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BEAUTY AND PERSONAL CARE IN 
THE US - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2021: The big picture 

The US beauty and personal care industry saw dynamic growth in 2021, with a double-digit 

increase in current value terms, which was a significant reversal of the slight decline seen in 

2020. Even compared with 2019 figures, overall beauty and personal care saw strong growth. 

Reduced concern about COVID-19 as vaccines became increasingly available resulted in a 

significant rebound in some categories, such as colour cosmetics, but a reduction in others that 

thrived during 2020, such as bath and shower.  

The most negatively impacted category in 2020, colour cosmetics, experienced dynamic 

growth in current value terms in 2021, reversing most of the decline seen in 2020. The easing of 

face covering rules, higher vaccination rates, the return of social occasions and in-store 

sampling, increased consumer confidence, and celebrity and influencer brands driving discovery 

and renewed interest contributed to growth. Skinification and the growing demand for 

multifunctionality will continue to help premium colour cosmetics rebound. On the other hand, 

bath and shower registered a notable decline in 2021 in current value terms, after seeing 

exceptional growth in 2020, due to a return to pre-pandemic consumer behaviours. However, 

the wider variety of bath and shower products containing new scent offerings, moisturising 

ingredients and waterless formats led to some innovation as the category stabilised.  

Recovery was also particularly evident in premium beauty and personal care, which saw a 

complete recovery in current terms in 2021, after a double-digit decline in 2020. Although mass 

personal care remained far larger than premium in terms of value sales in 2021, the US 

consumer appetite for premium products returned, especially in premium fragrances, which 

contributed more gains to the premium segment than any other category in 2021. While 

fragrances were previously reserved for special occasions, and often used to appeal to others, 

consumers’ usage motivations have shifted to evoking positive memories or emotions, 

repositioning fragrance as a feel-good, self-care item. Skin care still held steady, driven by the 

quest for better skin health, seeing dynamic growth in 2021 after a marginal decline in 2020, to 

reach the highest sales ever seen. Skin care registered healthy gains in both the mass and 

premium segments in 2021, driven by the popularity of brands with a clean/conscious, wellness, 

and self-care positioning. Hair care, which grew strongly in current terms in 2021 despite seeing 

no decline in 2020, also benefited from a wellness and self-care positioning, particularly for 

products and categories that focused on scalp health.  

 

2021 key trends 

Wellness and self-care trends continued to encourage US consumers to experiment with new 

beauty and personal care routines, centred on improving their mental and physical state as 

opposed to just their appearance. Products used to lower stress and anxiety, such as sensorial-

changing face masks in skin care and essential oil-infused body wash/shower gels and CBD-

containing bath additives in bath and shower, made their way into regular routines, despite 

being first sought out to relieve specific stressful events, as was the case in 2020. Alongside the 

demand for wellness ingredients, more US consumers sought out efficacious, “safe” ingredients. 

With research increasingly taking place online, consumers were able to become 
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“skintellectuals”, and successful brands responded by making ingredient information and their 

benefits easily accessible to consumers via improved packaging, e-commerce filtration features, 

and various content efforts, such as blog posts, quizzes, or live-streaming events with 

influencers or doctors. Many brands also responded with reformulations to prove they were 

listening to consumers’ needs. Deodorant brands Old Spice and Dove debuted aluminium-free 

deodorants in response to consumers’ health concerns, while Secret introduced a new 

antiperspirant which features skin care ingredients designed to condition the skin and prevent 

signs of underarm shaving irritation. Hair care brand DevaCurl incorporated ingredients that 

were more aligned with scalp care, and skin care brand Plant Apothecary relaunched its entire 

offering to focus on plant-based ingredients.  

Closely related to wellness and ingredients was skinification, which played a major role in the 

US beauty and personal care industry in 2021. The focus on skin health has led to further 

category blurring. Skinimalism, or the less is more approach, has led to increased demand for 

multifunctionality and product hybridity, driving innovation (or cannibalisation) in skin care, sun 

care and colour cosmetics. The outstanding growth of tinted moisturisers, such as Ilia’s Super 

Serum Skin Tint, may threaten the prospects for BB/CC creams and foundation/concealer, 

although the latter category made a notable recovery in 2021 after a dismal 2020. Lip tints and 

lip oils are innovating the lip products category as consumers search for skin benefits. In 

addition, sun care and skin care are continually engaged in a dance of category-blurring. 

Coola’s sunless tan anti-ageing face serum containing argan oil, vitamin C and hyaluronic acid; 

sensitive skin care brand Cetaphil’s 2021 mineral sun screen collection launch in 2021; and Sun 

Bum’s 2021 skin care launch, are just a few examples of how skin health is being prioritised 

across categories. Multifunctional products will drive growth in the forecast period, as they 

simplify routines for increasingly busy lifestyles, while negating the need for separate products. 

However, there will be pockets of opportunity for hero products that serve a specific function to 

the consumer and come in concentrated formats. Players should lean into skinification and 

improve their formulations with the addition of ingredients that provide benefits outside of their 

main product category.  

 

Competitive landscape 

Mergers and acquisitions in 2021 focused on premium and indie brands and clean and 

conscious beauty. L'Oréal Groupe’s acquisition of Youth to the People (known for its superfood 

ingredients), Unilever’s acquisition of Paula’s Choice (known for its dermocosmetics heritage 

and price accessibility within the premium tiers), and Estée Lauder Companies’s increased 

ownership in Canada-based Deciem Beauty Group (which owns skinimalistic pioneer The 

Ordinary) are some examples of how attractive skin care has grown, especially amongst clean-

positioned brands. Procter & Gamble continues to build its arsenal through its 2021 and 2022 

acquisitions of Tula (probiotic-focused skin care brand), OUAI (premium hair care influencer and 

lifestyle brand), and indie skin care brand Farmacy Beauty. The timing suggests the company is 

aggressively building up its premium portfolio, which currently includes SK-II and First Aid 

Beauty. Blackstone Growth’s investment in Supergoop!, known for its innovative sun care 

product formats, also signals staying power behind brands that prioritise sun care, ingredient 

safety, and wellness.  

