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"Although the economy has entered recovery, savvy
shopping behaviours have become engrained in
consumers’ minds, and they remain drawn to sales, multi-
buys and discount retailers. While brand loyalty has helped
dampen the effect of savvy shopping on primary beauty
markets."

— Charlotte Libby, Senior Beauty Analyst

This report looks at the following areas:

BUY THIS
< An uncertain future for online sales REPORT NOW
< Own-label beauty needs to boost appeal
Consumers remain savvy shoppers post-recession, however the landscape of beauty sales continues to V I S l T:
change. While the hygiene-oriented BPC markets suffer from consumer reliance on special offers and store. minte| .Ccom
the cheapest available products, other sectors still have the ability to excite and inspire non-essential
purchases. Online retailing has made it more convenient for buyers to save money on favoured goods,
however changes to delivery services and the fear of counterfeit cosmetics will see competition from CALL
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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

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/716179/
mailto:reports@mintel.com

MINTEL

The Savvy Beauty Consumer - UK - November 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Table of Contents

Overview

What you need to know

Products covered in this report

Executive Summary

Lipstick effect has come to an end

Shoppers remain savvy post-recession
Figure 1: Trends in savvy shopping habits, October 2013 and August 2015

Own-label beauty can further tempt consumers
Figure 2: Savvy shopping habits in total and BPC markets, August 2015

SBS products command low loyalty
Figure 3: Types of BPC products purchased, August 2015

The waning popularity of online sales
Figure 4: BPC retailers used, August 2015

Natural vs science
Figure 5: Attitudes towards buying BPC products, August 2015

Refill stations can inspire retailer loyalty
Figure 6: BPC product buying behaviours, August 2015

What we think

Issues and Insights

An uncertain future for online sales

The facts

The implications

Own-label beauty needs to boost appeal
The facts

The implications

The Market — What You Need to Know

PDI improves post-recession
Lipstick effect has come to an end
Social media usage grows

Changes to delivery charges

Market Drivers

PDI improves post-recession
Figure 7: Trends in how respondents would describe their financial situation, February 2009 — September 2015

Lipstick effect has come to an end
Figure 8: Trends in spending extra money on fragrances/toiletries/cosmetics, February 2010 — September 2015

Changes in online activities

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 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/716179/
mailto:reports@mintel.com

MINTEL

The Savvy Beauty Consumer - UK - November 2015

e The above prices are correct at the time of publication, but are subject to
Report Price: £1750.00 | $2834.04 | €2223.04 B

Figure 9: Online activities performed in the past three months, June 2014-June 2015
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Figure 16: Attitudes towards buying BPC products, August 2015
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