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Fragrances - US

After several years of weak performance, the $3.8 billion
US fragrance market continues to see sales slide,
especially in the women’s fragrance segment. Heavy
competition within and beyond the category has
resulted in slow category growth. Despite these
challenges, interest is solid in natural fragrances,
customized options, and fragrances ...

Vitamins and Supplements - UK

“The UK’s health trend has underpinned much of the
success in the market over the last 4 years; however, an
increasing focus on exercise and healthy eating has
lessened consumer reliance upon vitamins and
supplements. The upsurge in popularity of elimination
diets provides an opportunity, while exploring tailored
supplement plans ...

Spa, Salon and In-store
Treatments - UK

“The sector continues to see slow and steady growth, as
the proportion of people having treatments such as
facials and massages saw a rise in the period 2015-17.
Beauty treatments, however, remain associated with
special occasions and treats, suggesting that significant
growth will come from overcoming this perception.
Value also ...

August 2017

Luxury Goods Retail -
International

"Growth in the global luxury goods market accelerated
in 2016. Whilst the market continues to face a
significant amount of uncertainty, consumer confidence
remains high, the number of High Net Worth
Individuals (HNWIs) continues to grow and the
economy in a number of the key luxury markets is
recovering. As ...

Contraceptives and Sexual Health
-US

Vitamins, Minerals &
Supplements - US

Sales are beginning to slow as Mintel estimates growth
for the vitamins, minerals, and supplements market in
2017. Consumer struggles with trust, cost, and the
shopping experience are a challenge to the category,
although many still believe in the benefits of these
products. To best position themselves, category players
should ...

Beauty Retailing - US

"Beauty retail is big business, garnering sales in the
range of $55 billion this year. Massive transformation is
occurring as the youngest generations drive the future of
the market. In-store shopping and buying is strongly
preferred over online due in part to specialty beauty
retailers luring in customers to immerse ...

Marketing to Moms - US

"The 43 million moms in the US are an important
segment for marketers to understand, as they are often
making purchases for the entire household. Although
some family dynamics have changed — with more
women having children without getting married, having
children later in life, and having fewer children — ...

Pregnancy and Health - US

"The US continues to experience low birth rates. Despite
this, pregnancy specific products that address the
nutritional and physical needs of pregnant women
continue to roll out. Pregnancy related attitudes and
ailments will drive the need for functional products that
can give women the peace of mind they are doing ...

Black Haircare - US
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"The majority of adults who disclosed their sexual
activity currently use a contraceptive product, denoting
a strong base of contraceptive and sexual health users.
Yet, category sales only improved incrementally from
2016-17, as the male contraceptives segment struggled.
Reliance on previous product experiences and a degree
of embarrassment involving the ...

In-salon Hair Services - UK

“The current expected value growth of the in-salon hair
services market can be credited to expensive colour
trends and a subsequent focus on hair health. However,
a predicted decline in disposable income will mean
salons need to prove their value in innovative ways, and
reward current clientele to ensure their ...

Consumers and the Economic
Outlook: Quarterly Update - UK

"The snap election clearly unsettled consumers. All three

of our measures of sentiment fell between April and
May. And the inconclusive result means that there was
no immediate bounce in confidence post-election.
Instead, our data shows that people were even more
concerned after the results were announced than they
were ...
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Body Care and Deodorant - US

"Total sales of body care and deodorant continue on
their slow and steady upward trajectory, with sales
projected to increase slightly more than 2% for 2017.
The tepid sales performance of this industry is a
function of continued consumption of deodorant as a
hygiene staple, and high existing penetration in ...

Color Cosmetics - US

"The color cosmetics market experienced moderate
growth in 2017, which represents slower gains than
those seen in 2015 and 2016. While the market is
saturated and some women are turning to value brands
to cut costs, opportunities to reinvigorate sales include
facial make-up products that offer relevant skincare
benefits. Athletic ...

"The Black haircare market is in transition, as soft sales
growth is wedged between two, very different consumer
trends. One, a booming natural and regimen-focused
product segment vs the precipitous sales free-fall of
relaxers, which were formerly anchor products for
several heritage brands. Black consumers prefer, and
expect, haircare products ...

Fragrances - UK

“After two years of disappointing sales performance, the
fragrance sector is estimated to see modest growth in
2017. NPD in both the fragrances and body spray sector
has encouraged people to spend more, however,
consumers remain price-savvy and high-end fashion
brands increasingly face competition from beauty and
high street fashion ...

Oral Care - UK

“As a hygiene essential, the category continues to
experience some growth in the face of price promotions.
However, a reduction in oral care routines is
undermining true growth potential, with mouthwash
falling from favour. A focus on reinvigorating interest in
mouthwashing through new usage propositions could
benefit the overall category ...

Managing Skin Conditions - UK

“A poorly-funded health service means those with skin
conditions are becoming more self-sufficient;
diagnosing their own ailments and looking for organic
solutions to fit their lifestyle. This could create
opportunities for the non-prescription market to
develop more natural products, or extend into segments
previously off-limits due to skin sensitivity. Retailers ...
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OTC Analgesics - UK

“A need to keep going at work is helping to keep the
value of the category afloat, but it is increasingly under
threat from consumers trading down to generic
painkillers. Some adults are also turning to alternative
methods of pain relief, potentially taking them away
from buying OTC remedies, which ...

Consumers and the Economic
Outlook: Quarterly Update - US

"As of June 2017, the economy is still improving, wages
are slowly rising, and unemployment numbers continue
to fall. Consumer sentiment about their financial
situation remains healthy, and most consumers don’t
think their finances will change (or increase) that
significantly. Parents overall are somewhat more
optimistic about the financial future ...
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