Other activity underscored the importance of multiculturalism and international beauty 

concepts. Helen of Troy’s acquisition of Curlsmith in 2022 signifies the growing importance of 

serving the textured hair care segment, while the staying power of Korean beauty in the US will 

be tested with LG Household & Healthcare’s 2022 majority stake investment in US-based K-

beauty-inspired brand The Crème Shop. The influx of celebrity- and influencer-founded brands, 

witnessing the success of Jessica Alba’s Honest Company and Rihanna’s Fenty Beauty, will 

also add to fragmentation and further competition. Recent entrants include Gwen Stefani's 
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GXVE in colour cosmetics, Priyanka Chopra Jonas’s Anomaly in hair care, Harry Styles’s 

Pleasing in nail polish and skin care, the baby care brand Proudly for babies with melanin-rich 

skin from Gabrielle Union and Dwayne Wades, and the Kylie Baby brand extension from Kylie 

Jenner of Coty-owned Kylie Cosmetics and Kylie Skin. 

Despite a healthy rebound in the US beauty and personal care industry, brands will still be 

challenged to streamline their portfolios. Estée Lauder Cos Inc will close Deciem brands HIF, 

Hylamide, Abnomaly and The Chemistry Brand in early 2022, in order to focus on The Ordinary 

and NIOD. With the likelihood of record price increases for non-discretionary items (e.g., 

gas/petrol, housing, food, etc.) dampening the consumption of discretionary items to some 

degree, beauty and personal care players should be attentive to whether they need to expand 

their portfolios to include brands in a wide spectrum of price tiers.  

 

Retailing developments 

E-commerce sales in beauty and personal care saw a deceleration of growth in 2021 

compared with the previous year, although growth remained dynamic. This slowing trend was 

expected, as consumers re-embraced bricks-and-mortar as the country was better able to 

grapple with COVID-19 outbreaks in 2021 due to rising vaccination rates. E-commerce gains 

were notable in categories that were under-penetrated pre-pandemic, particularly bath and 

shower, in which the e-commerce share jumped significantly, driven by subscription models and 

the debut of D2C brands. 

After decline in 2020, the distribution shares of beauty specialists and department stores 

rebounded almost to their 2019 levels in 2021. Colour cosmetics, followed by fragrances and 

skin care, were the largest three contributors to gains in beauty specialists. Beauty specialists 

have also been increasing the shelf space for D2C brands and premium brands (e.g., expansion 

of Chanel colour cosmetics through Ulta Beauty), while also improving signage and collections 

of high-demand attributes (e.g., clean, conscious, BIPOC-owned, etc.). The gains of department 

stores were mainly in fragrances and skin care, bolstered by the successful Sephora + Kohl’s 

retail partnership, which has elevated the masstige skin care experience. 

Direct selling, which saw solid growth in current terms in 2020, driven by the consumer desire 

for connection and community, saw a decline in 2021. The losses were especially pronounced 

in skin care, followed by hair care, and bath and shower, to a lesser extent. Despite the return of 

social occasions and gatherings in the US in 2021, direct selling beauty and personal care still 

declined, suggesting that direct sellers will have to recreate momentum from 2022 onward. 

Harnessing trends such as personalisation, experiences, sustainability, and digitalisation will 

offer the best prospects to re-engage US consumers.  

 

What next for beauty and personal care? 

Despite rising US consumer confidence, the reopening of economies and travel, faster 

momentum in digital beauty engagement and platforms such as the metaverse, and the 

reintroduction of social occasions, the beauty and personal care industry faces serious 

constraints to growth. High inflation, rising unit prices, and continued supply chain disruption will 

be the greatest challenges for the US beauty and personal care industry in 2022 and beyond.  

Rising inflation has sparked business concerns about the potential impact on consumer 

spending, interest rates and corporate margins. According to Euromonitor International’s 

Economies & Consumers, US inflation in 2021 rose strongly compared with 2020, and the rate 

is expected to move even higher in 2022. The continuation of supply and demand mismatches 

and labour shortages, geopolitical uncertainties in Europe (particularly surrounding the Russia-

Ukraine conflict), and rising energy prices are driving the surge in inflation, alongside already 

high shipping costs and supply chain disruption stemming from the COVID-19 pandemic. The 
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rising unit prices of US beauty and personal care goods may curb consumers’ enthusiasm and 

may dampen the gains made from pandemic recovery from 2022 onwards. This could have a 

larger negative impact on categories in which 2021 gains were based mainly on incremental 

purchasing, such as fragrances (e.g., fragrance wardrobe, layering, discovery kits, etc.), colour 

cosmetics (e.g., colour cosmetic sets/kits, eye make-up, etc.), and certain categories of skin 

care (e.g., face masks). On the other hand, rising unit prices may have less of an impact on 

personal care staples such as oral care, baby and child-specific products and depilatories. Still, 

this shift in consumer sensitivity to pricing may open up opportunities for private label and 

mass/masstige brands as consumers trade down, to some degree, in 2022. Multifunctional 

features will be even more important in the forecast period, as will consumers’ desire to shop 

earlier during holiday shopping seasons or during off-peak seasons to better take advantage of 

promotions and pre-empt shipping and stocking delays.  

Beauty and personal care players should also pay close attention to how sustainability is 

transforming categories beyond skin care. Sustainability’s greater influence in premium 

segments (e.g., fragrance packaging recyclability, premium lipstick refills, etc.) and in personal 

care categories (e.g., deodorant cartridge refills, waterless hair care concentrates, etc.) will 

strengthen in the forecast period, driven by the growth of clean/conscious beauty, increased 

consumer pressure, and company-driven initiatives to appeal to younger consumers. While 

most sustainable innovation in US beauty and personal care is focused on reducing the 

environmental impact, brands should also explore ways to support social causes that align with 

the beliefs of their target consumers and support initiatives that “give back” to the earth, such as 

achieving a carbon-negative status or result in new benefits at the end of the product life cycle. 

 

Chart 1 Beauty and Personal Care Value Sales Growth Scenarios: 2019-2026 
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Source: Euromonitor International 
Note: C19 Pessimistic 1 represents a modelled scenario with an estimated probability of 25-35% over a 1-year 

horizon, factoring in macro drivers including GDP, stock prices, business and consumer confidence rates 
alongside infection rates, supply chain and labour supply disruption rates  

 

Chart 2 Beauty and Personal Care Impact of Soft Drivers on Value Sales: 2019-2026 
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Source: Euromonitor International  
Note: The above chart shows the growth decomposition split by macro drivers such as GDP per capita and 

population alongside soft drivers listed as having a positive (+) or negative (-) impact on the total growth 
rate  
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MARKET DATA 
 

