
This report looks at the following areas:

•• Natural hair texture and hairstyles worn
•• Haircare products and styling tools purchased
•• Haircare product purchase location
•• Influence of social media on Black haircare
•• Attitudes toward hair and style

Haircare brands have a strong claim to stake in their role in personal identity.
71% of Black American adults agree their hair is important in creating their
overall look, indicating hair products go beyond nice-to-have beauty/hygiene
helpers to being essential tools in establishing and communicating oneself to
the wider world. This fact should serve as a cornerstone of product marketing
to encourage consumer engagement and investment and help curb cutbacks
amid a time of economic uncertainty.

More than three quarters of Black women (77%) say hair is most important in
creating their overall look, compared to fewer than a third (31%) who say their
look is not complete until they apply makeup. This points both to hair’s dominant
role in personal identity, and the opportunity for haircare brands to help
consumers establish and achieve their look. To this end, more than half of
women age 18-54 who shop the category purchase 5+ types of haircare
products, making them a clear target demographic. Young men express
interest in trying new styles, making them an audience for education efforts.

Hair health and clean/natural positioning will be the way forward to for brands
in the near future. 81% of Black adults say healthy hair is the ultimate beauty
accessory, suggesting that emphasizing a product’s role in achieving healthy
hair will carry appeal beyond style-related positioning. What’s more, the
majority of category participants (55%) look for clean/natural haircare
products and 60% research products to avoid harmful chemicals, pointing to
natural positioning as a market differentiator.
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“Haircare products straddle
multiple identities, with some
products viewed as purchase
essentials, and others as nice-
to-haves. Amid this
inflationary period during
which shoppers are spending
conservatively, brands will
want to stake the claim that
their full repertoire is seen as
essential to personal hygiene
and personal identity.”
– Courtney Rominiyi,
Multicultural Analyst
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• Draw of natural styles, cost savings evident in segment sales
performance
Figure 10: Expenditures by Black consumers for styling
products, shampoo, conditioner, hair color, and relaxers, at
current prices, 2017-22
Figure 11: Percent change in expenditures by Black consumers
for styling products, shampoo, conditioner, hair color, and
relaxers, 2017-22

• Inflation continues to hover near 40-year high
Figure 12: Consumer price index change from previous
period, 2020-22

• Unemployment starts to creep up from 50-year low
Figure 13: Unemployment, 2020-22

• Largest share of Black households earns less than $25K
annually
Figure 14: Household income distribution, by race and
Hispanic origin of householder, 2020
Figure 15: Median household income, by race and Hispanic
origin of householder, 2020

• Cleaning hair leads Black adult beauty/grooming priorities
Figure 16: Top three beauty/grooming priorities, 2022

• Health concerns may stall sales of relaxers and related
products

• Black hair in the legislative and cinematic limelight
Figure 17: The Hair Tales, 2022

• Unilever controls nearly a quarter of MULO Black haircare
market

• P&G acquisition of Mielle secures spot in the Black haircare
leader board

• Ecoco benefits from style trends
Figure 18: Edge Styler, 2022

• PDC’s Cantu posts first losses in several years, turns to star
power for help
Figure 19: Share of multi-outlet sales of black haircare, by
leading haircare companies, 52 weeks ending November 6,
2022
Figure 20: Multi-outlet sales of black haircare, by leading
haircare companies, rolling 52 weeks 2021 vs 2022

SEGMENT PERFORMANCE

MARKET FACTORS

MARKET SHARE
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• Natural positioning is a path to value
Figure 21: BPC brand preferences, 2022
Figure 22: Beauty/grooming value indicators, 2022
Figure 23: Leading claims among hair product launches
featuring the ethnic claim, 2020-22
Figure 24: Leading claims among hair product launches
featuring an ethnic claim, 2020 vs 2022
Figure 25: Beauty/grooming product impulse purchase, 2022

• Professional recommendations help get the foot in the door
Figure 26: BPC shopping behaviors and influences, 2022
Figure 27: Motivations for BPC impulse purchasing, 2022

• Old Spice reminds that bald is a hairstyle too
Figure 28: Bald is a hairstyle too, 2022

• Appeal to parents with parents
Figure 29: Father and son finger coil magic, 2022

• Haircare as a launch pad to wider product/lifestyle range
Figure 30: Father and son finger coil magic, 2022
Figure 31: Pattern + M.A.C. lipstick, 2022

• Only half of Black adults commonly see their hair
represented in ads

• Majority of respondents currently wear their hair natural
• Respondents stick to preferred style, but experimentation is

seen
• A third of haircare product buyers purchase 5+ types of

products
• Brands are leaving social media influence on the table
• Hair and hair health are essential to appearance

• Majority of respondents have coiled hair
Figure 32: Pattern conditioners, 2022
Figure 33: Old Spice Wavy Curly, 2022
Figure 34: Natural hair texture, 2022

• Opportunity exists for hair education among older men
Figure 35: Curl Guide: Tight Textures, 2022
Figure 36: Natural hair texture, by gender and age, 2022

• Only about half of Black adults see their hair represented in
ads
Figure 37: Attitudes toward hair and style – Texture, 2022

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

THE BLACK HAIRCARE CONSUMER – FAST FACTS

NATURAL HAIR TEXTURE
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• Majority of respondents currently wear their hair natural
Figure 38: Current hairstyles worn, 2022
Figure 39: Current hairstyles, by gender and age, 2022
Figure 40: Transition Mask use with wig, 2022

