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“The haircare category has experienced steady gains,
though sales of styling products and treatments have

struggled. Styling products and treatments that engage
men and an aging population as well as reinforce healthy

looking hair should help boost segment sales.”
– Shannon Romanowski, Senior Beauty and

Personal Care Analyst

This report looks at the following areas:

• How can brands improve sales in the struggling hairstyling segments?
• What opportunities are there to better engage an aging population?
• How can brands increase usage of hair treatments?

The shampoo, conditioner, and hairstyling products category experienced slow, yet steady, gains
between 2008 and 2013, with steady rates of growth expected to continue through 2018. The haircare
category is mature and saturated, but shifting consumer preferences toward more natural looking and
less styled hair have helped boost sales of conditioner as well as sparked interest in formats that
support healthy hair such as oils and BB creams. However, interest in less styled hair has led to
struggles in the styling product segments.

Looking ahead, growth opportunities will likely stem from customized product offerings. For example,
gender-specific, lifestage-appropriate, and even occasion-specific items will be important in generating
incremental sales. Lastly, given the high saturation and parity in the category, creative retailing and
marketing strategies will be instrumental in capturing the attention of a somewhat disloyal haircare
consumer.
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Figure 51: Brands of hairspray used, July 2007-September 2013
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Figure 67: Attitudes toward haircare and hair treatments, by gender and age, January 2014
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Figure 76: Types of shampoo used, by gender, July 2012-September 2013

Figure 77: Types of conditioner used, by gender, July 2012-September 2013
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Figure 86: Importance of claims among shampoo and conditioner users, by household income, January 2014

Figure 87: Importance of claims among hairstyling product users, by household income, January 2014

Figure 88: Importance of claims among hair treatment, serum, and oil users, by age, January 2014

Figure 89: Importance of claims among hairstyling product users, by race/Hispanic origin, January 2014

Figure 90: Importance of claims among users of hair treatments, serums, and oils, by race/Hispanic origin, January 2014

Choosing haircare products
Figure 91: Choosing haircare, by household income, January 2014

Interest in new forms
Figure 92: Interest in new forms—Very interested, by gender, January 2014

Attitudes toward haircare and hair treatments
Figure 93: Attitudes toward haircare and hair treatments, by household income, January 2014

Race and Hispanic Origin

Appendix – Other Useful Consumer Tables
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Online conversations
Figure 94: Online mentions, selected shampoo, conditioner, and hairstyling brands, March 17, 2013-March 16, 2014

Brand analysis
Figure 95: Pantene key social media indicators, March 2014

Figure 96: TRESemmé key social media indicators, March 2014

Figure 97: Head & Shoulders key social media indicators, march 2014

Figure 98: Garnier Fructis key social media indicators, March 2014

Figure 99: Nexxus key social media indicators, March 2014

Figure 100: PureOlogy key social media indicators, March 2014

Brand usage or awareness
Figure 101: Brand usage or awareness, January 2014

Figure 102: Pantene usage or awareness, by demographics, January 2014

Figure 103: TRESemmé usage or awareness, by demographics, January 2014

Figure 104: PureOlogy usage or awareness, by demographics, January 2014

Figure 105: Head & Shoulders usage or awareness, by demographics, January 2014

Figure 106: Garnier Fructis usage or awareness, by demographics, January 2014

Figure 107: Nexxus usage or awareness, by demographics, January 2014

Activities done
Figure 108: Activities done, January 2014

Figure 109: Pantene—Activities done—I have looked up/talked about this brand online on social media, by demographics, January
2014
Figure 110: Pantene—Activities done—I have contacted/interacted with the brand online on social media to, by demographics, January
2014
Figure 111: Pantene—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 112: Pantene—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 113: TRESemmé—Activities done—I have looked up/talked about this brand online on social media, by demographics, January
2014
Figure 114: TRESemmé—Activities done—I have contacted/interacted with the brand online on social media to, by demographics,
January 2014
Figure 115: TRESemmé—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 116: TRESemmé—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 117: PureOlogy—Activities done—I have looked up/talked about this brand online on social media, by demographics, January
2014
Figure 118: Head & Shoulders—Activities done—I have looked up/talked about this brand online on social media, by demographics,
January 2014
Figure 119: Head & Shoulders—Activities done—I have contacted/interacted with the brand online on social media to, by
demographics, January 2014
Figure 120: Head & Shoulders—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 121: Head & Shoulders—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 122: Garnier Fructis—Activities done—I have looked up/talked about this brand online on social media, by demographics,
January 2014
Figure 123: Garnier Fructis—Activities done—I have contacted/interacted with the brand online on social media to, by demographics,
January 2014
Figure 124: Garnier Fructis—Activities done—I follow/like the brand on social media because, by demographics, January 2014

Figure 125: Garnier Fructis—Activities done—I have researched the brand on social media to, by demographics, January 2014

Figure 126: Nexxus—Activities done—I have looked up/talked about this brand online on social media, by demographics, January 2014

Figure 127: Nexxus—Activities done—I have contacted/interacted with the brand online on social media to, by demographics, January
2014

Appendix – Social Media
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Figure 128: Nexxus—Activities done—I have researched the brand on social media to, by demographics, January 2014

Information Resources Inc. Consumer Network Metrics

Appendix – Information Resources Inc. Builders Panel Data Definitions

Appendix – Trade Associations
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