Table 1 Sales of Beauty and Personal Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 3,006.4 3,071.9 3,146.7 3,201.7 3,381.3 3,460.8 
    Products       
Bath and Shower 7,849.4 8,046.1 8,360.5 8,587.0 11,155.9 10,378.7 
Colour Cosmetics 17,023.1 18,180.7 18,427.3 18,005.0 14,637.5 17,095.7 
Deodorants 4,437.5 4,597.2 4,734.9 4,964.1 4,863.9 5,307.6 
Depilatories 1,474.4 1,400.9 1,368.7 1,369.5 1,413.7 1,477.8 
Fragrances 8,043.6 8,302.1 8,580.2 8,737.6 8,094.5 11,484.2 
Hair Care 13,037.2 13,228.1 13,703.9 14,233.4 14,377.2 15,488.9 
Men's Grooming 9,069.5 9,170.9 9,365.3 9,622.4 9,208.2 10,286.1 
Oral Care 8,361.3 8,534.9 8,667.0 8,857.3 9,057.8 9,500.3 
Oral Care Excl Power 7,124.9 7,223.9 7,303.5 7,443.4 7,617.7 7,936.9 
    Toothbrushes       
Skin Care 17,809.4 18,829.8 20,269.7 21,342.1 21,249.7 23,322.3 
Sun Care 2,053.9 2,128.6 2,194.9 2,285.6 2,152.3 2,665.4 
Premium Beauty and 28,140.1 30,484.3 32,215.0 33,178.5 29,053.2 36,094.7 
    Personal Care       
Prestige Beauty and 27,730.3 30,042.3 31,728.0 32,660.8 28,535.8 35,533.8 
    Personal Care       
Mass Beauty and 44,900.3 45,675.6 46,978.1 47,951.4 50,646.5 52,891.6 
    Personal Care       
Dermocosmetics Beauty 2,762.8 2,951.9 3,166.4 3,339.2 3,732.7 4,299.1 
    and Personal Care       
Beauty and Personal Care 85,890.9 88,897.8 91,957.9 94,048.1 92,712.1 102,627.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 2 Sales of Beauty and Personal Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Baby and Child-specific Products 2.4 2.9 15.1 
Bath and Shower -7.0 5.7 32.2 
Colour Cosmetics 16.8 0.1 0.4 
Deodorants 9.1 3.6 19.6 
Depilatories 4.5 0.0 0.2 
Fragrances 41.9 7.4 42.8 
Hair Care 7.7 3.5 18.8 
Men's Grooming 11.7 2.5 13.4 
Oral Care 4.9 2.6 13.6 
Oral Care Excl Power Toothbrushes 4.2 2.2 11.4 
Skin Care 9.8 5.5 31.0 
Sun Care 23.8 5.4 29.8 
Premium Beauty and Personal Care 24.2 5.1 28.3 
Prestige Beauty and Personal Care 24.5 5.1 28.1 
Mass Beauty and Personal Care 4.4 3.3 17.8 
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Dermocosmetics Beauty and Personal Care 15.2 9.2 55.6 
Beauty and Personal Care 10.7 3.6 19.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 3 GBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Groupe 12.3 12.3 12.0 11.5 12.4 
Procter & Gamble Co, The 10.4 10.2 10.3 10.8 10.3 
Unilever Group 7.5 7.5 7.4 7.6 7.1 
Estée Lauder Cos Inc 7.6 7.6 7.5 6.0 6.6 
Johnson & Johnson Inc 5.2 5.1 5.0 5.0 4.7 
Coty Inc 4.6 4.3 4.2 3.0 3.1 
Bath & Body Works Inc - - - - 3.0 
LVMH Moët Hennessy 2.4 2.8 3.1 2.6 2.9 
    Louis Vuitton SA      
Colgate-Palmolive Co 2.7 2.6 2.6 2.9 2.6 
Revlon Inc 2.3 2.1 1.9 1.7 1.6 
Mary Kay Inc 1.7 1.6 1.6 1.5 1.4 
Shiseido Co Ltd 2.0 1.9 1.9 1.7 1.3 
Chanel SA 1.1 1.1 1.1 1.1 1.2 
Galderma SA - - 1.1 1.2 1.2 
GlaxoSmithKline Plc 0.9 0.9 1.2 1.2 1.1 
Edgewell Personal Care 1.2 1.2 1.1 1.1 1.1 
    Brands LLC      
Beiersdorf AG 0.6 0.6 1.0 1.0 1.0 
Henkel AG & Co KGaA 1.1 1.1 1.0 1.2 0.9 
Victoria's Secret & Co - - - - 0.9 
John Paul Mitchell 0.8 0.9 0.9 0.8 0.8 
    Systems Inc      
Rodan & Fields LLC 1.7 1.6 1.3 1.0 0.8 
Kao Corp 0.8 0.8 0.8 0.8 0.8 
Wella AG - - - 0.7 0.6 
Kimberly-Clark Corp 0.6 0.6 0.5 0.6 0.6 
Koninklijke Philips NV 0.4 0.5 0.5 0.5 0.5 
Orveon Global US LLC - - - - 0.4 
Monat Global Corp 0.3 0.3 0.2 0.6 0.4 
Puig SL 0.4 0.4 0.4 0.4 0.4 
LG Household & Health 0.0 0.0 0.4 0.4 0.4 
    Care Ltd      
Church & Dwight Co Inc 0.5 0.4 0.4 0.4 0.4 
Private Label 4.2 4.1 4.0 4.5 3.9 
Others 26.6 27.4 26.6 28.3 25.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 NBO Company Shares of Beauty and Personal Care: % Value 2017-2021 
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% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 11.2 11.2 11.0 10.8 11.4 
Procter & Gamble Co, The 10.3 10.1 10.2 10.6 10.1 
Unilever Home & 6.9 6.8 6.7 6.9 6.5 
    Personal Care USA      
Estée Lauder Cos Inc 7.5 7.5 7.4 6.0 6.2 
Johnson & Johnson 4.9 4.8 4.7 4.8 4.4 
    Consumer Products Inc      
Bath & Body Works Inc - - - - 3.1 
Coty Inc 4.3 3.9 3.5 3.0 3.0 
Colgate-Palmolive Co 2.7 2.6 2.6 2.9 2.6 
LVMH Perfums & 2.1 2.2 2.3 2.0 2.2 
    Cosmetics USA Inc      
Mary Kay Inc 1.7 1.6 1.6 1.5 1.4 
Shiseido Americas Corp 1.4 1.4 1.4 1.2 1.2 
Chanel USA Inc 1.1 1.1 1.1 1.1 1.2 
Edgewell Personal Care 1.2 1.1 1.0 1.0 1.0 
    Brands LLC      
Beiersdorf Inc 0.6 0.6 0.9 0.9 0.9 
GlaxoSmithKline 0.9 0.9 0.9 1.0 0.9 
    Consumer Health      
Victoria's Secret & Co - - - - 0.9 
John Paul Mitchell 0.8 0.9 0.9 0.8 0.8 
    Systems Inc      
Rodan & Fields LLC 1.7 1.6 1.3 1.0 0.8 
Revlon Inc 1.1 1.0 0.9 0.8 0.7 
Dial Corp, The 0.9 0.8 0.8 0.9 0.7 
Proactiv Co, The 0.7 0.7 0.7 0.7 0.7 
Puig Prestige Beauty 0.4 0.4 0.4 0.4 0.6 
Kimberly-Clark Corp 0.6 0.6 0.5 0.6 0.6 
Kao Brands Co 0.6 0.6 0.6 0.6 0.5 
Urban Decay Cosmetics 0.7 0.7 0.6 0.5 0.5 
Galderma Laboratories Inc 0.4 0.4 0.4 0.5 0.5 
Fenty Beauty LLC 0.2 0.5 0.6 0.4 0.5 
Philips Oral HealthCare 0.4 0.5 0.5 0.5 0.5 
    Inc      
Monat Global Corp 0.3 0.3 0.2 0.6 0.4 
Elizabeth Arden Co 0.5 0.5 0.4 0.4 0.4 
L Brands Inc 3.8 3.9 3.9 4.0 - 
New Avon LLC 0.5 0.4 - - - 
Other Private Label 3.3 3.2 3.1 3.6 3.0 
