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“Contemporary consumers are sensitive to the idea of
glamour, exclusivity and indulgence, suggesting that BPC

products that balance functionality with intangible
perceptions of luxury have the potential to resonate widely

among consumers. However, ethics have also come into
play, and consumers are putting the BPC industry under

scrutiny.”
– Emilia Tognacchini, Junior Research Analyst

This report looks at the following areas:

Increasingly, consumers are appreciating those brands that embrace positive values and that are
committed towards the natural world as well as the people who live in it.
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