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“In spite of being a mature market, body, hand, and
footcare holds opportunities for brands that emphasize
therapeutic skincare and packaging innovation that
reinforces convenience. Targeting untapped demographic
groups such as men and multicultural consumers also
presents retailers with added opportunities.”

— Shannon Romanowski, Senior Beauty and
Personal Care Analyst

This report looks at the following areas:

BUY THIS
REPORT NOW

= The body, hand a foot care category is mature and price-driven
= Product usage within this category is cyclical and recurs over time
= Engagement in category declines as consumers age

VISIT:
store.mintel.com

After virtually no sales growth between 2009 and 2011, the body, hand, and footcare category
experienced gains between 2012 and 2014. While shoppers continue to be motivated by price and
routine when shopping the category, innovation surrounding packaging formats, interest in therapeutic
products, and a notably cold 2013-14 winter season have helped boost body, hand, and footcare sales. CALL
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Brazil
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Americas
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Figure 17: Total US sales and forecast of hand and body care, at current prices, 2009-19
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Segment subject to volatility, though modest gains are expected

Sales and forecast of footcare
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Private label grows sales but loses share to branded products
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Figure 24: MULO sales of footcare, by leading companies, rolling 52 weeks 2013 and 2014
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Figure 25: Share of body, hand, and footcare product launches, by subcategory, 2009-14
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Figure 26: top 15 body, hand, and footcare product claims, by share, 2009-14
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Consumers are familiar with bottles and tubes
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Figure 41: Use of and interest in packaging formats, March 2014

Figure 42: top five body, hand, and footcare product package types, by share, 2009-14
Shoppers willing to try lesser-known packaging formats

Figure 43: Any interest in packaging formats, by gender, March 2014
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Figure 48: Attitudes toward body care products, by gender and age, March 2014
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Women concerned about the impact of aging on their hands
Figure 49: Attitudes toward hand and footcare products, by gender, March 2014
Use of hand cream in part dictated by activity
Figure 50: Attitudes toward hand and footcare products, by gender and age, March 2014

Figure 51: Attitudes toward footcare products, by gender and age, March 2014
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Black and Hispanic consumers are above-average category users
Figure 52: Use of body, hand, and footcare products, by race/Hispanic origin, March 2014
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Shopping behaviors differ between Hispanics and Black consumers
Figure 55: Shopping behaviors, by race/Hispanic origin, March 2014

Regular moisturization is important to Black consumers
Figure 56: Attitudes toward body care products, by race/Hispanic origin, March 2014

Figure 57: Attitudes toward hand and footcare products, by race/Hispanic origin, March 2014
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Appendix — Other Useful Consumer Tables

Use of body, hand, and footcare products
Figure 58: Use of body, hand, and footcare products, by age, March 2014

Figure 59: Use of body, hand, and footcare products, by household income, March 2014

Figure 60: Use of body, hand, and footcare products, by presence of children in household, March 2014
Benefits sought when choosing body, hand, and footcare products

Figure 61: Benefits sought when choosing body care products, by age, March 2014

Figure 62: Benefits sought when choosing hand and footcare products, by age, March 2014
Interest in packaging formats

Figure 63: Images shown in packaging format consumer question, March 2014

Figure 64: Any interest in packaging formats, by age, March 2014

Figure 65: Any interest in packaging formats, by race/Hispanic origin, March 2014

Shopping for body, hand, and footcare products
Figure 66: Shopping behaviors, by age, March 2014

Attitudes toward body care
Figure 67: Attitudes toward body care products, by age, March 2014

Attitudes toward hand and footcare
Figure 68: Attitudes toward hand and footcare products, by age, March 2014
Figure 69: Attitudes toward footcare products, by age, March 2014

Figure 70: Attitudes toward footcare products, by race/Hispanic origin, March 2014

Appendix — Information Resources Inc. Builders Panel Data Definitions

Information Resources Inc. Consumer Network Metrics

Appendix — Trade Associations

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2014 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/680489/
mailto:oxygen@mintel.com

	Body, Hand and Footcare - US - June 2014
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Scope and Themes
	Executive Summary
	Issues and Insights
	Trend Applications
	Market Size and Forecast
	Market Drivers
	Competitive Context
	Segment Performance
	Segment Performance – Hand and Body Care
	Segment Performance – Footcare
	Retail Channels
	Leading Companies
	Brand Share – Hand and Body Care
	Brand Share – Footcare
	Innovations and Innovators
	Marketing Strategies
	Use of Body Care Products
	Use of Hand Products, Footcare, and Healing Ointments
	Interest in Packaging Formats
	Shopping for Body, Hand, and Footcare Products
	Attitudes toward Body Care
	Attitudes toward Hand and Footcare
	Race and Hispanic Origin
	Appendix – Other Useful Consumer Tables
	Appendix – Information Resources Inc. Builders Panel Data Definitions
	Appendix – Trade Associations



