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"The changing nature of wellbeing presents opportunities.
Previously consumer focus was about the impact of

products on the body; we are starting to see the mind take
equal precedence. The inclusion of probiotics, adaptogens

and aromatherapy claims could all help brands tap in to
consumer demand for holistic solutions."

- Richard Hopping, Senior Brand and Household
Analyst

This report looks at the following areas:

• Functionality drives caring image
• Holistic approach may adjust definition of health and wellbeing
• Expertise built over many years
• Premium traits often guided by high prices
• Lush sets the ethical standard in BPC
• Consumers believe self-described brands are natural
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Figure 25: Top brands in the BPC sector, by agreement with “A brand that I trust”, January 2016-November 2018
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Figure 26: Top brands in the BPC sector, by agreement with “A brand that offers good value”, January 2016-November 2018

…although certain brands do benefit from lower-priced products

Consumers considered reliable brands worth paying more for…

…but Benefit represents a more glamorous brand
Figure 27: Top brands in the BPC sector, by agreement with “A brand that is worth paying more for”, January 2016-November 2018

Premium brands not necessarily seen as high quality
Figure 28: Top brands in the BPC sector, by agreement with “A brand that is consistently high quality”, January 2016-November 2018
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French eco-conscious store provides inspiration
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Feelunique taps into indie appeal

L’Oréal buys its tech future

Drone technology

Chanel 3D prints mascara brushes

Mainstream stores create most usage
Figure 55: Type of retailer used to buy beauty/personal care products in-store or online in the last 12 months, November 2018

Figure 56: Primark’s cruelty-free beauty products, July 2018

Superdrug attempts to encourage people through offering new services

French eco-conscious store provides inspiration
Figure 57: Atelier Maoli Instagram post, November 2018

Ethical initiatives from retailers

Feelunique taps into indie appeal
Figure 58: Spark Beauty by Feelunique, July 2018

The Fragrance Shop becomes another brand to use try before buy

L’Oréal buys its tech future

Drone technology
Figure 59: Elemis overnight cream featuring Drone Peptide technology, March 2018

Technology to aid personalisation

Chanel 3D prints mascara brushes
Figure 60: Chanel Le Volume Révolution de Chanel, September 2018
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