Others 26.3 27.1 28.7 30.1 31.7 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 LBN Brand Shares of Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Bath & Body Works Bath & Body Works Inc - - - 3.0 
Crest Procter & Gamble Co, The 1.8 1.8 1.9 1.9 
Dove (Unilever Group) Unilever Home & 1.8 1.8 2.0 1.9 
 Personal Care USA     
Neutrogena (Johnson Johnson & Johnson 1.9 1.9 1.8 1.7 
    & Johnson Inc) Consumer Products Inc     
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Colgate Colgate-Palmolive Co 1.7 1.6 1.7 1.7 
L'Oréal Paris L'Oréal USA Inc 1.6 1.6 1.5 1.5 
    (L'Oréal Groupe)      
Clinique Estée Lauder Cos Inc 1.6 1.6 1.4 1.4 
Mary Kay Mary Kay Inc 1.6 1.6 1.5 1.4 
Maybelline New York L'Oréal USA Inc 1.5 1.4 1.2 1.2 
    (L'Oréal Groupe)      
Gillette Procter & Gamble Co, The 1.4 1.3 1.3 1.2 
Lancôme (L'Oréal L'Oréal USA Inc 1.3 1.2 1.1 1.1 
    Groupe)      
Olay Procter & Gamble Co, The 1.1 1.1 1.2 1.1 
CeraVe (L'Oréal L'Oréal USA Inc 0.3 0.4 0.7 1.0 
    Groupe)      
Oral-B Procter & Gamble Co, The 1.0 1.0 1.0 1.0 
Old Spice Procter & Gamble Co, The 0.8 0.9 1.0 1.0 
Listerine (Johnson Johnson & Johnson 1.0 1.0 1.1 0.9 
    & Johnson Inc) Consumer Products Inc     
Suave (Unilever Unilever Home & 1.0 0.9 0.9 0.9 
    Group) Personal Care USA     
Estée Lauder Estée Lauder Cos Inc 1.2 1.2 1.0 0.9 
Paul Mitchell John Paul Mitchell 0.9 0.9 0.8 0.8 
 Systems Inc     
Pantene Procter & Gamble Co, The 0.8 0.8 0.9 0.8 
Mac Estée Lauder Cos Inc 1.2 1.2 0.8 0.8 
Rodan + Fields Rodan & Fields LLC 1.6 1.3 1.0 0.8 
Cover Girl Coty Inc 1.1 0.9 0.7 0.7 
Garnier (L'Oréal L'Oréal USA Inc 0.7 0.7 0.7 0.7 
    Groupe)      
TRESemmé (Unilever Unilever Home & 0.7 0.7 0.7 0.7 
    Group) Personal Care USA     
Proactiv (Galderma Proactiv Co, The - 0.7 0.7 0.7 
    SA)      
Sensodyne GlaxoSmithKline 0.6 0.6 0.7 0.7 
    (GlaxoSmithKline Plc) Consumer Health     
Secret Procter & Gamble Co, The 0.7 0.7 0.7 0.7 
Victoria's Secret Victoria's Secret & Co - - - 0.6 
Axe (Unilever Group) Unilever Home & 0.7 0.6 0.6 0.6 
 Personal Care USA     
Bath & Body Works L Brands Inc 2.7 2.8 3.1 - 
Victoria's Secret L Brands Inc 0.8 0.7 0.6 - 
Proactiv (Nestlé SA) Proactiv Co, The 0.7 - - - 
Other Private Label Other Private Label 3.2 3.1 3.6 3.0 
    (Private Label)      
Others Others 61.2 62.0 62.1 63.6 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 29.2 28.7 28.6 28.6 28.3 27.6 
    Products       
Bath and Shower 8.2 7.9 8.0 7.8 9.2 7.8 
Beauty and Personal Care 4.3 4.2 4.1 4.0 4.5 3.9 
Colour Cosmetics 0.6 0.6 0.6 0.6 0.7 0.5 
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Deodorants 0.1 0.1 0.1 0.1 0.1 0.1 
Depilatories 6.7 7.2 7.0 6.4 6.0 5.8 
Fragrances 0.3 0.3 0.3 0.2 0.2 0.1 
Hair Care 1.8 1.7 1.7 1.7 1.7 1.9 
Mass Beauty and 6.0 5.9 5.9 5.9 6.4 5.7 
    Personal Care       
Men's Grooming 3.5 3.5 3.3 3.1 3.0 2.7 
Oral Care 7.3 7.3 7.3 7.3 7.2 6.9 
Skin Care 3.3 3.2 3.0 3.0 3.0 2.7 
Sun Care 12.3 12.0 11.7 10.9 12.1 10.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Distribution of Beauty and Personal Care by Format: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 79.5 77.7 76.5 74.6 69.2 68.5 
- Grocery Retailers 24.7 24.0 23.5 23.1 24.2 21.1 
-- Modern Grocery 24.0 23.4 22.9 22.6 23.7 20.7 
    Retailers       
--- Convenience Stores 0.2 0.2 0.2 0.2 0.1 0.1 
--- Discounters 0.1 0.1 0.1 0.1 0.1 0.1 
--- Forecourt Retailers 0.1 0.1 0.1 0.1 0.1 0.1 
--- Hypermarkets 14.9 14.7 14.4 14.3 14.9 13.2 
--- Supermarkets 8.7 8.4 8.2 8.0 8.5 7.2 
-- Traditional Grocery 0.7 0.6 0.6 0.5 0.5 0.4 
    Retailers       
- Non-Grocery Specialists 31.9 31.9 31.9 31.3 25.9 28.1 
-- Apparel and Footwear 1.9 1.8 1.7 1.6 1.3 1.3 
    Specialists       
-- Appliances and 0.1 0.1 0.1 0.1 0.1 0.1 
    Electronics Specialists       
-- Health and Beauty 28.7 28.9 28.9 29.0 24.1 26.2 
    Specialist       
--- Beauty Specialists 14.8 15.6 16.2 16.7 12.4 15.3 
--- Chemists/Pharmacies 0.2 0.2 0.2 0.2 0.1 0.1 
--- Drugstores/ 13.6 13.1 12.6 12.2 11.5 10.8 
    parapharmacies       
--- Other BPC Health 0.0 0.0 0.0 0.0 0.0 0.0 
    and Beauty Specialist       
    Retailers       
-- Home and Garden - - - - - - 
    Specialist Retailers       
--- Homewares and Home - - - - - - 
    Furnishing Stores       
-- Other Non-Grocery 1.3 1.1 1.1 0.6 0.5 0.5 
    Retailers       
--- Outdoor Markets 0.1 0.1 0.1 0.1 0.1 0.1 
--- Other BPC Non- 1.2 1.0 1.0 0.6 0.4 0.4 
    Grocery Specialists       
- Mixed Retailers 22.9 21.8 21.1 20.2 19.1 19.3 
-- Department Stores 9.3 8.8 8.5 7.8 6.0 7.3 
-- Mass Merchandisers 9.5 9.0 8.7 8.5 9.0 8.2 
-- Variety Stores 1.2 1.1 1.1 1.0 1.1 1.0 
-- Warehouse Clubs 3.0 2.9 2.8 2.8 3.0 2.8 
Non-Store Retailing 17.5 19.5 21.1 23.0 29.2 29.8 
- Direct Selling 5.5 5.9 5.8 6.0 6.3 5.6 
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- Homeshopping 1.6 1.6 1.5 1.2 1.1 1.0 
- E-Commerce 10.3 12.0 13.8 15.8 21.8 23.2 
- Vending - - - - - - 
Non-retail channels 3.0 2.8 2.4 2.4 1.6 1.7 
- Hair Salons 3.0 2.8 2.4 2.4 1.6 1.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 Distribution of Beauty and Personal Care by Format and Category: % Value 
2021 