• One in five Black adults have worn 4+ styles in the past
three years
Figure 41: Transition Mask, 2022
Figure 42: Number of hairstyles worn in the past three years,
2022
Figure 43: Attitudes toward hair and style – styles, 2022
Figure 44: Shopping and hairstyling statements – styles, 2022

• Young women are the strongest audience for style
exploration and trial
Figure 45: Repertoire of hairstyles worn in the past three
years, by gender and age, 2022
Figure 46: Recreating Tracee Ellis Ross’s braided style, 2022
Figure 47: Shopping and hairstyling statements – Styles, by
gender and age, 2022
Figure 48: Agreement* with attitudes toward hair styles, by
gender and age, 2022

• Respondents with coiled hair most likely to experiment with
styles
Figure 49: Number of hairstyles worn in the past three years,
by hair texture, 2022

• While shampoo/conditioner lead, hair oil purchase is strong
Figure 50: Haircare products purchased, 2022
Figure 51: Haircare products purchased, 2020-22

• 62% of Black women age 18-34 purchase edge control
products
Figure 52: Edge Styler, 2023
Figure 53: Edges for everybody, 2022

• Don’t forget men
Figure 54: #MenHaveHairToo, 2022
Figure 55: Hair has no gender, 2022
Figure 56: Haircare products purchased, 2022

• A third of haircare products buyers purchase 5+ types of
products
Figure 57: Repertoire of haircare products purchased, 2022

• Young women have wide carts, older men prefer multi-
taskers

HAIRSTYLES WORN

HAIRCARE PRODUCTS PURCHASED
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Figure 58: Number of haircare products purchased, by
gender and age, 2022

• Coiled hair leads to wider product repertoires
Figure 59: The secret to styling afro curly hair, 2022
Figure 60: Number of haircare products purchased, by hair
texture, 2022

• Majority of respondents look for clean/natural products
Figure 61: Attitudes toward hair and style – products, 2022

• 84% of respondents have purchased haircare products
online
Figure 62: Haircare product purchase location, 2022

• Young shoppers gravitate toward dollar stores
Figure 63: In-store purchasing, by gender and age, 2022
Figure 64: Online purchasing, by gender and age, 2022

• Beauty retailers can gain young Black women by expanding
offerings
Figure 65: Dissatisfaction with beauty store product offerings,
2022
Figure 66: Dissatisfaction with beauty store product offerings,
by gender and age, 2022

• Combs/brushes have widest reach
Figure 67: The Shower Brush, 2022
Figure 68: Hair styling tools used, 2022

• Men cut their own hair, women shape it
Figure 69: Hair styling tools used, by gender and age, 2022

• Only a third of respondents say social media helps them
find new styles/products
Figure 70: Influence of social media on Black haircare, 2022

• Social media has slightly stronger resonance among young
Black women
Figure 71: Influence of social media on Black haircare, by
gender and age, 2022
Figure 72: Social media as avenue for product discovery, by
gender and age, 2022

• Hair and hair health seen as essential to appearance
Figure 73: #RockYourPattern, 2022

HAIRCARE PRODUCT PURCHASE LOCATION

HAIR STYLING TOOLS USED

INFLUENCE OF SOCIAL MEDIA ON BLACK HAIRCARE

ATTITUDES TOWARD HAIR AND STYLE
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Figure 74: Wash day, 2022
Figure 75: #HonorYourPattern, 2022
Figure 76: Agreement* with attitudes toward hair and style,
2022

• Hair wins out over makeup among women
Figure 77: Attitudes toward hair and style – Any agree (net*),
by gender and age, 2022

• Data sources
• Sales data
• Forecast
• Consumer survey data
• Abbreviations and terms
• Abbreviations

Figure 78: Expenditures by Black consumers for styling
products, at current prices, 2017-22
Figure 79: Expenditures by Black consumers for styling
products, at inflation-adjusted prices, 2017-22
Figure 80: Expenditures by Black consumers for shampoo, at
current prices, 2017-22
Figure 81: Expenditures by Black consumers for shampoo, at
inflation-adjusted prices, 2017-22
Figure 82: Expenditures by Black consumers for conditioner,
at current prices, 2017-22
Figure 83: Expenditures by Black consumers for conditioner,
at inflation-adjusted prices, 2017-22
Figure 84: Expenditures by Black consumers for hair color, at
current prices, 2017-22
Figure 85: Expenditures by Black consumers for hair color, at
inflation-adjusted prices, 2017-22
Figure 86: Expenditures by Black consumers for relaxers, at
current prices, 2017-22
Figure 87: Expenditures by Black consumers for relaxers, at
inflation-adjusted prices, 2017-22

Figure 88: Multi-outlet sales of black haircare, by leading
haircare companies, rolling 52 weeks 2021 and 2022
Figure 89: Multi-outlet sales of shampoo for Black haircare,
by leading companies and brands, rolling 52 weeks 2021 and
2022

APPENDIX – DATA SOURCES AND ABBREVIATIONS

APPENDIX – THE MARKET

APPENDIX – COMPANIES AND BRANDS
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Figure 90: Multi-outlet sales of conditioner for Black haircare,
by leading companies and brands, rolling 52 weeks 2021 and
2022
Figure 91: Multi-outlet sales of styling products for Black
haircare, by leading companies and brands, rolling 52 weeks
2021 and 2022
Figure 92: Multi-outlet sales of relaxers, by leading
companies and brands, rolling 52 weeks 2021 and 2022
Figure 93: Multi-outlet sales of hair color for Black haircare,
by leading companies and brands, rolling 52 weeks 2021 and
2022
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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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