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"Ethical considerations are very closely connected to
perceptions of natural/organic, with consumers

associating brands with a strong natural/organic
positioning as being ethical. Ethics are important to the

consumer particularly when using a brand for the first
time, highlighting the importance of brands promoting

their ethical credentials to win new consumers."
- Roshida Khanom, Associate Director BPC

This report looks at the following areas:

• Bringing beauty to natural/organic toiletries
• Confusion in the sector
• Ethical considerations are important to attract new users

Usage of natural/organic toiletries remains low, with just 20% of people purchasing natural/organic
soap/bath/shower products and 18% purchasing facial skincare. With 54% of people finding it difficult
to know if a product is as natural/organic as it claims to be, confusion may be a factor behind this.
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Caring for animals
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Confusion in the natural/organic sector…

…as well as in the ethical sector

Parents look for natural/organic children’s products
Figure 32: Purchase of natural/organic beauty and personal care products, September 2017

Natural/organic is preferred for rinse-off products

Women buy natural/organic skincare
Figure 33: Purchase of natural/organic skincare, by gender, September 2017

Natural/organic make-up has low usage

‘Free-from’ is the biggest driver
Figure 34: Reasons for purchasing natural/organic toiletries, September 2017

Health and environment are both important

Appearance motivator is low

Consumers want proof
Figure 35: Indicators of natural/organic beauty and personal care products, September 2017

‘Organic’ holds more weight than ‘natural’

The simple life
Figure 36: Short ingredients list and shelf life as indicators of natural/organic beauty and personal care products, by age, September
2017
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Figure 37: Heat map of areas that indicate that a product is natural/organic, July 2017
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Figure 38: Attitudes towards natural/organic beauty and personal care products, September 2017
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Figure 39: Agreement with wanting to see more natural/organic products from big brands, by age, September 2017
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On-Pack Natural/Organic Indicators

Attitudes towards Natural/Organic Toiletries

Visual Perceptions of Natural/Organic Toiletries

Report Price: £1995.00 | $2648.76 | €2273.70

Natural, Organic and Ethical Toiletries - UK - December 2017

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/794401/
mailto:reports@mintel.com


Figure 42: Image reflecting expense in relation to natural/organic toiletries, July 2017

Confusion in the ethical sector
Figure 43: Behaviours related to ethical beauty and personal care brands, September 2017

Consumers try to be ethical

Unethical practices are bad news

Millennials show stronger ethical considerations
Figure 44: Behaviours related to ethical beauty and personal care brands, by Millennials, September 2017

Ethical considerations are more important for new brands

The environment trumps people
Figure 45: Attitudes towards ethical beauty and personal care brands, September 2017

Animals are important
Figure 46: Agreement with an ethical brand promoting animal welfare, by age, September 2017

Young people want companies to fight for people
Figure 47: Attitudes towards ethical beauty and grooming brands, by youngest demographics, September 2017

Abbreviations

Consumer research methodology
Figure 48: Image bank for beauty online collage exercise, July 2017

Figure 49: Areas of packaging which indicate that a product is natural/organic, July 2017

Ethical Toiletries

Appendix – Data Sources, Abbreviations and Supporting Information
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