 

% retail value rsp 
 Baby Bath Colour Deodoran Depilato Fragranc 
 and and Cosmetics ts ries es 
 Child- Shower     
 specific      
 Products      
 
Store-Based Retailing 86.7 79.6 70.1 89.9 88.2 67.2 
- Grocery Retailers 44.5 30.5 13.3 40.2 39.5 4.0 
-- Modern Grocery 44.0 30.2 13.3 40.2 39.5 4.0 
    Retailers       
--- Convenience Stores 0.0 0.2 0.0 0.5 0.0 0.0 
--- Discounters 0.0 0.0 0.2 0.0 0.0 0.0 
--- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Hypermarkets 22.2 17.5 10.3 25.0 22.6 2.7 
--- Supermarkets 21.8 12.4 2.8 14.8 16.8 1.3 
-- Traditional Grocery 0.5 0.3 0.0 0.0 0.1 0.0 
    Retailers       
- Non-Grocery Specialists 20.2 29.7 39.9 26.6 21.1 36.9 
-- Apparel and Footwear 0.0 0.2 0.7 0.0 0.0 9.6 
    Specialists       
-- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
-- Health and Beauty 17.1 29.5 39.2 26.6 21.1 26.7 
    Specialist       
--- Beauty Specialists 0.2 24.4 23.9 14.1 0.3 23.6 
--- Chemists/Pharmacies 0.2 0.0 0.1 0.2 0.1 0.4 
--- Drugstores/ 16.7 5.2 15.2 12.2 20.7 2.7 
    parapharmacies       
--- Other BPC Health 0.0 0.0 0.0 0.0 0.0 0.0 
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0 0.0 
    Furnishing Stores       
-- Other Non-Grocery 3.1 0.0 0.0 0.0 0.0 0.6 
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Other BPC Non- 3.1 0.0 0.0 0.0 0.0 0.6 
    Grocery Specialists       
- Mixed Retailers 22.0 19.3 16.9 23.1 27.6 26.3 
-- Department Stores 0.1 1.0 12.1 0.4 0.2 24.8 
-- Mass Merchandisers 18.5 12.1 2.8 18.9 19.9 0.8 
-- Variety Stores 1.0 0.5 0.4 0.8 0.4 0.0 
-- Warehouse Clubs 2.4 5.8 1.5 2.9 7.0 0.6 
Non-Store Retailing 13.3 20.4 29.9 10.1 11.8 32.8 
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- Direct Selling 0.8 2.7 7.0 1.0 0.5 2.9 
- Homeshopping 0.1 0.3 1.3 0.0 0.8 4.6 
- E-Commerce 12.4 17.4 21.5 9.0 10.5 25.4 
- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
Non-retail channels 0.0 0.0 0.0 0.0 0.0 0.0 
- Hair Salons 0.0 0.0 0.0 0.0 0.0 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Hair Care Men's Oral Care Skin Care Sun Care  
  Grooming     
 
