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Men's Attitudes towards Haircare
and Skincare - UK

“Although men are engaged in their beauty and
grooming routines and show high purchase of hair and
skincare products, brands and retailers are still not
capitalising on male interest in these categories. Despite
high interest in male brands, mass-market retailers
continue to have limited availability of male-specific
lines. Men turn ...

In-salon Hair Services - UK

“The in-salon hair services category is expected to show
a 3% rise in market value in 2019 as added value and
out-of-hours services encourage bookings. Whilst
consumer confidence is up, an uncertain UK economy
driven by Brexit could see people cutting back on ‘treats’
such as salon services. Expense is ...

Managing Skin Conditions and
Allergies - UK

“Own-label, one-a-day allergy relief tablets look to have
been a victim of their own success – driving down spend
and purchase frequency. Indications are that allergies
are rising, but the forecast for allergy relief remains
bleak unless interest can be invigorated with alternative
formats or enhanced product positioning. When it ...

Marketing to Moms - US

"Moms are responsible for most household and
childcare duties, meaning that they are the key decision
makers when it comes to what their families eat, wear,
and watch. However, this also means moms are being
pulled in a million different directions and may not have
the time or the inclination ...

Vitamins and Minerals - US

"The vitamins and minerals market remains steady, with
the majority of adults currently taking at least one
vitamin or mineral. While younger consumers are
driving demand for innovation and personalization,
traditional formats and formulations continue to be
important to overall market strength. However, a
demand for natural, specifically whole food ...

Luxury Beauty Consumer - US

"Luxury beauty brands find acceptance among most
women, with broad use across demographic lines. While
luxury often roots itself in iconic brand identities, the
luxury beauty consumer continues to evolve. This
necessitates that makers and marketers align with more
modern perceptions of luxury, such as clean ingredients,
ethical sourcing and ...

Men's Personal Care - US

"The men’s personal care market, currently valued at
more than $4.4 billion in annual sales, has been growing
steadily since 2014. This growth is largely driven by
men’s interest in personal hygiene essentials such as
shampoos and deodorants. As traditional gender norms
continue to shift, promoting themes of beauty ...

Approach to Health Management -
US

Fragrances - UK
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"Consumer spending on health-related services and
products increased significantly from 2013-18, and a
slowdown is nowhere in sight. Health management is
universal, with many people placing significant pressure
on medical professionals to guide their health and
wellbeing through product recommendations and
ailment and wellbeing care. With the foreseen doctor
shortage ...

“The market is estimated to decline by 0.8% to £1.48
billion in 2019 before a longer-term period of growth as
consumers trade up to more sophisticated formats.
Brands may need to consider ethical values, ingredient
transparency or more unique benefits to differentiate
from competitors and command a price ...

Black Haircare - US

"The Black haircare market has evolved into regimen
maintenance and styling, with chemical product use
concentrated among the few who will always be
customers. Having chemical-free hair is no longer the
big story, but rather how Black consumers’ beliefs and
perceptions of their hair impacts their personal
maintenance, style choices ...

The Generation Z BPC Consumer -
UK

“Generation Z are defining their own parameters of
beauty and are not looking for external validations for
their appearance. Self-expression is essential to this
group, who are already involved in their BPC routines at
a young age and buying their own products. Whilst
much is speculated about the influence of ...

Color Cosmetics - US

"The color cosmetics market is highly dependent on new
product development, as inspired by trends in fashion
and beauty. In 2019, total US retail sales for the color
cosmetics market is expected to exceed $11.1 billion.
Most recently, as innovations in lower-priced offerings
have gained traction, a slowdown in ...

Oral Care - UK

“Oral care routines rarely change for consumers,
creating a challenge for brands that they need to
overcome. However, consumer interest in their own
health and wellbeing, and their understanding of how
oral hygiene impacts on them emotionally means there
is an opportunity for brands to insert themselves into
regular consumer ...

Bodycare and Deodorant - US

"The bodycare and deodorant market continues to
experience slow, yet steady sales growth, reaching $6.5
billion in total 2019 retail sales, an increase of 3.4%
from 2018. Incorporating added benefits or unique
formats typically found in facial skincare into bodycare
can help brands boost engagement and sales. Deodorant
...

Women's Facial Skincare - UK

“The market’s previous trajectory for growth has been
short-lived, and the market is expected to decline to an
estimated £1.16 billion in 2019. The move away from K-
Beauty-inspired routines has been driven by women’s
evolving interest in radiance and glow. Serums and oils
are the formats chosen to create ...
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