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Mothers’ initial encounters with children’s
cosmetics evoke a cocktail of surprise, concern,
and even fondness. For some, the sight is jarring, a
signal that childhood is being rushed; for others,
it’s a throwback to playful innocence. These first
impressions often set the stage for how open or
wary they become about cosmetics for their own
daughters.

“I was surprised and also worried at first.”
(Female, 34)

“I felt a bit worried, mainly about how it might
affect their self-esteem and body image at a
young age.” (Female, 33)

“Excited as I knew my daughter would love using
them but also a bit concerned at how quickly she
seemed to be growing up.” (Female, 35)

MASCARA SHOCK OR CHILDHOOD MAGIC?
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THE EMOTIONAL MIX
EXCITEMENT, WORRY, OR BOTH?

The emotional response to children’s cosmetics is
anything but simple. Mothers report excitement
watching their daughters explore creativity, but
worry coexists, especially about the potential for
early focus on appearance and the influence of
peers or media. The tension between celebrating
girlhood and protecting it from adult pressures is
palpable.

“I was concerned about the impact it will make
on their daily life and most importantly their
self-esteem and their health.” (Female, 24)

“It makes me feel sad…if other girls in their class
are wearing makeup it will make my daughter
want to so she then will feel pressured to wear it
to fit in.” (Female, 37)

“I think our children are being encouraged to
grow up faster and not enjoy life as a child.”
(Female, 32)
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SUPPORT, OPPOSITION, OR “IT DEPENDS”?

Views on supporting or opposing children’s
cosmetics span a spectrum. Many mothers
are skeptical or outright opposed, fearing
lost innocence and early insecurity, while a
subset embraces selective use for creative
play or bonding. The context—whether it’s
playtime at home or a desire for adult-like
looks—deeply informs their comfort levels.

“I generally oppose the trend of children's
cosmetics. Kids should be focused on play,
learning, and developing their confidence
naturally, not on appearance.” (Female, 33)

“I am on the fence…except I only allow it
on occasion and as a novelty as part of
playing at home.” (Female, 38)

“I do lean towards them as I know children
often want to be like their Mum's and so a
children's range is a good idea but I am
concerned about some looking too grown
up.” (Female, 35)

SHOPPING DIARIES UK 2025



CREATIVITY, CONFIDENCE, AND
SPECIAL MOMENTS

When mothers allow cosmetics, it’s often in
the spirit of creativity and joy—whether for
dress-up, shared moments, or building
confidence. However, this acceptance is
bounded by demands for safety,
moderation, and a clear distinction between
play and pressure to achieve a certain look.

“I might consider buying them if they’re
safe, non-toxic, and designed more for play
than beauty enhancement.” (Female, 33)

“Her happiness and creativity…it’s what my
daughter loves doing and I would support
her.” (Female, 34)

“As long as it's seen as fun, a bit like face
paint then there is no pressure and we do it
together.” (Female, 35)

SHOPPING DIARIES UK 2025



Health and safety are non-negotiable for most
mothers. Concerns about allergic reactions,
harsh chemicals, and the psychological impact of
using makeup too young are major deterrents.
Parents who’ve seen or heard of negative effects
become even more vigilant, researching
ingredients and brands before making any
purchases.

“I was worried it might affect her natural skin
developing, I was concerned about the
chemicals used.” (Female, 25)

“I worry about product safety, potential skin
reactions, and the long-term effects of using
chemicals on young, sensitive skin.” (Female,
33)

“I am particular about…the impact on her skin
and ensure that there are no harsh chemicals or
ingredients in these products.” (Female, 45)

THE BIG RED FLAGS—HEALTH,
SAFETY & SELF-IMAGE
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PEER PRESSURE, MEDIA & MARKETING:
WHO’S REALLY IN CONTROL?

The desire for cosmetics is often stoked by peer
groups, social media, and clever advertising.
Mothers recognize that even if they foster
healthy self-esteem at home, external influences
can quickly change the game. This peer and
media dynamic makes it harder to maintain
personal or household boundaries.

“Sometimes her friends use a nice product and
can recommend to her to try it out.”
(Female, 24)

“Two weeks ago I suddenly saw my daughter
crying that she can't go out without makeup
because most of her friends now put on
makeup.” (Female, 25)

“Social media mainly and YouTube
influencers.” (Female, 35)
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BOUNDARIES, TALKS, & TOGETHERNESS

To navigate the pressures and their own
concerns, mothers emphasize open
communication, education, and clear
boundaries. Many set rules about when and
where cosmetics can be used and stress the
importance of inner values over appearance,
often discussing the reasoning with their
children to encourage understanding.

“We discuss openly, because we have set the
guidelines together it is easier to grant her
wishes within our correct values.” (Female, 25)

“I explain to her my concerns about this
product in the health aspect.” (Female, 25)

“I try to understand her curiosity while setting
clear limits based on what I believe is best for
her age and development.” (Female, 33)
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WHAT’S “CHILD-FRIENDLY”?
CHOOSING SAFE, FUN OPTIONS

“Child-friendly” products are typically limited to
lip glosses, peelable nail varnish, and makeup
designed for play, not transformation. There is a
clear aversion to adult-like products—especially
foundation or eyeliner—at young ages, and a
preference for trusted, gentle brands.