Store-Based Retailing 63.8 74.5 86.3 48.1 82.0  
- Grocery Retailers 23.6 24.1 47.0 8.5 28.8  
-- Modern Grocery 23.1 23.9 45.2 8.4 24.4  
    Retailers       
--- Convenience Stores 0.1 0.2 0.4 0.1 0.7  
--- Discounters 0.0 0.0 0.0 0.3 0.0  
--- Forecourt Retailers 0.0 0.0 0.0 0.3 0.0  
--- Hypermarkets 14.4 14.2 29.2 6.5 12.8  
--- Supermarkets 8.7 9.5 15.6 1.4 10.9  
-- Traditional Grocery 0.4 0.2 1.7 0.0 4.4  
    Retailers       
- Non-Grocery Specialists 25.0 26.7 17.4 23.6 31.7  
-- Apparel and Footwear 0.0 2.3 0.0 0.4 0.0  
    Specialists       
-- Appliances and 0.0 0.0 0.8 0.0 0.0  
    Electronics Specialists       
-- Health and Beauty 25.0 24.2 16.5 22.7 22.8  
    Specialist       
--- Beauty Specialists 13.6 14.6 0.0 14.8 1.0  
--- Chemists/Pharmacies 0.0 0.2 0.3 0.0 0.4  
--- Drugstores/ 11.3 9.4 16.2 7.9 21.3  
    parapharmacies       
--- Other BPC Health 0.1 0.0 0.0 0.0 0.1  
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0  
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0  
    Furnishing Stores       
-- Other Non-Grocery 0.0 0.2 0.0 0.5 8.9  
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 2.9  
--- Other BPC Non- 0.0 0.2 0.0 0.5 6.0  
    Grocery Specialists       
- Mixed Retailers 15.2 23.7 22.0 16.0 21.5  
-- Department Stores 0.1 7.0 0.0 9.4 6.4  
-- Mass Merchandisers 10.7 10.9 14.5 4.2 11.8  
-- Variety Stores 2.4 1.4 2.1 0.4 2.4  
-- Warehouse Clubs 2.0 4.4 5.3 2.0 0.9  
Non-Store Retailing 24.7 24.2 13.7 51.9 18.0  
- Direct Selling 4.1 2.6 0.5 13.1 4.0  
- Homeshopping 0.3 1.2 0.1 0.6 0.7  
- E-Commerce 20.4 20.4 13.2 38.2 13.4  
- Vending 0.0 0.0 0.0 0.0 0.0  
Non-retail channels 11.4 1.3 0.0 0.0 0.0  
- Hair Salons 11.4 1.3 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  14 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Key: BC = baby and child-specific products; BS = bath and shower; CC = colour cosmetics; DO = deodorants; 
DP = depilatories; FR = fragrances; HC = hair care; MG = men’s grooming; OC = oral care; SK = skin 
care; SU = sun care 

 

 

Table 9 Forecast Sales of Beauty and Personal Care by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Baby and Child-specific 3,460.8 3,458.4 3,502.1 3,546.1 3,598.9 3,651.0 
    Products       
Bath and Shower 10,378.7 10,248.7 10,244.5 10,350.0 10,433.7 10,548.6 
Colour Cosmetics 17,095.7 17,740.7 18,244.6 18,606.8 18,880.7 19,084.2 
Deodorants 5,307.6 5,454.7 5,545.4 5,619.2 5,676.7 5,727.4 
Depilatories 1,477.8 1,473.9 1,451.9 1,415.3 1,378.6 1,342.2 
Fragrances 11,484.2 11,487.7 11,882.4 12,225.2 12,551.7 12,858.7 
Hair Care 15,488.9 15,605.1 15,778.5 15,879.7 15,935.7 15,976.0 
Men's Grooming 10,286.1 10,406.4 10,482.5 10,523.9 10,526.6 10,631.6 
Oral Care 9,500.3 9,199.5 9,109.3 9,071.7 9,075.7 9,117.3 
Oral Care Excl Power 7,936.9 7,624.5 7,502.3 7,425.1 7,387.3 7,387.8 
    Toothbrushes       
Skin Care 23,322.3 23,885.7 24,705.6 25,524.5 26,323.7 27,148.6 
Sun Care 2,665.4 2,867.9 3,005.5 3,101.3 3,159.1 3,197.9 
Premium Beauty and 36,094.7 37,001.3 38,471.9 39,524.7 40,557.5 41,552.8 
    Personal Care       
Prestige Beauty and 35,533.8 - - - - - 
    Personal Care       
Mass Beauty and 52,891.6 53,524.2 54,204.9 55,087.0 55,750.4 56,375.1 
    Personal Care       
Dermocosmetics Beauty 4,299.1 - - - - - 
    and Personal Care       
Beauty and Personal Care 102,627.1 103,866.5 105,807.7 107,547.4 109,097.1 110,659.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

Table 10 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Baby and Child-specific Products -0.1 1.1 5.5 
Bath and Shower -1.3 0.3 1.6 
Colour Cosmetics 3.8 2.2 11.6 
Deodorants 2.8 1.5 7.9 
Depilatories -0.3 -1.9 -9.2 
Fragrances 0.0 2.3 12.0 
Hair Care 0.7 0.6 3.1 
Men's Grooming 1.2 0.7 3.4 
Oral Care -3.2 -0.8 -4.0 
Oral Care Excl Power Toothbrushes -3.9 -1.4 -6.9 
Skin Care 2.4 3.1 16.4 
Sun Care 7.6 3.7 20.0 
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Premium Beauty and Personal Care 2.5 2.9 15.1 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 1.2 1.3 6.6 
Dermocosmetics Beauty and Personal Care - - - 
Beauty and Personal Care 1.2 1.5 7.8 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 11 April 2022 

Report closing date: 24 May 2022 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2021 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Centers for Disease Control 

 City of New York Department of Consumer 

Affairs 

 National Oceanic & Atmospheric 

Administration 

 US Bureau of Economic Analysis 

 US Bureau of Labor Statistics 

 US Census Bureau 

 US Food & Drug Administration 

 US Internal Revenue Service 

Trade Associations American Dental Association 

 American Health & Beauty Aids Institute 

 American Society of Plastic Surgeons 

 Beauty & Barber Supply Institute 

 Beauty Industry Fund 

 International Medical Spa Association 
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 National Association of Chain Drug Stores 

 National Association of Convenience Stores 

 Personal Care Products Council 

 Private Label Manufacturers' Association 

 Professional Beauty Association 

 Salon Association 

 Soap & Detergent Association 

Trade Press ABA Packaging Cor 

 Advertising Age 

 Adweek 

 Allure 

 American Salon 

 Audrey 

 Beauty Advisor Lounge 

 Beauty Business News 

 Beauty Fashion 

 Beauty Industry News 

 Beauty Launchpad 

 Beauty Packaging 

 Beauty Store Business 

 Bloomberg 

 Business Insider 

 Business of Fashion 

 Business Week 

 Business Wire 

 Bustle 

 BW Confidential 

 CEW Beauty Insider 

 Chain Drug Review 

 Chemical Market Reporter 

 Chicago Social 

 Chicago Tribune 

 Consumer Products Buyer 

 Cosmade.com 
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 Cosmetic Insider's Report 

