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Women's Haircare - UK

“Following a slight rise in value in 2016 and 2017,
women’s haircare is in decline again as discounting and
special offers impact buying behaviours, whilst the
desire for more natural styles and focus on hair
condition continues to negatively impact the styling
segment. A reduction in recorded advertising spend
suggests ...

Mother and Baby BPC - UK

“In 2018 the babies’ and children’s personal care
products, nappies and wipes market fell by 3.4% to
£680 million. The trend for naturals in beauty has
driven parents to look for similar gentle solutions for
their babies, expecting brands and retailers to deliver
them with the same quality and ...

Consumers and the Economic
Outlook - UK

“Concern over the impact of Brexit is more severe than
at any other time since Mintel stated tracking this
measure, including the initial shock in the immediate
aftermath of the vote. Theresa May’s withdrawal
agreement was the first glimpse of anything resembling
certainty since Article 50 was triggered in March ...

Soap, Bath and Shower Products -
UK

“Although the soap, bath and shower category is under
some pressure, there are plenty of bright spots that
point the way towards future growth. The success of
Baylis & Harding in convincing consumers to upgrade to
a more premium product shows that products can still
benefit from creating differentiation in ...

The Generation X BPC Consumer
- UK

“The industry’s focus on anti-ageing messaging towards
anyone over the age of 40 has left Generation X feeling
misunderstood. Ageing is still considered a future
problem for many of these consumers, while their more
pressing needs for convenience and personalised
options are ignored. Mass brands retain the trust of
Generation ...

Beauty and Personal Care
Retailing - UK

“The UK beauty and personal care market continues to
be characterised by the polarised performance of the two
core categories. Consumers continue to cut back on
personal care, but are willing to spend on beauty. Health
and beauty specialists have benefited from this trend,
with robust demand for beauty fuelling ...

Feminine Hygiene and Sanitary
Protection Products - UK

“The UK’s ageing population has helped to create a fast-
growing incontinence products market. That rosy
picture doesn’t extend to the sanitary protection and
feminine hygiene categories, however. The former is
contending with a long-term fall in sales, while the latter
is struggling to really convince consumers as to what
benefits ...

Brand Overview: BPC - UK

Beauty and
Personal Care -
UK
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"The changing nature of wellbeing presents
opportunities. While previously consumer focus may
have been mainly about the impact of products on the
body, we are already starting to see the mind take equal
precedence. The inclusion of probiotics, adaptogens and
aromatherapy claims to keep the whole body in balance
could ...
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