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What is this report about?

While the shampoo, conditioner and treatments market has posted
a 2% value growth in current terms since 2005, in real terms
the market has actually declined by 13%. Like other toiletry
categories such as soap, bath and shower products, the £709
million shampoo, conditioner and hair treatments category has
experienced heavy price discounting, so volume sales have grown
at the expense of value sales. The effects of the recession can
still be felt, with special offers being the prime factor behind many
consumer purchases.

What have we found out?

Moisturisation is the key claim for shampoos, conditioners and
treatments, with one in four actively looking for it in their purchases.
The haircare category is drawing closer to skincare in terms of
ingredients and claims, and the use of the word moisturisation, rather
than conditioning, is a symbol of this convergence.

As consumers age, their hair may change condition, becoming dryer
and coarser or finer. Many older consumers feel that they are
forgotten by haircare manufacturers, who are failing to address their
specific needs.

Nearly two thirds of consumers have not made significant changes
to their haircare expenditure in the last year. However, more of those
who have changed their behaviour have scaled down rather than up.
S

For eight in ten consumers, their confidence is boosted when their
hair looks good. Nearly a third of consumers believe that it is
important for their professional image for their hair to look good.
Consumers concerned about the appearance of their hair and the
way it looks are most likely to be Waitrose shoppers.

Men (36%) are more brand loyal than women (31%) when it comes
to buying shampoos. Men usually take less interest in personal
grooming and so find it easier to stick to the brands they are know
and trust.

The ethnic population in the UK grew 23% to 7.4 million in 2009,
and further growth is in store, particularly among young people of
mixed race or Pakistani/Bangladeshi origin. These consumers could
be addressed with products formulated specifically for their hair
needs and preferences.
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