what is the "market value" of such celebrities.   


