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Tarte Cosmetics
What Tarte markets, what is in the bottle, and what buyers

actually say.

ONE  BRAND ,  ANALYZED  ACROSS  FOUR  LAYERS

01 Marketed What the brand claims

02 Formula What the formulations contain

03 Reviews What buyers experience

04 Social What the market discusses

The gaps between these four layers are where the findings live.

10.9K
SOCIAL
POSTS, AT
MINIMUM

3B
VIEWS,
ROUGHLY

85
RETAIL
LISTINGS
VERIFIED

136
FORMULATIONS
DECODED

EVERY  FIGURE  TRACED  TO  SOURCE  ·  COUNTS  ARE  FLOORS
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social media through a social media lens, the merchants through a sales lens, we're

looking at it through a consumer lens.”

KAREN TILLSON, CONSUMER INSIGHTS LEAD, CALVIN KLEIN (PVH), IN CONVERSATION WITH CLAYFACE, JULY 2026

That's why this report exists: to give marketing, finance, merchandising, and consumer insights teams a

single, complete view of one brand. Four independent lenses, read against each other, with every figure

traced to a source.
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EXECUTIVE  SUMMARY

In brief

01 Tarte's entire Walmart presence is unauthorized resellers shipping expired, dried-out,
and mis-shipped product under its name, and the one-star reviews land on the brand.

HIGH CONFIDENCE · 85 LIVE LISTINGS VERIFIED, REVIEWS CAPTURED 14 JUL 2026

02 Tarte is talc-free across the whole range but claims it on one product, while vitamin E sits

in 76% of formulas and is marketed on fewer than a third.

HIGH CONFIDENCE · 136 FORMULATIONS DECODED BRAND-DIRECT, JUL 2026

03 Buyers confirm both heroes and name one fixable flaw each: Shape Tape dries and
oxidizes, and the Maracuja Juicy Lip does not plump.

HIGH CONFIDENCE · WALMART REVIEWS AND REDDIT, CONSISTENT; THE FORMULAS AGREE

04 The market frames Tarte as affordable luxury, and a cross-platform dupe conversation is
now testing that premium.

HIGH CONFIDENCE · AT LEAST 10,900 POSTS, ROUGHLY 3B VIEWS, JUL 2026

05 Paid spend is concentrated on Shape Tape with discount hooks; the two ready-made

wins above are not yet in the observed mix.

MODERATE CONFIDENCE · META AD LIBRARY SNAPSHOT, JUN 2026

START  HERE

Shut down the unauthorized Walmart reseller channel, or bring it into an
authorized program.

E-COMMERCE  AND  LEGAL  · ONE  QUARTER

Highest payoff, fastest fix, and every one-star review it stops is currently landing on the brand.

THEN, IN  ORDER  OF  PAYOFF:

Fix Shape Tape's dryness and oxidation. PRODUCT DEVELOPMENT · TWO QUARTERS

Reframe the Maracuja claim from plump to feel, color, and shine. BRAND MARKETING · 30 DAYS

Extend the talc-free claim across the range. BRAND MARKETING · ONE QUARTER

Defend the premium on performance, not price. BRAND MARKETING AND PAID MEDIA · NEXT CYCLE
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BACKGROUND

BACKGROUND

The brand in context

Founded in 1999 by Maureen Kelly, who remains CEO. Acquired by Kosé, the Japanese beauty group, in

2014.

Distributes through its own site, Sephora, Ulta, and QVC, alongside a TikTok Shop business past $105M in

cumulative sales. TikTok is the brand's center of gravity.

Marketing is influencer-led, anchored by the TrippinWithTarte creator trips and heavy TikTok Shop affiliate

seeding, where product and commissions go to thousands of creators so they post about it. Huge reach,

and also where the brand's current controversy resides.

Tarte's own tagline is "high-performance naturals," which its own fine print defines as "a blend of

naturally-derived and other ingredients" (tartecosmetics.com, captured Jul 2026). The gap between that

narrative and the actual formulations recurs throughout this report.

