
This report looks at the following areas:

•• Awareness of “clean beauty” and understanding of its meaning
•• How consumers define “clean beauty”
•• What types of “clean” beauty and personal care products are used
•• Reasons why consumers buy “clean” beauty and personal care products as

well as reasons why consumers haven’t purchased
•• Attributes that build consumer trust in a beauty and personal care brand
•• Attitudes and behaviors toward beauty and personal care with emphasis

on discovery of changes in product usage, sustainability and safety
perceptions

The majority of consumers have heard of “clean beauty” (60%), but only 27%
know what it means. At its core, “clean beauty” is a marketing term, which
perpetuates inconsistency among suppliers that leads to confusion among
consumers. “Clean” can be used to encompass healthy, wholesome, natural
and nontoxic ingredients but also taps into ingredient sourcing, safety and
sustainability. The subjectivity of its definition allows consumers to find products
that align with their values and holistic health ideology. This is why “clean” and
conscious beauty remains on a positive growth trajectory: 82% of consumers
are using more clean products and 72% agree that “clean beauty” is more
important to them this year than last year. By leading with science and
educating consumers on the benefits of “clean beauty,” brands can leverage
transparency and trust to advance a holistic approach to wellness and self-
care.
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“Beauty companies simply
can’t be all things to all
people when it comes to
defining ‘clean.’ There is a
notable shift toward people
aligning how and what they
consume with their values. Yet
the most successful brands will
remain authentic to their
mission and identity by
leveraging a compelling
ingredient story.”
– Jennifer White Boehm,
Director, BPCH Reports
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• Lean into the swelling holistic movement
Figure 14: Attitudes toward beauty and personal care, 2022

• Make “clean” easy to understand
Figure 15: JĀSÖN Instagram post, 2022

• Sustainability as an authentic brand identity
Figure 16: Babo Botanicals Instagram post, 2022

• A stronger focus on science, transparency
Figure 17: Codex Beauty Instagram post, 2022

• Targeting men with “clean beauty”
Figure 18: Attitudes toward beauty and personal care, by
gender, 2022
Figure 19: Beiersdorf Nivea EcoDeo products, 2022
Figure 20: Every Man Jack Instagram post, 2022

• Fast Fact 1: “clean beauty” largely refers to a product’s
ingredients

• Fast Fact 2: “clean” also means conscious manufacturing/
positioning

• Fast Fact 3: “clean” is underscored by safety associations
• Fast Fact 4: “clean” should also be promoted as effective

• Most have heard of “clean beauty” but can’t really define
the term
Figure 21: Awareness of “clean beauty,” 2022

• Lack of awareness data skewed by older consumers
Figure 22: Awareness of “clean beauty,” by age, 2022

• “Clean” still falls under the “natural” halo
Figure 23: Coola mineral face sunscreen sheer matte SPF 30,
2022
Figure 24: Defining “clean beauty,” 2022

• Men lean into efficacy and science-backed definitions of
“clean”
Figure 25: Defining “clean beauty,” by gender, 2022

• Older consumers define “clean” in relation to product
ingredients
Figure 26: Defining “clean beauty,” by age, 2022

• Personal care products lead the way for “clean”

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

THE CLEAN AND CONSCIOUS CONSUMER – FAST FACTS

CONSUMER AWARENESS OF CLEAN BEAUTY

DEFINING “CLEAN”

“CLEAN” BEAUTY PRODUCT USAGE
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Figure 27: “Clean” product usage – NET, 2022
• Consumers most apt to use “clean” products for daily

hygiene
Figure 28: “Clean” product usage, 2022

• 25-34s emerge as leading adopters of “clean” products
Figure 29: Ceremonia All-in-One shampoo, 2022
Figure 30: “Clean” product usage, by age, 2022

• Parent engagement in “clean beauty” is high
Figure 31: Aveeno Kids 2-in-1, 2022
Figure 32: “Clean” product usage, by parental status, 2022

• Consumers consider “clean” to be safer and better for the
environment
Figure 33: Reasons to choose “clean” products – Net, 2022

• Safety is a primary reason older adults choose “clean”
products
Figure 34: Reasons to choose “clean” products, by age, 2022

• Quality and efficacy rationales drive parents to buy “clean
beauty”
Figure 35: Reasons to choose “clean” products, by parental
status, 2022

• Current satisfaction and cost are top reasons to avoid
“clean” products
Figure 36: Reasons to avoid “clean” products, 2022

• Identifiable ingredients and clinical studies build trust
Figure 37: Lumene USA Instagram post, 2022
Figure 38: Dime Beauty Instagram post, 2022
Figure 39: Attributes that build trust in a beauty/personal
care brand, 2022

• Women want effective, recognizable ingredients
Figure 40: Attributes that build trust in a beauty/personal
care brand, by gender, 2022

• 35-44s trust brands recommended by science-led
influencers
Figure 41: Attributes that build trust in a beauty/personal care
brand, by age, 2022

• Majority are using more “clean” products as importance
escalates

REASONS FOR CHOOSING “CLEAN”

PILLARS OF TRUST

ATTITUDES TOWARD BEAUTY AND PERSONAL CARE
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Figure 42: Attitudes toward beauty and personal care, by
gender, 2022

• Sustainability initiatives are a vital part of “clean beauty”
Figure 43: Attitudes toward beauty and personal care –
Sustainability, by age, 2022

• Safety underscores “clean” positioning
Figure 44: Attitudes toward beauty and personal care –
Safety, by gender, 2022

• Data sources
• Consumer survey data
• Abbreviations and terms
• Abbreviations
• Terms

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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About Mintel
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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