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Foot Care Products - US

After years of increases, foot care product sales declined
sharply in 2009. Higher unemployment and lower
consumer confidence are taking their toll on this
category, causing more consumers to leave minor foot
care problems untreated and others to switch to lower-
priced private labels. The central challenge facing this
category – ...

Salon Products and Consumer
Purchasing - US

The salon products market has been affected by the
economic woes gripping most Americans, as consumers
keep a closer eye on their expenditures and trade down
on everything from cars to clothing to personal care. In
addition, salon brands have found themselves
competing with mass market brands delving into the ...

Soap, Bath and Shower Products -
US

While the Soap, Bath and Shower segment was not as
negatively affected as other segments in the personal
care aisle, this market still posted lackluster growth in
2008 and 2009, in part due to a lack of innovation that
would entice consumers to purchase new and different
products rather than ...

Men's Toiletries - US

Comprised of haircare, skincare, deodorants/
antiperspirants, shaving cream/gel, and grooming/
shaving scissors, the men’s toiletries market has grown
between 2004 and 2008. Mintel analyzes both the men’s
and unisex toiletries market to identify challenges and
opportunities for men’s grooming manufacturers
including:

Beauty and
Personal Care -
USA
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