Roughly 140 current products, predominantly makeup; 136 of them publish full ingredient lists, and those

are the formulations we decoded. Tarte has recently exited standalone skincare and discontinued its

marine line.

Revenue is not disclosed. Third-party estimates for the DTC site alone range from roughly $60M to $175M

and disagree by up to 3x, so we treat them as directional only. The one revenue figure tied to platform-

reported data is the TikTok Shop number above.

Three product families carry the ingredient story

The Tape family

Shape Tape, Face Tape, Blush

Tape, Sculpt Tape. The hero line,

which sells on coverage and wear

rather than ingredients.

Maracuja

An entire makeup line named for

passion-fruit oil. Here the

ingredient is the brand.

Amazonian Clay

The founding hero ingredient, still

active across blushes, powders,

and palettes.
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F INDING  0 1  ·  CHANNEL  INTEGRITY

F INDING  0 1  ·  CHANNEL  INTEGRITY HIGH CONFIDENCE

Unauthorized resellers are Tarte's entire Walmart
presence, and they ship a damaged version of the brand
High confidence: every listing live-verified on Walmart.com; reviews cross-checked against Reddit.

Tarte's presence on Walmart is not, in practice, Tarte. Roughly 18 unauthorized resellers hold the listings,

shipping under names like Milano Prime, Hays Trading, and Power Fade. An unauthorized reseller is a third party

selling a brand's product with no distribution agreement with the brand. None of these are Tarte.

18
RESELLERS OBSERVED

Third-party sellers holding Tarte listings

in the audit window. The true count can

only be higher.

0
OFFICIAL STOREFRONTS

Neither Tarte nor Walmart itself sells the

brand on Walmart.com today.

85
LISTINGS, ALL THIRD-PARTY

Every live Tarte listing we verified is sold

and shipped by a reseller, captured 14 Jul

2026.

The product those resellers ship is what causes the damage, and the damage is current: three of these reviews are

from June 2026 alone, and the earliest shows the pattern has run for at least 18 months. On Reddit, shoppers ask

whether the Shape Tape they received is counterfeit.

1  STAR  ·  JUN  2026

“Completely dry, no product. I got scammed.”

1  STAR  ·  JUN  2026

“Item was crushed. Product box and item.”

1  STAR  ·  JAN  2025

“Expiration date said 02/22. Three years expired. Sent it

back.”

1  STAR  ·  JUL  2024

“Wrong shade, style, and product.”

WHY  IT  MATTERS

Brand equity, revenue, and star ratings are eroding in precisely the place shoppers go to research, and the damage

sits in a natural blind spot: it lives outside the channels Tarte operates (its own site, Sephora, Ulta, and TikTok Shop)

and only comes into view when marketplace listings and reviews are read together. Any brand's own dashboards

would miss it, and that is what makes it the fastest win in this report.

WHAT  THE  INDUSTRY  TOLD  US

“As soon as you include that third-party wholesaler, you lose a lot of visibility. For us it was really critical to get

accurate data.”

KIRSTEN ANDERSON, FORMERLY E-COMMERCE COMMERCIAL LEAD, ESSILORLUXOTTICA NORTH AMERICA, IN CONVERSATION
WITH CLAYFACE, JULY 2026

The visibility she describes losing is exactly what the review layer restores here.

HONEST  LIMIT

18 resellers is what the audit window observed, not a

census.

SO  WHAT

The fastest, highest-payoff fix in the report, and it

belongs to e-commerce and legal, not marketing.
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F INDING  0 2  ·  CLAIMS  VS .  FORMULA

F INDING  0 2  ·  CLAIMS  VS .  FORMULA HIGH CONFIDENCE

The formulas hold more than the marketing claims:
Tarte's strongest assets are sitting unclaimed
High confidence: re-derived line by line from 136 raw ingredient lists. The "naturals" read at the end is analyst judgment; buyers

are not yet vocal on it.

This section reads the formulas against the marketing, and two of the report's biggest opportunities live in that

comparison: the assets Tarte never claims, and the one claim the formulas do not fully support. Ingredient lists

(INCI lists) are ordered by concentration, highest first, so an ingredient's position shows whether it does a real job

or just appears on the label.

