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“While the body care category has been struggling,
shifting consumer’s focus from price and promotional
incentives to improved functionality and value-added

benefits should help put the category on a growth track.”

— Shannon Romanowski, Beauty and Personal Care Analyst

In this report we answer the key questions:

= How can manufacturers differentiate their products to encourage spending? REPORT NOW
= How can the industry better communicate the benefits of anti-aging body care?

= How important are organic and natural products in the body care category?

The body care category has struggled to gain traction over the last five years as consumers continue to store.m | nte| .Ccom

be motivated by price, value, and promotional incentives when purchasing the category. However,
despite the budget-shopping mindset of body care shoppers, consumers do show an interest in and a

willingness to pay more for products that offer improved functionality and therapeutic benefits. In CALL

addition to improved functionality, emerging segments such as male-specific body care and the EMEA
underdeveloped anti-aging segment hold future growth potential. +44 (O) 20 7606 4533
This report explores category dynamics including an analysis of sales and market share trends in the

category by retail channel and brands, an examination of marketing strategies and social media efforts, Brazil

and exclusive Mintel consumer research into usage, attitudes, and new opportunities concerning the 0800 095 9094

body care category.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 50: Eucerin key social media indicators, May 2013

Key online campaigns

VISIT: store.mintel.com
BUY TH I S CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

REPORT NOW Americas +1 (312) 943 5250 | APAC +61 (0) 2 8284 8100

EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://oxygen.mintel.com//display/store/637667/
mailto:oxygen@mintel.com

MINTEL

[ ]
Body Care - US - June 2013

e The above prices are correct at the time of publication, but are subject to
Report Price: £2466.89 | $3995.00 | €3133.71 B

What we think

Body Care Usage

Key points
Majority of consumers use hand and body lotion

Figure 51: Body care product use, by gender, February 2013

Women are primary users of body care, though men remain an opportunity
Figure 52: Body care product use, by gender and age, February 2013

Households with children over index for use of body care products
Figure 53: Body care product use, by presence of children in household, February 2013

Figure 54: Interested in and would be willing to pay more for body care claims based on price, by presence of children in household,
February 2013

Usage and Attitudes — Body Oil

Key points

Young women drive use of body oil
Figure 55: Body oil usage, by gender and age, February 2013

Concerns of greasiness, staining clothes could be hindering body oil usage
Figure 56: Body oil attitudes, all vs. body oil users, February 2013
Figure 57: Body oil attitudes, by gender and age, February 2013

Shopping for Body Care

Key points
Skin needs dictate body care usage
Brand familiarity and price influence shopping behavior

Younger body care shoppers seeking customized options
Figure 58: Body care shopping behaviors, by gender, February 2013

Figure 59: Body care shopping behaviors, by gender and age, February 2013
Figure 60: Body care shopping behaviors, by gender and household income, February 2013

Interest in Body Care Claims Based on Price

Key points

Body care users value added functionality
Figure 61: Interest in body care claims based on price, February 2013

Men’s body care has room to grow
Figure 62: Interested in and would be willing to pay more for body care claims based on price, by gender, February 2013

Despite struggles, women are interested in anti-aging body care
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Figure 64: Interested in and would be willing to pay more for body care claims based on price, by gender and household income,
February 2013
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Figure 65: Interest in body care forms, February 2013

Men interested in body care that emphasizes ease of use, convenience
Figure 66: Any interest in body care forms, by gender, February 2013
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Figure 67: Any interest in body care forms, by gender and age, February 2013

Figure 68: Any interest in body care forms, by gender and household income, February 2013
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Figure 69: Interest in body care information, February 2013
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Mobile apps appeal to young adults
Figure 71: Any interest in body care information, by gender and age, February 2013

Attitudes Toward Body Care
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Figure 72: Body care attitudes, by gender, February 2013

Figure 73: Body care attitudes, by gender and age, February 2013
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Cluster Analysis

Figure 79: Body care clusters, February 2013
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Cluster 3: Basic

Opportunities
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Cluster characteristic tables
Figure 80: Body care product use, by target clusters, February 2013

Figure 81: Body care shopping behaviors, by target clusters, February 2013

Figure 82: Any interest in body care claims based on price, by target clusters, February 2013
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Figure 85: Any interest in body care forms and information, by target clusters, February 2013

Cluster demographics
Figure 86: Target clusters, by demographic, February 2013

Cluster methodology

Key Household Purchase Measures — IRl Builders Panel Data

Hand and Body Lotion
Consumer insights on key purchase measures
Brand map
Figure 87: Brand map, selected brands of hand and body lotion buying rate, by household penetration, 2012*
Brand leader characteristics

Key purchase measures
Figure 88: Key purchase measures for the top brands of hand and body lotion, by household penetration, 2012*
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Figure 101: Jergens usage or awareness, by demographics, February 2013
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Figure 102: Vaseline usage or awareness, by demographics, February 2013
Figure 103: NIVEA usage or awareness, by demographics, February 2013
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Figure 105: Bath & Body Works usage or awareness, by demographics, February 2013
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Figure 113: Percentage of consumer conversation by selected body care brands, April 10-May 9, 2013
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Appendix — Trade Associations
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