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"Despite the high market penetration of personal care
products, there are opportunities for growth. While

consumers are price sensitive, factors that influence
consumer purchases including scent and product

functionality could increase spend. To entice consumers to
trade up to more expensive products, financial incentives

like samples or coupons, are most convincing. "
- Jana Vyleta, Health and Personal Care Analyst

This report looks at the following areas:

• Adults want short personal care routines
• Consumers experiment, which could limit loyalty
• Majority of shoppers are sensitive to price

This Report covers a broad range of products within the personal care market. For the purposes of this
report, Mintel has defined the personal care market as products used for regular grooming and hygiene
including the following categories:

• Haircare – shampoo, conditioner, hairstyling products, hair color
• Skincare – facial cleansers, facial moisturizers, specialty skincare products such as acne

and anti-aging treatments, hand and body moisturizers, sun protection
• Body cleansing products – bar soap, liquid shower gel, bath products
• Shaving products
• APDO (antiperspirant/deodorant)
• Oral care

Excluded from the scope of this report are beauty products (see Mintel’s The Beauty Consumer – US,
March 2016) such as:

• Color cosmetics
• Fragrances
• Nail color and care

Professional services are also excluded from the scope of this Report
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Consumers purchase less personal care as they age
Figure 14: Advertisement for Walgreens beauty, Feb. 27, 2017
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Functionality reigns supreme in influencing purchases

Familiarity factors also impact purchase decisions

External sources matter when making new purchases
Figure 20: Purchase Influencers, January 2017

Enthusiasts impacted by variety of purchase influencers
Figure 21: Purchase influencers, by personal care segment, January 2017

Younger consumers influenced by reviews, recommendations
Figure 22: Select purchase influencers, by age, January 2017
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Consumers unaware, ambivalent toward many ingredients
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Figure 24: Ingredient awareness, January 2017
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Enthusiasts most aware, interested in variety of ingredients
Figure 26: Ingredient awareness, by have heard of and look for, by personal care segment, January 2017

Hispanics category engagement reflects interest in ingredients
Figure 27: Ingredient awareness, by have heard of and look for, by Hispanic origin, January 2017

One in five research before purchasing

Environment, sustainability are secondary considerations
Figure 28: Attitudes towards personal care, January 2017

Younger adults more open to trying something new

Time Spent, Price Sensitivity, and Experimentation

Purchase Influencers

Ingredient Awareness

Attitudes towards Personal Care Products
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Figure 29: Attitudes towards personal care, by age, January 2017

Hispanics are less likely to be brand loyal amid price focus
Figure 30: Attitudes toward personal care, by Hispanic origin, January 2017
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