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Natural brands continue to experience growth, an
affirmation of the importance placed on ingredient safety

and the role natural and organic personal care (NOPC)
products play in an overall wellness lifestyle.

This report looks at the following areas:

• Mainstream brands still have a place in personal care
• Select NOPC brands experience growth

To expand consumer penetration of these products and advance sales growth, stakeholders should
highlight NOPC products as part of a healthy lifestyle via unique cross-promotions, addressing
ingredient safety concerns, while also exploring new methods of differentiation (eg unique formats or
packaging).
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Ingredient safety concerns prompt new purchase patterns
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Figure 20: Select appealing drivers, by gender, October 2017
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Figure 21: Select appealing drivers, by age, October 2017
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Figure 22: Attitudes toward ingredient safety, by personal care brand purchase type – Any personal care products (net), October 2017

Higher category engagement among women drives ingredient concerns
Figure 23: Select attitudes toward ingredient safety, by gender, October 2017

Harmful ingredient perceptions heightened among Hispanics
Figure 24: Select attitudes toward ingredient safety, by Hispanic origin, October 2017
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Figure 25: Retailers and NOPC, October 2017
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Figure 26: Perceptions of Amazon and Target as NOPC retailers, by age, October 2017
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