“If I do my nails and she asks then we do hers
but she has her own 'child friendly' ones.”
(Female, 35)

“We agreed on two shops together, Lush and
Body Shop so we have a select range to pick
from.” (Female, 25)

“Eye liner...she doesn’t need it. Her eyes are
beautiful and she's only 5.” (Female, 24)
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MARKETING ETHICS: 
PROFIT OR PROTECTION?

Many mothers are deeply uneasy about the
ethical side of marketing cosmetics to children,
feeling that it preys on vulnerability and sets up
insecurities early. Some call for stronger
regulations or more responsible advertising that
prioritizes well-being over profit.

“Marketing cosmetics to young children can
exploit their vulnerability and encourage early
insecurities about appearance.” (Female, 33)

“Ranges do advertise and take advantage of
peer pressure.” (Female, 35)

“I think it's a shame. I think children should
remain children for as long as possible.”
(Female, 34)
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SOCIETAL & CULTURAL CURRENTS:
MIRROR, MIRROR ON THE WALL

Cultural norms, celebrity culture, and the
omnipresence of social media frame beauty as a
key value, often earlier than mothers
experienced themselves. While some moms
strive to filter these influences, others
acknowledge the reality and try to equip their
children with critical thinking.

“I grew up in the 90s in the MTV era where it
was half naked blonde women on tv! It puts
pressure on a teenager to look a certain way.”
(Female, 34)

“Society portrays a world where there is a need
to be thin and pretty.” (Female, 35)
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KEEPING UP WITH THE “COOL KIDS”

For many girls, cosmetics become a ticket to
social acceptance or popularity, even if they’re
not otherwise interested. Trend cycles are rapid,
and mothers try to encourage individuality and
self-confidence as antidotes to peer conformity.

“Children wanting/buying specific brands and
daughter wanting to fit in although not really
wanting the items or knowing what to do with
them.” (Female, 35)

“She is better being a trend setter than
following the crowd.” (Female, 35)

“If a child sees it they want it more.”
(Female, 45)
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MOTHERS AS ROLE MODELS

Mothers’ own relationship with makeup shapes
their daughters’ attitudes. Many strive to model
confidence and kindness over cosmetics, and
open discussions about beauty, self-worth, and
the realities behind advertising are common
tools.

“Probably quite a lot and I do wear make up
and I know my daughter wants to be like me.”
(Female, 35)

“I try to complement her on intelligence and
kindness of character.” (Female, 34)

“My children wear makeup when they go to
their grandparents' house, it’s one of the first
things they do, they enjoy putting it on and
wearing it, they look like clowns when they put
it on.” (Female, 37)
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HOW YOUNG IS TOO YOUNG?

Most mothers set age-related limits, viewing
makeup as suitable for play in early years but
drawing a clear line at full-face products or daily
use before adolescence. Exceptions are made
for special occasions, but the underlying
principle is to let kids be kids as long as
possible.

“It’s something that should be aimed at mid-
teens when they naturally start feeling
conscious about their appearance.”
(Female, 35)

“I would tell my child in a calm way that when
she's of age she can start applying makeups.”
(Female, 34)

“She’s 5 she doesn’t need foundation she’s
beautiful enough as it is.” (Female, 24)
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TEMPTING PACKAGING, POWERFUL INFLUENCE

Colorful packaging, cartoon branding, and
influencer campaigns are highly effective at
drawing children’s interest. Mothers see through
the marketing but acknowledge its allure for
their daughters, making it an ongoing challenge
to resist the pull of the latest “must-have” item.

“Bright colors, cartoon characters, and catchy
slogans really grab kids’ attention.”
(Female, 33)

“There’s such a wide range and variety these
days for kids from brands like Barbie to
Frozen.” (Female, 24)

“You can see the girls in the cosmetic stores
wanting the brands they see on social media so
they can be the same.” (Female, 37)
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Younger mothers (under 30) are somewhat more
relaxed, focusing on fun and confidence, whereas
older mothers (35+) are more likely to cite health,
societal, and self-image concerns. However, a
strong trend across all ages is the desire for
moderation, safety, and guided exploration.

“I feel concerned that they are making these
young girls grow up too fast.” (Female, 45)

“I don’t mind, I think all young girls get into it at
some point.” (Female, 44)

“I only allow her to use it occasionally…so I can
teach her to apply them responsibly and
moderation is the key to everything in life.”
(Female, 48)
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GENERATIONAL SHIFTS
YOUNGER VS. OLDER PERSPECTIVES



LETTING CHILDHOOD SHINE THROUGH

In the end, the best path lets childhood, not
cosmetics, take center stage. When makeup is
part of play, not pressure, and when values,
conversation, and safety come first, mothers feel
confident guiding their daughters through a
world of beauty products—without losing sight
of what matters most.

“I want my daughter to feel confident and
valued for who she is, not just how she looks.”
(Female, 33)

“She just needs to be a child and enjoy it.”
(Female, 34)

“I hope that she keeps makeup for special
occasions and feels confident not wearing it
day to day.” (Female, 38)
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