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“Brazil was the country that launched the highest number
of haircare products in 2013. Brazilians’ complex haircare
routines are reflected in the high number of hair treatment
products launched in the category. Retail channels lead
sales of haircare products by a high margin, through lower
prices, ease of access, and convenience for consumers.”

— Iris Ramirez, Senior Beauty & Personal Care
Analyst

This report looks at the following areas:

BUY THIS
= How can the penetration of haircare products be increased among male consumers? REPORT NOW
= How can senior consumers get more involved with the category?
= How can companies meet consumers’ demand for specific claims in haircare products?
= What are the characteristics of the main distribution channels of haircare products? VISIT:
= What are the main innovations in the haircare market? store. minte| .com
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The three leading companies generate almost two thirds of total revenues in the shampoo and conditioner segments

Figure 20: Companies’ shares in the segments of shampoo and conditioners (rinse-out, leave-in, and treatment products), by value,
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Women and men differ in usage frequency of haircare products
Figure 25: Frequency of using haircare products, January 2014

Young adults stand out in the haircare category
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Figure 46: Revenues share of haircare manufacturers*, 2012-13

Figure 47: Revenues share of haircare manufacturers in the hairstyling segment, 2012-13
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Figure 83: Attitudes toward using haircare products, by frequency of using haircare products — Heat protection product, January 2014
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Figure 87: Buying behavior toward haircare products, by number of products owned, January 2014

Appendix — The Consumer — Attitudes
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Figure 90: Attitudes toward haircare products, by demographics, January 2014 (Cont.)
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Figure 91: Buying behavior, January 2014
Figure 92: Buying behavior, by demographics, January 2014
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Appendix — The Consumer — Interest in Product Claims/Benefits

Figure 94: Interest in product claims/benefits, January 2014

Figure 95: Interest in product claims/benefits — | am interested and would pay more, by demographics, January 2014

Figure 96: Interest in product claims/benefits — | am interested and would pay more, by demographics, January 2014 (Cont.)
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Figure 108: Share of haircare segments in haircare products for damaged hair, 2009-13
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