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“NPD in the holiday beauty sector largely focuses on
convenience, with travel-sized products and on-the-go
claims. However, with the majority of people choosing not
to buy beauty products specifically for use on holidays
there is a perceived lack of need in the sector.”

— Roshida Khanom, Associate Director BPC

This report looks at the following areas:

e Holiday beauty; what'’s the point? RE PO RT NOW
e Beauty routines are considered time-consuming

NPD (New Product Development) in the holiday beauty sector focuses on convenience, with travel-sized VISIT:
products and on-the-go claims. However, not many people who have taken a holiday in the last 12 store.mi nte| .COom

months have purchased beauty/grooming products specifically to use on holiday, suggesting that
consumers do not see the need for holiday-specific beauty products.
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Brexit could impact the holiday sector
2017 sees airline uncertainty

Gender fluidity could encourage the market
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Colour cosmetics sees the most NPD
Figure 14: New product development in on-the-go beauty products, by category, January 2014-September 2017
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Figure 16: Holiday locations in the last 12 months, August 2017

Beach holidays are most popular
Figure 17: Holiday types taken in the last 12 months, August 2017

Holiday Essentials

Bath/shower products are must-haves
Figure 18: Holiday beauty and personal care essentials, by gender, August 2017

Women have more beauty priorities

Purchase of Holiday Beauty Products

Most people do not buy products for holidays
Figure 19: Purchase of holiday beauty and personal care products, August 2017

Dads are more prepared than Mums
Figure 20: Purchase of holiday beauty and personal care products, by parents of under-16s, August 2017

Those who prepare buy ahead
Figure 21: Purchase occasions for holiday beauty and personal care products, August 2017

Convenience drives supermarkets
Figure 22: Places of purchase of holiday beauty and personal care products, by gender, August 2017

Holiday Beauty Routines

Time-consuming activities are conducted before holidays
Figure 23: Beauty routines before, during and after holidays, August 2017

Moisturising is important

Tanning is important to young people
Figure 24: Tanning routines before and during holidays, by age, August 2017

Teeth whitening is popular

Attitudes towards Holiday Beauty Products

Travel-sized products are overpriced
Figure 25: Attitudes towards holiday beauty products, August 2017
The environmental angle

Holiday photos are important to young people
Figure 26: Attitudes towards holiday appearance and beauty routines, by age, August 2017
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