 Cosmetics & Toiletries 

 Cosmetics Business 

 Cosmetics Design 

 Cosmetics International 

 Cosmetics Magazine 

 Cosmetique News 

 CSPnet.com 

 Dental Tribune 

 Dermatology Times 

 Direct Selling News 

 Drug Store News 

 Drug Topics 

 Drug-Store Management 

 Esquire 

 Essence 

 European Cosmetic Markets 

 Fast Co 

 Financial Times 

 Forbes 

 Fortune Magazine 

 GCI Magazine 

 Global Cosmetic Industry 

 Global Cosmetics News 

 Glossy 

 Grocery Headquarters 

 Happi Magazine 

 Harper's Bazaar 

 Health 

 InStyle 

 International Cosmetique News 

 Latina 

 Los Angeles Times 

 Lucky 
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 Market Share Reporter 

 Market Watch 

 Marketing News 

 Mass Market Retailers 

 Men's Health 

 Modern Salon 

 More 

 New York Magazine 

 New York Times, The 

 NewBeauty 

 Newsweek 

  Non Foods Management 

 O, The Oprah Magazine 

 Packaging Strategies 

 Pittsburgh Post Gazette, The 

 Popular Mechanics 

 PR Newswire 

 Premium Beauty News 

 Private Label Buyer 

 Progressive Grocer 

 Refinery29 

 Response Magazine 

 Retailing Today 

 Self 

 Shape Magazine 

 Soap Perfumery & Cosmetics 

 South Bend Tribune 

 SpaFinder Inc 

 St Louis Post-Dispatch 

 Store Brands 

 Success 

 Supermarket News 

 The Boston Globe 

 The Business Journals 
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 The Consumerist 

 The Guardian 

 The Harvard Business Review 

 The Huffington Post 

 The Independent 

 The Natural Foods Merchandiser 

 The New York Business Journal 

 The New York Post 

 The Washington Post 

 Time 

 USA Today 

 Vogue 

 W 

 Wall Street Journal 

 Wired 

 Women's Health 

 WWD 

Source: Euromonitor International 
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BABY AND CHILD-SPECIFIC 
PRODUCTS IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 2% in current terms in 2021 to USD3.5 billion  

▪ Baby and child-specific hair care is the best performing category in 2021, with retail value 

sales growing by 4% in current terms to USD193 million 

▪ Kimberly-Clark Corp is the leading player in 2021, with a retail value share of 17% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2021 constant value CAGR of 1%) 

over the forecast period to USD4.2 billion 

 

 

2021 DEVELOPMENTS 
 

Baby and child-specific products sees growth across all categories 

Sustained demand for hygiene, new formulations, and product launches all contributed to the 

resilience of baby and child-specific products in 2021. After heightened demand at the start of 

the pandemic, particularly in baby wipes and other hygiene-related categories, baby and child-

specific products was expected to see a slight contraction in 2021. However, the category 

continued to experience growth following renewed interest in baby care, specifically due to 

investment in formulations. Following trends from the adult beauty market, baby care brands 

introduced popular skin care ingredients in their reformulations, while celebrities looked to enter 

the baby market, leveraging their fan bases and dominant social media presence. With beauty 

enthusiast millennials and gen Z consumers becoming new parents, there is clear demand for 

baby brands to offer the same variety of ingredients and claims as products in their own beauty 

regimen.  

 

Kylie Jenner extends her cosmetics line, venturing into baby care 

The media personality turned beauty mogul Kylie Jenner launched her long-awaited Kylie 

Baby line in October 2021. Kylie toyed with the idea after the birth of her daughter Stormi in 

2018, and ultimately dedicated the brand to her. Kylie Baby kicked off with a total of four SKUs 

in hair care, toiletries and skin care, and quickly sold out on product bundles. Her venture into 

baby care followed a recent trend of celebrity parents launching baby and child-specific beauty 

brands, with Jessica Alba’s The Honest Company launching in 2011, and Dax Shepard and 

Kristen Bell’s Hello Bello in 2019. Kylie’s expansion into baby care coincided with celebrities 

increasingly leveraging their fan bases and social media presence to promote their own beauty 

brands across the beauty industry. With Kylie Cosmetics and Kylie Skin already established 

beauty brands with a cult following, fans interested in the new line can purchase products 

directly on the Kylie Cosmetics website. 
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Pandemic favourite CeraVe reformulates baby beauty lines 

Benefiting from its dermocosmetics positioning and social media presence, CeraVe 

introduced a revamped baby care line in September 2021. Similar to its adult skin care line, the 

product offerings were developed with dermatologists along with paediatricians to formulate 

products specifically for sensitive and delicate baby skin. Popular skin care ingredients 

hyaluronic acid and vitamin E are now featured in either its baby lotion or baby wash and 

shampoo combination product. With parents looking to replicate their own beauty routines for 

their children, the updated formulations offer a wider variety of ingredients not typically available 

in baby care. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Filling the gap with products for melanin-rich skin 

Baby and child-specific products is catching up to the rest of the beauty industry, moving past 

the days where “one size fits all” was the standard. Following its successful launch in 2017, 

Baby Dove rolled out several new skin and hair care products specifically formulated for babies 

with melanin-rich skin. The Baby Dove Curl Nourishment line is specifically formulated to help 

moisturise multitextured hair with natural ingredients such as coconut oil, calendula and 

chamomile. With a similar formulation, the Melanin-Rich Skin Nourishment collection includes a 

hypoallergenic wash, cream, and oil to moisturise and prevent visible dryness. While announced 

at an earlier date, celebrity couple Gabrielle Union and Dwyane Wade are also set to launch 

their own melanin-rich baby care line, Proudly, in April 2022. Both skin and hair care needs vary 

drastically based on skin type and hair texture, and while the adult beauty care market has 

made significant strides in recent years to close the gap by fulfilling the needs of people of 

colour, the baby beauty industry until this point has lagged far behind.  

 

Pipette transitions from A premium to mass positioning 

Following its launch in 2019 as a clean and sustainable premium baby brand, Pipette pivoted 

its strategy in 2021 from the premium to the mass segment. While premium baby products are 

gaining traction due to the shifting beauty preferences of millennial parents, during the pandemic 

baby brands that had a wide distribution network in bricks-and-mortar channels fared better than 

those limited to specialist retailers. In response, Pipette lowered its price points and announced 

plans to expand into Target, RiteAid and Walgreens beginning in 2022. While e-commerce is a 

growing channel for baby and child-specific products, bricks-and-mortar retailers, such as 

hypermarkets and mass merchandisers, remain dominant locations for parents to make their 

baby care purchases, due to the ability to shop for other products and daily essentials in one 

trip. While other beauty categories have seen the quicker adoption of e-commerce, brands 

looking to expand or enter the baby beauty market should consider adopting a strong 

omnichannel presence from the start. 