Presence in formulations vs. frequency of marketing

In the formula Marketed

Vitamin E
76%

30%

Amazonian clay (kaolin)
43%

38%

Hyaluronic acid
40%

31%

Maracuja oil
29%

21%

Bakuchiol (trend active)
4%

3%

The distance between the two bars is unclaimed equity. Vitamin E is the clearest case: present in roughly three-quarters of

formulations, marketed on fewer than a third.

Talc-free is a proven hook, used on one product. Every one of the 136 formulations is talc-free, yet Tarte claims it

only on the Creaseless Setting Powder and leaves it off the brand-level "formulated without" list. Of roughly 970

talc-free posts captured, competitors like Laura Mercier, Kosas, and ILIA own the majority; roughly 20 mention

Tarte. Where Tarte does claim it, consumers respond: "thanks tarte for making an amazing setting powder, without

talc."

The namesake ingredients run at low concentration. Maracuja oil sits at roughly position 11, below the fragrance

in the Juicy Lip. "Amazonian clay" is kaolin, at roughly position 9. The heroes do real work in the pure oils and

powders, and the naming carries more promise than most formulations currently use. The correction is

straightforward: raise the dose, or anchor the story on the products where the hero genuinely works.

The "naturals" tagline has a soft spot. An identical seven-allergen fragrance blend runs through seven hero

complexion products under the "high-performance naturals" banner. The exposure is limited to the flagships, since

88% of the catalog is fragrance-free. It still needs backing as more people read labels.

HONEST  LIMIT

Marketing frequency is measured from Tarte's own

product pages (captured Jul 2026); claim copy changes

silently, so the marketed column is a snapshot.

SO  WHAT

Tarte has already paid for its two best claims, talc-free

and vitamin E, in the formulas. Claiming them costs a

label change, not a reformulation.
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F INDING  0 3  ·  VOICE  OF  THE  BUYER

F INDING  0 3  ·  VOICE  OF  THE  BUYER HIGH CONFIDENCE

Buyers validate both heroes and name one fixable flaw
each
High confidence on direction: reviews and Reddit say the same thing, and the formulas side with the buyers. Quotes from

Walmart reviews (captured 14 Jul 2026) and Reddit.

SHAPE  TAPE  CONCEALER

Effective, with one fixable flaw

Buyers validate the promise in their own words: "the only concealer that covers my very dark

undereye circles." The consistent complaint is that it dries and oxidizes, meaning it darkens

after application: "Help me find something less drying but as full-coverage." That flaw is

precisely what competitors target.

MARACUJA  JUICY  LIP

Valued for feel, not for plump

Reviewers are direct: "none of it really plumps," "the extender doesn't work." They value the

color and the texture. Plump is the single claim it does not deliver, consistent with how low the

oil sits in the formulation (roughly position 11, below fragrance).

The value comparison is explicit, and it names e.l.f. "I like the elf product, it's just as good for a fraction

of the price." "Too expensive for it not to work."

Shade matching recurs. "Picked the wrong shade." "Way too dark." Fixable on the product page with

shade guidance.

WHAT  THE  INDUSTRY  TOLD  US

“Maybe everyone doesn't know that we changed one of our suppliers, so now the material or the stitching is

starting to come apart. These are the diagnostic things I try to keep track of, so that we could bring it to the

attention of the teams when the consumer starts to notice that things are different.”

RANDYLL BROOKS, CONSUMER RESEARCH MANAGER, CALVIN KLEIN, ON WHY INSIGHTS TEAMS TRACK REVIEWS ON
ESTABLISHED PRODUCTS, IN CONVERSATION WITH CLAYFACE, JULY 2026

Shape Tape is that moment happening now: buyers have started to notice the dryness, and the dupe conversation is
already built on it.

HONEST  LIMIT

Amazon returned no first-party Tarte data, so this

reflects the Walmart marketplace, not owned channels.

Directional; we rely on rating breakdowns, not headline

stars.

