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“At a time when other BPC categories are struggling, spend
on home hair colourants has surged as COVID-19 has
encouraged DIY beauty behaviours.”
– Samantha Dover, Senior Beauty and Personal
Care Analyst

This report looks at the following areas:
•
•
•
•
•

The impact of COVID-19 on at-home hair colourants
New product development and innovation opportunities
Usage and purchase of at-home hair colourants during the last 12 months
At-home hair colourant research and purchase behaviours during the last 12 months
Opportunities for premiumisation in at-home hair colourants.

The home hair colourants category was one of the best-performing BPC categories in 2020, with an
estimated 9.5% growth in value to £334 million. However, overall usage levels remained broadly flat as
38% of adults have used home hair colourants in the last year, compared to 36% in 2019, meaning
growth was driven by increased usage frequencies and premiumisation as consumers turned to highervalue products in place of professional salon services and treatments. Ongoing restrictions and another
national lockdown in early 2021 will see these trends continue.
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Alongside the boost in value sales, COVID-19 saw the online channel gain importance in the home hair
colourants category during 2020. To capture the new reliance on DIY hair colouring amid salon closure,
brands ramped up their online capabilities, with investment fuelled into AR technology, digital
consultation services and online tutorials.
The biggest threat facing home hair colourant brands is the imminent return to salons as the rollout of
a vaccine and easing of social distancing restrictions will rebuild demand for professional colour services
in the long term, meaning it will be challenging for brands to retain the demand for home hair
colourants seen during 2020.
However, there are opportunities to offset this with premiumisation in NPD in products that can be
customised to the user’s individual needs, making DIY colourants a more compelling alternative to
professional treatments. Meanwhile, more convenient, multifunctional products that blur the line
between hair colouring and other haircare and styling categories can be used to drive usage
frequencies.
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Figure 30: New product development in the home hair colourants category, by launch type, January 2017-November 2020
Hair mask trend comes to the forefront
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L’Oréal and Coty ramp up TV spend in 2020
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Figure 40: Total above-the-line, online display and direct mail advertising expenditure on hair colourants, by advertisers, JanuaryOctober 2020
Schwarzkopf focuses its efforts on diversity and inclusion
Figure 41: Schwarzkopf LIVE Colour + Moisture campaign, 2020
Nielsen Ad Intel coverage

Brand Research
Brand map
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Garnier Nutrisse garners strong brand awareness
Figure 48: User profile of Garnier Nutrisse, December 2020
I Heart Revolution appeals to young consumers
Figure 49: User profile of I Heart Revolution, December 2020
Schwarzkopf LIVE Colour successfully removes gender bias
Figure 50: User profile of Schwarzkopf Live Colour, December 2020
Bblonde struggles with limited brand awareness
Figure 51: User profile of Bblonde, December 2020

The Consumer – Key Takeaways
New users enter the category amid pandemic… but some leave
Opportunities to tap into a captive audience of new users
Premiumisation will resonate now more than ever

Impact of COVID-19 on Beauty Consumers
Lockdowns reduce spend in BPC
Figure 52: BPC spending intentions since the start of the COVID-19/coronavirus outbreak, 26 March-19 November 2020
Professional services lose out to DIY alternatives
Figure 53: Comfort with visiting a hairdresser/barber/beauty salon since the start of the COVID-19/coronavirus outbreak, by age and
gender, 10-19 November 2020
Shift towards online drives premiumisation
Figure 54: Changes in online beauty/grooming purchases since the start of the COVID-19/coronavirus outbreak, June 2020
Virtual services help consumers get more from their DIY efforts
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Figure 55: Bleach London Hair Party promotional content, 2020
An income squeeze will drive savvy shopping habits
Figure 56: Ways in which BPC spending habits will change in the face of an income squeeze, 18-30 June 2020

Hair Colourant Usage
Despite COVID-19 boost usage only sees small uptick
Figure 57: At-home hair colourant products used in the last 12 months, October 2019 and October 2020
Target young women with masks and treatments
Figure 58: Net of at-home hair colourant products used in the last 12 months, by age and gender, October 2019 and October 2020
Gendered innovation could boost usage amongst men
Figure 59: Types of at-home hair colourant products used in the last 12 months, by gender, October 2020
Expand repertoires with colour aftercare
Figure 60: Repertoire of at-home hair colourant products used in the last 12 months, October 2020
Leverage young consumers’ interest in experimentation
Figure 61: Hair colourant usage behaviours in the last 12 months, by age, October 2020

Frequency of Hair Colourant Usage
Boost usage frequencies with multifunctionality
Figure 62: Frequency of at-home hair colourant usage in the last 12 months, October 2020
Target men with hair colourant subscriptions
Figure 63: Frequency of at-home hair colourant usage in the last 12 months, by gender, October 2020
COVID-19 frequency boost highlights wellbeing opportunity
Figure 64: Change in at-home hair colourant usage frequency since the start of the COVID-19 outbreak, by age, October 2020
Usage of temporary colours boosted by COVID-19
Figure 65: Change in at-home hair colourant usage frequency since the start of the COVID-19 outbreak, by types of hair colourants
used, October 2020
Rise in DIY will create opportunities for brands
Figure 66: At-home hair colourant usage frequency intentions for the next 12 months, October 2020
Retain new users to future-proof sales growth
Figure 67: Frequency of at-home hair colourant usage in the last 12 months, by new and existing users, October 2020

Hair Colourant Research and Usage Behaviours
Experimentation could see competition heighten
Figure 68: At-home hair colour research and usage behaviours in the last 12 months, October 2020
Tap into the power of professional expertise
Figure 69: Josh Wood Colour Find Your Shade Homepage, 2021
Utilise online’s influence to engage young consumers
Figure 70: At-home hair colour research and usage behaviours in the last 12 months, by age, October 2020
Innovation boosts usage of AR tools
Figure 71: At-home hair colour research and usage behaviours in the last 12 months, by new and existing users, October 2020

Hair Colourant Purchase and Interest in Premiumisation
Over-55s remain loyal to physical stores
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Figure 72: Channels used to purchase at-home hair colourants in the last 12 months, by age, October 2020
New users will further drive the shift online
Figure 73: Channels used to purchase at-home hair colourants in the last 12 months, by new and existing users, October 2020
Cater to the demand for natural ingredients
Figure 74: Factors that would encourage higher-value spend on at-home hair colourants, October 2020
Be transparent to engage eco-conscious consumers
Figure 75: Factors that would encourage higher-value spend on at-home hair colourants, by age, October 2020
Target women with additional benefits
Figure 76: Factors that would encourage higher-value spend on at-home hair colourants, by gender, October 2020
Create an open dialogue to drive male usage
Figure 77: Garnier Instagram Post, 2020

Appendix – Data Sources, Abbreviations and Supporting Information
Abbreviations
Consumer research methodology
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