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Beauty Online - UK

“The money saving appeal and convenience of shopping
online has resulted in consumers becoming increasingly
comfortable on e-commerce platforms. Engaging with
consumers and encouraging online shoppers to browse
can help the online experience become more appealing
than in-store.”

Suncare - UK

“The rise in the population of the eldest demographics
poses challenges as well as opportunities, as although
the over-55s are the most knowledgeable when it comes
to the dangers of the sun, they are least likely to use sun
protection and self-tanning products. However, as they
continue to seek tans ...

Hair Colourants and Home Perms
- UK

“Although the market has seen notable innovation from
2012-13, driven by new formulas and easier application
methods, health concerns remain an area of some
contention in the media. Brands have a responsibility to
their users to be more transparent about product
content and facilitate easier allergy testing initiatives to
alleviate ...

Gastrointestinal Remedies - UK

“A reluctance to take gastrointestinal remedies and a
reactionary rather than precautionary approach to
digestive health has hindered the market in the past.
This highlights an opportunity for encouraging people to
take a more proactive approach to their digestive health,
particularly as there is a high interest in products that ...

Men's Toiletries - UK

“Growth in the men’s toiletries market came to a halt in
2013 as fashion moved toward a relaxed image, and
money-saving behaviours resulted in a reduced spend.
However, the trend for facial hair creates an opportunity
for male toiletries to expand into areas less catered for,
such as facial care ...

First Aid - UK

“The first aid category has remained stagnant and
shown small incremental declines in value sales since
2008. The driving forces behind this are a combination
of stiff competition from own-label brands, low
investment in advertising and brand communication, as
well as low consumer confidence in treating other
people’s wounds/injuries ...

Vitamins and Supplements - UK

“Although the market has seen growth in value in 2012
driven by special offers and promotions, people are not
experimenting and special offers may be hindering
overall growth in the category. Different approaches in
special offers, for example bundling discounted vitamins
with products in other categories, could encourage
experimentation. Legislative ...

Men's and Women's Shaving and
Hair Removal - UK

“Despite the increasing availability of permanent hair
removal devices for use in the home, the high initial cost
is still off-putting for most consumers. The convenience,
flexibility and price of razors is already of high appeal to
both men and women alike, although advances in
lubricating strips and moisture bars ...
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Sexual Health - UK

“As women take more control of their contraception,
there is much the market can do to better target this
demographic. Women are better informed about the
dangers of unprotected sex, and are more likely to use
condoms at the beginning of a relationship; however
marketing is currently aimed more at ...

Men's and Women's Fragrances -
UK

“Most consumers prefer to test fragrance before they
buy, resulting in sales from bricks and mortar stores
eclipsing online retail for fragrances. However,
encouraging more buyers to venture online could result
in boosted sales for completely new or niche perfumes.
Innovative and dynamic communication should
therefore be a key area ...

Colour Cosmetics - UK

“Consumers are continually looking for ways to save
time. Growth opportunities for colour cosmetics
products lie in creating products which are quicker and
easier to use to appeal to modern women.”

Body, Hand and Footcare - UK

“More than one in three people feel a twinge of guilt
about their bodycare routine: companies have access to
a potentially receptive target group (35%) who feel they
should use bodycare products more often. Finding a way
to harness the guilt will help boost usage and stem
declining value and ...

Oral Healthcare - UK

“Appearance, health and hygiene remain the most
important drivers in this category, with older people
more focused on health and hygiene and younger people
more focused on appearance. With the growth of the
oldest and youngest demographics predicted, this offers
opportunities for more tailored product offerings. Own-
label remains competitive in ...

Sanitary Protection and Feminine
Hygiene Products - UK

“With an ageing population, the market could cater
better for women who are leaving the sanitary
protection market but entering the adult incontinence
market. Closing the gap between pre- and post-
menopause could come in the form of product ranges
targeted to specific needs of this time in a woman’s life
...

Facial Skincare - UK

“Facial care remains an integral part of beauty and
grooming routines. However in a results-driven
category, consumers are very demanding of their facial
skincare products and brands tread a fine line between
igniting interest and the ability to deliver on promises.”
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Cold and Flu Remedies - UK

“Growth in the market will be driven by continued
product innovations and a boost in the population of
children, impacting the children’s and parents’ OTC
market. Opportunities exist in extending product ranges
and innovating in faster-acting formulations and
product formats.”

Shampoo, Conditioners and
Styling Products - UK

“A tough economic climate has resulted in a ‘want it all’
attitude amongst consumers. They have come to expect
additional product benefits but don’t want to pay a
premium for them. Creating an experience around
haircare brands is likely to win over consumers who
increasingly value expert opinion and advice ...

Soap, Bath and Shower Products -
UK

“Changing habits have shown a decrease in the
frequency of bathing and an increase in the frequency of
showering, translating to a growth in the shower market.
This is driven by time constraints and increased water
bills but also an ageing population with mobility issues.
Extending the shower category to ...

Natural and Organic Toiletries -
UK

“Although consumers are keen to make the right choices
when it comes to their own health and the wellbeing of
the planet, they find the natural and organic toiletries
market difficult terrain to negotiate, causing many to
revert to making their product choices based on the
tried and tested values ...

Babies' and Children's Personal
Care Products, Nappies and
Wipes - UK

“With the baby boom set to continue in the year ahead,
and the average age of parents rising, this comes as good
news to the category suggesting the market will continue
to grow. A growingly multicultural environment offers
opportunities to bring foreign influences into product
innovations.”

Beauty Retailing - UK

“As affordable quick fix beauty treatments have become
more established in the UK, we’ve seen greater
spontaneity from consumers, a shift in channels to
market and an opening up of the mass market.”

Deodorants and Bodysprays - UK

“Growth in the market in the last two years has been
driven by competitive pricing, product innovations and
creative marketing campaigns. With an ageing
population, ensuring products and advertising are
tailored to this demographic will be essential to ensure
further growth.”

– Roshida Khanom, Beauty and Personal Care
Analyst
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