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Consumers and the Economic
Outlook - Quarterly Update - UK

“People are still wary about the potential impact of
Brexit — particularly when it comes to the cost of living.
But people seem able to separate these macro-economic
concerns from their own personal financial situation.
Unemployment remains at record lows, and while
average wages are still increasingly more slowly than ...

Women's Haircare - UK

“Growth in the women’s haircare market has been
driven by a continued focus on caring needs, especially
driven by conditioning treatments. However, as mass
brands develop their own versions of salon regimes,
prestige brands will need to prove their worth to remain
relevant. Regardless of price point, winning brands have

Disposable Baby Products - US

"Declining birthrates and budget conscious parents have
challenged growth in the disposable baby products
market. Parents are unified in their views that safe
product ingredients come first — or at least the safest
option within their budget. Looking forward, parents’
need for durable products is not expected to change, and
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Drug Store Retailing - US

"A combination of an aging population and favorable
market factors is expected to result in positive growth
for the drug store market. However, a number of issues,
such as consumers’ low loyalty and desire for deals,
combined with an increasingly competitive landscape
will continue to pose challenges for traditional drug ...

Soap, Bath and Shower Products -
UsS

"The soap, bath, and shower products market continues
to experience slow, yet steady growth, benefiting from
strong liquid body wash sales that are compensating for

The iGen Beauty Consumer - US

"The iGeneration is made up of four segments: tweens,
younger teens, older teens, and adults. This diverse age
range can be a challenge for brands as some iGens rely
completely on their parents, while others have
independent spending power. Regardless of age, iGens
are generally more engaged and socially conscious ...

Black Beauty Consumer - US

Black women are less likely to use cosmetics in
comparison to the general market, but her usage varies
across beauty products due to her skill set, her
knowledge of expected benefits, and most importantly,
her ability to find products in the right shades to create
her desired look. Her beauty ...

Children and Health - US

"Illness is prevalent among children, as 97% of children
younger than 12 experienced some type of illness
symptom in the past year. Their weaker immune system
combined with opportunities for interaction and germ
spreading makes them especially susceptible to illness.
The OTC (over-the-counter) children’s health products
market has continued to ...

The Beauty Consumer - US

The beauty category has continued to grow through
2017, with the highest growth coming from beauty
devices. Women are minimizing their daily beauty
routines and are searching for products that can do it all
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struggles in the bar soap segment. The inclusion of
premium and therapeutic benefits has also helped boost
sales of liquid body wash and bath products ...

Attitudes towards Cosmetic
Procedures - UK

“Brits are generally happy with their appearance,
presenting a crucial challenge for an industry that is
centred on helping people to change how they look.
However, there is scope for operators in the cosmetic
procedures market to appeal to a wider audience by
moving away from the current association with ...
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Consumers and the Economic
Outlook - US

"Economic improvement continued at a relatively steady
clip as a new presidential administration took office at
the beginning of the year. While there have been natural
catastrophes and tragedies throughout the US, the
economy has generally remained stable and any expert
predictions continue to be optimistic.”

- Jennifer White Boehm, Associate ...

Beauty and Personal Care
Retailing - UK

“The UK beauty and personal care market remains
challenging, as weak growth in personal care continues
to hinder growth in the wider market. Meanwhile, the
beauty segment is driving the market, boosted by make-
up and skincare trends. Many of the health and beauty
specialists have reacted to these trends and ...

Beauty and Personal Care
Retailing - Spain

“As the Spanish political situation becomes more
uncertain with lower rates of economic growth forecast
for 2018, beauty specialists will need to work harder to
compete with the growing force of supermarkets and
fashion retailers that are grabbing share of the beauty
market. They need to focus on improving the ...

in the least amount of time. Going forward, women will
continue to demand customized products to ...

Babies' and Children's Personal
Care Products, Nappies and
Wipes - UK

“Market decline continues to show the need for brands
to differentiate versus own-label. This is easier in some
sectors where parents seek specific claims, but mass
disposable nappy brands will either need to premiumise
further or devolve and compete on price. The
overarching need for convenience in all sectors remains

Brand Overview: BPC - UK

“The advancement of technology in the BPC sector
means that brands are under more pressure to help
consumers test, design and buy products on their own
terms. Soon, the prospect of buying an off-the-shelf,
one-size-fits-all product may become unpalatable to the
most heavily engaged consumers, while even
mainstream shoppers will ...

Beauty and Personal Care
Retailing - Italy

“Although the Italian BPC market remains fragmented,
there is ongoing consolidation in the market as a
number of the leading specialists strengthen their
position. As the economy continues to recover, there will
be new opportunities for retailers to capture increased
spending on beauty and personal care. Having a
differentiated offer ...

Beauty and Personal Care
Retailing - Germany

“There is growing pressure on the market leaders in
beauty and personal care retailing in Germany. Online is
growing, with Amazon an increasingly important player.
There are newcomers in the specialist cosmetics and
perfumery sectors. We think that some of the market
leaders are already showing signs of this increased ...
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Beauty and Personal Care
Retailing - France

“French specialist beauty and personal care retailers are
doing well, increasing their share of a sluggish market.
Sephora leads by some margin, but Nocibé, now under
the Douglas umbrella, is doing well and Kiko Milano is
expanding rapidly. With 30% of female BPC buyers
having shopped online, and 47% often ...

Gifting in Beauty and Personal
Care - UK

“New product development in BPC gift sets has declined
in recent years, with consumers showing a preference
for individual products. This may be partly driven by a
desire to reduce waste, which extends to packaging.
Mintel’s research shows high consumer interest in
functional as well as reduced packaging. Women remain

Feminine Hygiene and Sanitary
Protection Products - UK

“There is a quiet revolution ongoing in the incontinence
products segment. The stigma around incontinence
appears to be fading, products are advertised on
primetime TV, and brands are creating new designs that
are more stylish and sophisticated. As the population
ages, incontinence products are only going to go even
more ...

Beauty and Personal Care
Retailing - Europe

“Retailing of beauty and personal care products is
poised for change. It looks as if the mass market
drugstores are approaching maturity in some countries
while the retailers with the greatest potential are those
with innovative own brands. But specialists who can
provide the right environment plus a range of ...

Managing Your Health - US

Consumers and brands alike are talking about wellness
in the face of an uncertain healthcare market and
growing health issues. To bring down healthcare
expenses, health management is increasingly placed in
the hands of consumers who are turning to a variety of
sources to improve their wellbeing and receive guidance

Nail Color and Care - US

The nail care and color market has declined since 2014,
with substantial losses in the key segment, nail color.
While category engagement is struggling as a whole,
consumer concern around the damage of frequent
polishing and growing interest in ingredient
formulations is evident in the success of artificial nails
and ...
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