SO  WHAT

The heroes are validated. The complaints are specific

and fixable, and fixing them removes the dupes' best

argument.
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F INDING  0 4  ·  THE  CONVERSATION

F INDING  0 4  ·  THE  CONVERSATION HIGH CONFIDENCE

The market grants Tarte "affordable luxury," and the
dupe conversation is testing it
High confidence on themes, reach, and framing. Captions cannot carry sentiment, so no sentiment score appears here.

Tarte commands its platform, and the breadth of the conversation, rather than reliance on a few large names, is a

genuine strength.

10.9K
TARTE POSTS

Posts about Tarte captured

across TikTok and Reddit.

Every count on this page is

a floor.

3B
VIEWS

Combined views on those

posts, a reach few beauty

brands match organically.

9.4K
DISTINCT CREATORS

The conversation is carried

by thousands of small

creators, not a handful of

big names.

150
DUPE-CULTURE POSTS

Posts positioning Tarte

heroes against cheaper

alternatives, at minimum.

The descriptor

The market's word for Tarte is "affordable luxury":

aspirational, yet value-conscious. This is the most useful

perception benchmark in the report. It tells the brand

how the market currently frames it, and whether that

matches where the brand wants to head.

The drivers

Maracuja Juicy Lip is the primary driver of conversation,

ahead of Shape Tape, Amazonian Clay Blush, and the

Maneater palette. Bold lip is the biggest theme, then

blush, then clean minimal looks.

The dupe conversation

At least 150 posts position Shape Tape and the Maracuja

lip against lower-cost alternatives ("elf just duped tarte

SO hard"). It cuts both ways: Tarte also appears as the

worth-it alternative to pricier names like Charlotte

Tilbury.

The conduct conversation

Beneath the product buzz, influencer trips and

ownership questions surface on TikTok and Reddit, from

the million-dollar Dubai trip to the Kosé cruelty-free

debate. Brand conduct, not formulations, and it needs a

separate response.

WHAT  THE  INDUSTRY  TOLD  US

“Price is becoming a little bit more sensitive for consumers. We see people trading down to lower price points.

These dynamics help us strategize and position which parts of the portfolio we want to go after.”

KIRSTEN ANDERSON, FORMERLY E-COMMERCE COMMERCIAL LEAD, ESSILORLUXOTTICA NORTH AMERICA, IN CONVERSATION
WITH CLAYFACE, JULY 2026

Trade-down pressure is industry-wide. Tarte's specific exposure is one fixable flaw on the hero, and a dupe
conversation that already names the alternative.

HONEST  LIMIT

Captions are authored by creators and affiliates, so they

show what attracts attention, not sentiment. Candid

criticism lives in reviews and on Reddit.

SO  WHAT

The premium is still granted. The defense the market will

accept is performance and finish, not price.
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F INDING  0 5  ·  THE  PAID  MIX

F INDING  0 5  ·  THE  PAID  MIX MODERATE

Paid is all-in on Shape Tape; two ready-made wins are
not in the mix yet
Moderate confidence: a one-month snapshot of observed creative, with no spend figures. Floors, not ceilings.

What Tarte spends against tells the same story from a third direction. The observed Meta creative mix

(Meta Ad Library, Jun 2026 snapshot) concentrates almost entirely on Shape Tape, led by bestseller

social proof ("#1 concealer brand," "1 sold every 4 seconds") and framed by recurring discount

promotions.

15-67%
DISCOUNT RANGE OBSERVED

Promotion depths running across Tarte's

live Meta creative in June 2026.

0
TALC-FREE ADS OBSERVED

No visible paid support for the range-

wide talc-free claim this report flags as

a free win.

0
MARACUJA REFRAME ADS

No visible paid support for feel-and-

color messaging on the number-one

buzz driver.

Paid is concentrated on the hero whose one fix is still open (Finding 03), and leaning on discounts

against a premium the market still grants (Finding 04). The upside: the two strongest assets this report

surfaces, the reframed Maracuja claim and the range-wide talc-free position, are ready for the mix and

cost nothing to claim.

HONEST  LIMIT

The Ad Library shows creative, not budget.

Concentration is read from the mix of observed ads in

one month.

