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“Functional benefits such as covering grays and long-
lasting results are essential, but have also become expected

in the hair coloring category. Shoppers are seeking more
customized solutions for their hair coloring

needs—through products developed specifically for their
age, ethnicity, lifestage, or hair type.”

– Shannon Romanowski, Beauty and Personal
Care Analyst

This report looks at the following areas:

• What opportunities are there to improve sales in the sluggish home hair color market?
• What benefits do consumers perceive from using natural and organic hair coloring

products?
• How can the home hair color category be easier to shop?

The home hair color category has experienced slow growth between 2008 and 2013. Home hair color
faces an increasingly competitive landscape within the category as well as competition from external
sources such as salon services. Current population and economic trends could also negatively impact
the category, since usage of home hair color typically declines among older and more affluent
consumer groups.

However, there are growth opportunities within the home hair color market. Older respondents express
high levels of interest in customized and gentle hair coloring solutions, and brands that can best align
with the needs of older users could see success. In addition, tapping into younger consumers’ interest
in products containing natural and organic ingredients as well as their interest in following beauty
trends with hair color could boost category growth. Lastly, multicultural consumers over index usage of
most hair color items, and represent a lucrative opportunity for the category.
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Figure 100: Major areas of discussion surrounding selected home hair color brands, Oct. 14, 2012-Oct. 13, 2013

Consumer confidence
Figure 101: University of Michigan’s index of consumer sentiment (ICS), 2007-13
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Figure 102: US unemployment rate, by month, 2002-13
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Figure 104: Number of employed civilians in US, in thousands, 2007-13

Racial, ethnic population growth
Figure 105: US population by race and Hispanic origin, 2008, 2013, and 2018

Figure 106: Households with children, by race and Hispanic origin of householder, 2012

Shifting US demographics
Figure 107: US population, by age, 2008-18

Figure 108: US households, by presence of own children, 2002-12

Information Resources Inc. Consumer Network Metrics

Appendix – Market Drivers
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