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“The women’s haircare category has struggled to grow in
value in recent years, as savvy shopping behaviours see

women buying branded products at discount retailers. In
addition, women are washing and styling their hair less

frequently, which may be driven by concern over damage.”
– Roshida Khanom, Senior Personal Care Analyst

This report looks at the following areas:

• Targeting older women can grow the market
• Shampoo sector presents opportunities
• Women show interest in scalp protection benefits

The women’s haircare category has shown a decline in value in recent years, driven down by the mass-
market sector where savvy shopping behaviours are encouraging women to shop for branded products
at lower prices.

Although new products such as co-washes show low usage, opportunities for growth in the category
exist in new launches; women show high interest in shampoo innovations and scalp treatments in
particular.
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