SO  WHAT

Findings 03 and 04 name the opportunities. This finding

shows where the media plan has room to pick them up.
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SYNTHES IS  ·  SAY  VS .  DO

SYNTHESIS

Say vs. Do: where the four layers meet

Each row reads across: what Tarte claims, what the formulation contains, what buyers report, and what

the market amplifies. The type of gap is the finding.

CLAIM
IN  THE
BOTTLE

BUYERS
REPORT

MARKET
AMPLIFIES

GAP  TYPE THE  MOVE

Maracuja lip

plumps

oil at

roughly

position 11

(low dose)

"doesn't

plump"

#1 buzz

driver

OVER-CLAIM Reframe around

feel and color;

keep the

momentum

(silent) talc-

free

100% talc-

free, whole

range

not raised demand high,

rivals own it

UNCLAIMED ASSET Extend the

badge beyond

the single SKU

Shape Tape =

full coverage

delivers;

silicone

base

"covers

my

circles"

but dries

the

benchmark,

heavily

duped

VALIDATED, ONE FLAW Fix the dryness;

it is the dupes'

opening

Premium price n/a, pricing

not formula

"elf's is

just as

good,

cheaper"

"affordable

luxury," dupe

culture

CONTESTED Justify the

premium on

performance

"High-

performance

naturals"

silicone

base;

fragrance

on 7 heroes

not raised clean-beauty

adjacent

UNSUBSTANTIATED Substantiate or

soften

THE  PATTERN  THAT  MATTERS

Four of these five gaps are language problems, not product problems. The formulations largely

deliver; the language is where the room for improvement is: plump over-reaches, talc-free under-

claims, and naturals needs backing. That is the preferable problem to have, because it calls for a

messaging correction rather than a reformulation. The single genuine product fix is Shape Tape's

dryness.

NOT  IN  THIS  FRAME

The reseller problem is not a say-do gap but a channel-integrity gap on a separate axis. A claims-vs-

formula view cannot surface it, which is why this channel deserves its own monitor.
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RECOMMENDATIONS

ACTIONS

Recommended actions
Ordered by expected payoff against effort. Each action names the owning function, so an insights team can route

it to the right desk.

01 Shut down the unauthorized Walmart reseller channel, or bring it into an authorized program.
FINDING  01 ·  E-COMMERCE  AND  LEGAL  ·  ONE  QUARTER

This stops the losses from expired and fake product, and the one-star reviews landing on the brand in the

place shoppers research it.

02 Fix Shape Tape's dryness and oxidation.
FINDINGS  03, 05 · PRODUCT  DEVELOPMENT  ·  TWO  QUARTERS

The dryness is the precise weakness competitors exploit. Prioritize the hydrating Radiant variant. This

protects the number-one hero and defuses the value comparison.

03 Reframe the Maracuja Juicy Lip claim from plump to feel, nourishment, color, and shine.
FINDINGS  02, 03 · BRAND  MARKETING  ·  30 DAYS

Reviewers dispute plump and the formula sides with them. Shifting the headline closes the gap before it

becomes the narrative, and keeps the product's momentum.

04 Extend the talc-free claim across the range.
FINDING  02 · BRAND  MARKETING  ·  ONE  QUARTER

Add talc to the brand-level "formulated without" list and badge the powders, which are already talc-free. A

reassurance marker, not a headline. Competitors currently own a conversation Tarte has already paid to

enter.

05 Defend the premium on performance, not price.
FINDINGS  04, 05 · BRAND  MARKETING  AND  PAID  MEDIA  ·  NEXT  CYCLE

Lean into the affordable-luxury framing the market already grants, and justify the price on performance,

finish, and worth-the-upgrade. Move paid off discount hooks; a price war against a six-dollar dupe is not

winnable.

06 Hand the conduct conversation to corporate communications.
FINDING  04 · COMMS  ·  IMMEDIATE

The influencer-trip and ownership conversation is a reputation matter, not a product one. A product

campaign cannot answer it.

07 Build a win-back path for buyers of discontinued lines.
BRAND  CONTEXT  ·  CRM  ·  ONE  QUARTER

Tarte has exited skincare and discontinued lines, and loyal buyers are publicly hunting for replacements.

