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“The soap, bath and shower market continues to be
hindered by decreasing product usage, with competitive
pricing strategies having a greater influence than new
product innovations. There are, however, opportunities in
the market to encourage trading up, such as focusing on
lifestyle trends to promote the emotional and functional
benefits of products, such as convenience.”
– Aidan Coen, Research Analyst
This report looks at the following areas:
•
•
•

Increasing interest in bathing amongst a young audience
Engaging young men with the SBS category
A focus on hand washing offers new opportunities

This report covers the UK retail market for soap, bath and shower products (including specific male,
female and family products – ie those that can be used on children and babies) and includes the
following:
•
•
•
•
•

Toilet soaps in both bar and liquid form, including hand washes
Hand sanitisers
Bath additives such as foam, crème, oil and bubble bath, bath pearls and beads and solid
bath products such as salts, grains, crystals and cubes
Shower products such as gels, mousses, body shampoos and body washes
Products marketed as soap-free, such as Dove or Oil of Olay moisturising bars, as well as
products such as Oilatum, which are formulated specifically for problem skin.

This Report excludes facial cleansers such as scrubs and foams, which are included in Mintel’s Women’s
Facial Skincare – UK, May 2016 and Men’s Facial Skincare – UK, May 2016 Reports.
This report also excludes other bodycare products, used outside of a cleansing routine, as well as wash
accessories such as sponges, loofahs, mitts, etc.
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