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“Temporary hair colour products continue to show growth
in the category, as consumers consider them less damaging

to hair and easier to experiment with. Growth
opportunities exist in personalisation, with high interest in

products tailored for hair colour and type, as well as
products specifically for men.”

– Roshida Khanom, Senior Personal Care Analyst

This report looks at the following areas:

• Permanent continues to decline
• Personalisation could add value to the category
• Growth opportunities in men’s hair colour

The hair colourants category has shown continued decline in value in recent years as consumers
increasingly seek out the best deals on branded goods and the drive for experimentation sees
temporary hair colour boom, whilst decreasing launch activity and advertising spend is also likely to
hamper growth in the market. Growth opportunities come from the men’s segment, with men showing
willingness to invest in more expensive brands, as well as personalisation, with high interest in tailored
products.
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Brands show decline in value
Figure 37: Brand shares in hair colourants category, years ending September, 2014 and 2015

Men offer growth opportunities

Social colouring

Overall usage sees a decline

In-store shopping is preferred…

…however in-store advice could boost the category

Men are not colouring as much as women
Figure 38: Usage of hair colourants in the past 12 months, by gender, October 2015

Motivation amongst men may be different
Figure 39: Usage of home hair colourants in the past 12 months, by gender and age, October 2015

Social colouring
Figure 40: Colouring on oneself vs coloured by someone else at home in the past 12 months, by age, October 2015

Overall usage is declining
Figure 41: Trends in usage of hair colourants compared with 12 months ago, October 2015

Biggest difference coming from the highest users
Figure 42: Trends in usage of selected hair colourants, by age, October 2015

Growth in middle-aged users
Figure 43: Trends in usage of permanent hair dye products, by age, October 2015

Damage concern
Figure 44: Attitudes to types of hair colourant, October 2015

Natural brands should focus on colour

Permanent colour makes experimentation difficult

More help with part colouring techniques

Men are less likely to buy for themselves
Figure 45: Purchase of home hair colourants, by gender, October 2015

Women shop in-store, men prefer online
Figure 46: Places of purchase of home hair colourants, by gender, October 2015

Supermarkets driving in-store purchases
Figure 47: Places of purchase of home hair colourants, October 2015

Specialised products are purchased online
Figure 48: Places of purchase of home hair colourants, by product used, October 2015

Men are less brand loyal but more experimental

Market Share

The Consumer – What You Need to Know

Usage of Hair Colourants

Attitudes to Types of Hair Colourant

Shopping for Hair Colourants

Report Price: £1750.00 | $2834.04 | €2223.04

Hair Colourants - UK - January 2016

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
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/747411/
mailto:reports@mintel.com


Figure 49: Shopping behaviours, by gender, October 2015
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