Name the successor product for each discontinued hero.

For routing: brand marketing owns 03, 04, and 05. Product owns 02. E-commerce and legal own 01. Comms owns 06.

CRM owns 07.
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NEXT  IN  EVIDENCE

NEXT  IN  EVIDENCE

What we would need to be more certain

Each item names the finding it strengthens, the missing evidence, and roughly what it takes. A bridge to

the next project, not a research plan.

FINDING  01 ·  RESELLER  CENSUS

A continuous marketplace monitor rather than an

audit window. The 18 sellers are what two weeks

observed; a monitor would establish the full set

and how fast it churns.

FINDING  03 · OWNED-CHANNEL  REVIEWS

First-party review data from Sephora, Ulta, and

tarte.com. The complaints are consistent where we

can see them; owned-channel data would say

whether the rates match.

FINDING  02 ·  NATURALS  PERCEPTION

Consumer perception data on the "naturals"

tagline, since buyers are not yet raising it

unprompted. A short survey or prompted social

probe would establish whether it reads as a claim.

FINDING  05 ·  LONGER  AD  WINDOW

A 90-day ad-library pull with spend estimates,

which would show whether the June mix is the

strategy or a promotion window.
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METHOD

METHOD

Method, sources, and limits

FORMULAS

Sourced brand-direct from tartecosmetics.com

(136 products with full ingredient lists, of roughly

140 in catalog) and cross-checked against Ulta,

Jul 2026. Key figures re-derived line by line from

the raw lists. We avoided ingredient databases,

which lag reformulations by years.

REVIEWS

Walmart marketplace: 85 listings, 39 review texts,

captured 14 Jul 2026. Amazon returned no first-

party Tarte data, so the review layer is directional,

not a census. Review quotes are verbatim, with

star rating and date shown.

SOCIAL

Proprietary listening across TikTok and Reddit,

scoped to Tarte and its heroes by keyword and

hashtag, captured Jul 2026. All counts are floors:

minimum verified numbers, the true figures can

only be higher. Themes and reach, not automated

sentiment.

PAID

Meta Ad Library, live Tarte creative, Jun 2026

snapshot. Creative mix only; the library does not

show spend.

INDUSTRY  VOICE

Operator quotes are condensed for length from

recorded Clayface conversations. The wording is

the speaker's own, verified against the transcript;

filler removed, nothing added. Speakers describe

industry-wide problems, not Tarte.

CONFIDENCE  AND  STANCE

Every finding carries its confidence rating and

basis at the top, where the claim is made. Where

Tarte earns credit, on talc-free formulas, an 88%

fragrance-free catalog, a validated hero, and

broad creator support, we say so.

Every quote and figure in this report traces to a specific source in our evidence file, available on request.
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REFERENCE

REFERENCE

Glossary
Every term below is also explained in one clause the first time it appears in the report. This page is the second

chance, for the reader who jumped straight to a finding.

Affiliate seeding

Sending product and commissions to many creators so

they post about it at volume.

DTC

Direct-to-consumer: sales through the brand's own site

rather than through a retailer.

Dupe

A lower-priced product marketed, or adopted by

consumers, as a near-substitute for a branded hero

product.

Floor

A minimum verified count. The true number can only be

higher.

INCI list

The standardized ingredient list on a cosmetic product,

ordered by concentration, highest first.

Marketplace seller

A third party selling on a retailer's website, as distinct

from the retailer itself.

Oxidize

When makeup darkens or turns orange after application

as it reacts with skin and air.

Talc

A mineral filler common in powder makeup; "talc-free" is

a widely used reassurance claim.

Unauthorized reseller

A marketplace seller offering a brand's product without a

distribution agreement with the brand.

YOUR  TURN

What would this report say about your brand?

Your buyers are already talking, in reviews, on TikTok, on Reddit. Somewhere in

that conversation, your Finding 01 is sitting unread. Tell us the brand, and we'll

put your report on your desk.

GET YOUR BRAND'S REPORT →
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