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e 1 1 “Following a slight rise in value in 2016 and 2017, women’s
. haircare is in decline again as discounting and special

( offers impact buying behaviours, whilst the desire for more
natural styles and focus on hair condition continues to
negatively impact the styling segment. A reduction in
recorded advertising spend suggests that brands are not
working hard enough to get women’s attention.”

— Roshida Khanom, Associate Director BPC

This report looks at the following areas:

e Premium brands are struggling RE PO RT NOW
e Segmenting the washing step could drive repertoires

The women’s haircare category saw decline in value in 2018 as discounting impacts the category. Many VISIT:

female haircare buyers purchase products on special offer, and brand loyalty is low with only a minority store.mi nte| .COom
sticking to the same brand(s).

NPD continues to be high, however the category has seen a decline in recorded advertising spend CALL:
suggesting that brands can do more to encourage women to trade up. EMEA
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Decline in recorded advertising spend
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Figure 44: Brand personality — Micro image, February 2019

Brand analysis
Batiste struggles to be taken seriously
Figure 45: User profile of Batiste, February 2019

L'Oréal Elvive enjoys a good reputation
Figure 46: User profile of L'Oréal Elvive, February 2019

John Frieda is glamorous
Figure 47: User profile of John Frieda, February 2019

OGX is innovative
Figure 48: User profile of OGX, February 2019

Garnier Ultimate Blends is not differentiated enough
Figure 49: User profile of Garnier Ultimate Blends, February 2019

Herbal Essences has broad appeal
Figure 50: User profile of Herbal Essences, February 2019

Head & Shoulders risks being old-fashioned
Figure 51: User profile of Head & Shoulders, February 2019

Plantur 39 appeals to young women
Figure 52: User profile of Plantur 39, February 2019

The Consumer - What You Need to Know

Usage of convenient haircare is up

Hairspray usage is up

Older women shop differently to younger women
Bringing skincare ingredients into haircare
Washing is important

Scalp protection remains a niche sector

Usage of Haircare Products

Convenient options are appealing
Figure 53: Trends in usage of haircare products, 2017 and 2018

Hair condition is important
Figure 54: Usage of haircare products, December 2018

Usage of Hair Styling Products

Usage of hairspray is up
Figure 55: Trends in usage of hair styling products, 2017 and 2018

Styling products are being used less
Figure 56: Usage of hair styling products, December 2018

Styling can target the over-65s
Figure 57: Usage of styling mousse, cream/wax and gel, by age, December 2018

Purchase of Haircare Products
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Hair type vs end result
Figure 58: Haircare purchase factors, December 2018

Damage is universally important
Figure 59: Purchase of haircare products to limit damage, by age, December 2018

Special offers impacting the category
Figure 60: Shopping for haircare products, December 2018

Brand loyalty is low

Interest in Haircare Ingredients

High interest in skincare ingredients
Figure 61: Usage and interest in haircare ingredients, December 2018

Shout about ingredients

Changes in Haircare Habits

Cleansing is important
Figure 62: Changes in haircare habits, December 2018

Trading up vs trading down

Usage of Scalp Protecting Products

Scalp issues drive usage of scalp products
Figure 63: Reasons for using scalp treatment products, December 2018

Proving the benefits are essential
Figure 64: Reasons for not using scalp treatment products, December 2018

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations
Consumer research methodology

Forecast methodology
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