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This report looks at the following areas:

» The impact of COVID-19 on consumer behavior and the personal care
market.

* How usage trends impact the personal care market.

« How brands in the space are innovating offerings to stand out from the
competition.

» How brands can influence consumers to look beyond the functional nature
of the category

are subject to change due to currency fluctuations.

“The personal care market
has experienced stable year-
over-year growth since 2016,
which can largely be
attributed to the essential
nature of the category and
stable market penetration.”

- Olivia Guinaugh, Beauty &
Personal Care Analyst
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THE CONSUMER - KEY TAKEAWAYS

COVID-19 impacts usage frequency of products both
positively and negatively

Gain purchase intent by being more transparent on
ingredients and claims

Take advantage of personal care’s association with self-
care

Shoppers want to be more informed in their personal care
purchases

Consumer demand for eco-ethical packaging is here to stay
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COVID-19 impacts usage frequency of products positively...
.. and negatively
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Figure 30: Usage of select products, by age, 2021
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Gain purchase intent by being more transparent on
ingredients and claims

Figure 33: Purchase influencers, 2021
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save time

Figure 34: Select purchase influencers, any rank (net), by
gender, 2021

CHANGES IN PERSONAL CARE ROUTINE

Take advantage of personal care’s association with self-
care

Figure 35: Changes in personal care routine, 2021

Increase loyalty by expanding product offerings

Link ingredient efficacy with safety

Figure 36: Instagram posts from Cocokind, June 2021 and May
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Tap into minimalism trends to denote sustainability

Young adults’ above-average usage of aesthetic treatments
presents challenges

Figure 37: Select changes in personal care routine, by age,
2021

Capitalize on women’s heightened engagement in personal
care

Figure 38: Select changes in personal care routine, by
gender, 2021

SHOPPING BEHAVIORS

Shoppers want to be more informed in their personal care
purchases

Figure 39: Shopping behaviors, 2021

Take notes from DTC brands on building loyalty

Partner with influencers that align with young adults’ values
Figure 40: Select shopping behaviors, by age, 2021

Figure 41: Instagram post from Bubble, July 2021
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INTEREST IN INNOVATIONS

« Consumer demand for eco-ethical packaging is here to stay
Figure 42: Interest in innovations, 2021

« Offer a higher level of personalization to retain users
Figure 43: Interest in regular customized products and hyper-
personalized products, 2021

APPENDIX — DATA SOURCES AND ABBREVIATIONS

« Data sources

» Sales data

* Forecast

» Consumer survey data

« Consumer qualitative research
» Abbreviations and terms

« Abbreviations

APPENDIX - THE MARKET

Figure 44: Total US retail sales and forecast of personal care
products, at inflation-adjusted prices, 2016-26
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Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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