
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

“The hand, body and footcare category showed modest
growth in value in 2017, with the value of the premium
segment growing at a greater rate than mass-market.”

– Roshida Khanom, Associate Director BPC

This report looks at the following areas:

Whilst the majority of people show an understanding of body skin being as important as facial skin,
consumers are blurring the boundaries when it comes to product usage highlighting NPD and marketing
opportunities to promote greater differentiation.

• Blurring the boundaries when it comes to usage
• Out of sight, out of mind
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Figure 52: Usage of hand lotion on hands in the last 12 months, by age, January 2018
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Figure 60: Attitudes towards body skin being more important than facial skin, January 2018
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