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"Legacy fragrance houses are struggling due to the rise of
indie perfumeries and cross-category competition, and

traditional fragrance offerings no longer meet the needs of
key demographics. On top of that, US consumers are

continuing to spend less money year over year on
fragrances."

- Clare Hennigan, Senior Beauty & Personal Care
Analyst

This report looks at the following areas:

• Scented personal care takes share from fragrance
• Chemical concerns hinder growth
• Retailers fail to attract key demographics

Women in the US are spending less money on fragrance year over year. Legacy fragrance houses are
losing share to indie perfumeries and lower-cost scented body care products. Additionally, concerns
over chemicals are dissuading consumers from fine fragrances, and redirecting them to natural
alternatives like essential oils.
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Figure 18: Regular and occasional usage of body spray, perfume and cologne, by age, October 2019
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Men are engaged fragrance wearers
Figure 33: Attitudes toward fragrances - any agree, by gender, October 2019
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Younger consumers find fragrance shopping overwhelming
Figure 34: Attitudes toward fragrances - any agree, by age, October 2019

Ingredient concerns influence Black and Hispanic consumers differently
Figure 35: Select attitudes towards fragrances - any agree, by race and Hispanic origin, October 2019
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