 

 

CATEGORY DATA 
 

Table 11 Sales of Baby and Child-specific Products by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 164.1 167.1 169.1 170.8 186.0 192.8 
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    Hair Care       
Baby and Child-specific 330.0 339.6 344.1 346.7 348.2 355.0 
    Skin Care       
Baby and Child-specific 220.1 224.6 224.9 226.7 212.5 217.3 
    Sun Care       
Baby and Child-specific 453.7 471.0 479.0 485.7 515.2 519.5 
    Toiletries       
Baby Wipes 1,630.5 1,663.8 1,717.0 1,753.9 1,895.9 1,947.8 
Medicated Baby and - - - - - - 
    Child-specific Products       
Nappy (Diaper) Rash 208.0 205.8 212.6 217.9 223.5 228.5 
    Treatments       
Baby and Child-specific 3,006.4 3,071.9 3,146.7 3,201.7 3,381.3 3,460.8 
    Products       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 12 Sales of Baby and Child-specific Products by Category: % Value Growth 2016-
2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Baby and Child-specific Hair Care 3.7 3.3 17.5 
Baby and Child-specific Skin Care 2.0 1.5 7.6 
Baby and Child-specific Sun Care 2.3 -0.3 -1.3 
Baby and Child-specific Toiletries 0.8 2.7 14.5 
Baby Wipes 2.7 3.6 19.5 
Medicated Baby and Child-specific - - - 
    Products    
Nappy (Diaper) Rash Treatments 2.2 1.9 9.8 
Baby and Child-specific Products 2.4 2.9 15.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 Sales of Baby and Child-specific Products by Premium vs Mass: % Value 2016-
2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Premium 10.9 11.2 11.4 11.7 11.6 11.6 
Mass 89.1 88.8 88.6 88.3 88.4 88.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 NBO Company Shares of Baby and Child-specific Products: % Value 2017-
2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Kimberly-Clark Corp 16.6 16.2 16.1 16.8 16.6 
Johnson & Johnson 13.8 12.9 11.4 11.0 10.7 
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    Consumer Products Inc      
Procter & Gamble Co, The 8.7 9.0 9.1 9.2 9.3 
Walmart Inc 8.7 8.7 8.7 8.8 8.6 
Amazon.com Inc 0.8 1.3 2.0 2.5 3.1 
Target Corp 3.1 3.0 3.0 2.9 2.9 
Walgreen Co 2.6 2.6 2.5 2.5 2.4 
Unilever Home & 1.0 2.0 2.4 2.4 2.4 
    Personal Care USA      
Costco Wholesale Corp 2.2 2.3 2.4 2.4 2.3 
L'Oréal USA Inc 1.5 1.5 1.8 2.0 2.3 
McNeil Consumer & 2.4 2.2 2.3 2.2 2.2 
    Specialty Pharmaceuticals      
MZBerger 2.2 2.1 2.1 2.0 2.0 
Bayer Corp 1.9 1.8 1.7 1.5 1.6 
Edgewell Personal Care 1.9 1.8 1.8 1.6 1.6 
    Brands LLC      
CVS Health Corp 1.6 1.6 1.6 1.6 1.6 
Honest Co, The 1.3 1.3 1.5 1.5 1.5 
Honky Tots Inc 1.2 1.2 1.2 1.2 1.2 
Schering-Plough 1.1 1.1 1.1 1.1 1.1 
    Healthcare Products Inc      
Beiersdorf Inc 0.8 0.9 0.9 0.9 0.9 
Prestige Brands Inc 0.8 0.9 0.9 0.9 0.9 
Kroger Co 0.9 0.9 0.9 0.9 0.9 
Burt's Bees Inc 0.8 0.8 0.8 0.8 0.8 
Seventh Generation Inc 0.8 0.8 0.8 0.8 0.7 
SC Johnson & Son Inc 0.5 0.5 0.5 0.5 0.5 
Naterra International Inc 0.6 0.5 0.5 0.5 0.5 
Expanscience SA, 0.3 0.4 0.4 0.4 0.4 
    Laboratoires      
Village Co, The 0.5 0.5 0.5 0.4 0.4 
Irish Breeze UC 0.3 0.3 0.4 0.4 0.4 
Albertsons Cos Inc 0.4 0.4 0.4 0.4 0.3 
Monat Global Corp - - 0.1 0.2 0.2 
Moberg Pharma North 0.3 - - - - 
    America LLC      
Other Private Label 9.2 9.1 9.1 8.9 8.6 
Others 11.3 11.2 11.1 10.9 10.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 LBN Brand Shares of Baby and Child-specific Products: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Huggies Kimberly-Clark Corp 16.2 16.1 16.8 16.6 
Pampers Procter & Gamble Co, The 8.6 8.7 8.8 8.9 
Walmart (Private Walmart Inc 8.7 8.7 8.8 8.6 
    Label)      
Johnson's Baby Johnson & Johnson 8.7 7.4 7.1 6.7 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
Amazon Elements Amazon.com Inc 1.3 2.0 2.5 3.1 
Aveeno Baby Johnson & Johnson 3.2 2.9 2.9 3.0 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
up & up (Private Target Corp 3.0 3.0 2.9 2.8 
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    Label)      
Walgreens (Private Walgreen Co 2.6 2.5 2.5 2.4 
    Label)      
Kirkland Signature Costco Wholesale Corp 2.3 2.4 2.4 2.3 
    (Private Label)      
Desitin (Johnson & McNeil Consumer & 2.2 2.3 2.2 2.2 
    Johnson Inc) Specialty Pharmaceuticals     
Baby Dove (Unilever Unilever Home & 1.3 1.7 1.7 1.8 
    Group) Personal Care USA     
Banana Boat Edgewell Personal Care 1.8 1.8 1.6 1.6 
 Brands LLC     
CVS (Private Label) CVS Health Corp 1.6 1.6 1.6 1.6 
Honest Honest Co, The 1.3 1.5 1.5 1.5 
L'Oréal Kids L'Oréal USA Inc 1.3 1.3 1.3 1.3 
    (L'Oréal Groupe)      
California Baby Honky Tots Inc 1.2 1.2 1.2 1.2 
A+D (Bayer AG) Schering-Plough 1.1 1.1 1.1 1.1 
 Healthcare Products Inc     
CeraVe (L'Oréal L'Oréal USA Inc 0.2 0.5 0.7 1.0 
    Groupe)      
Neutrogena (Johnson Johnson & Johnson 1.0 1.1 1.0 1.0 
    & Johnson Inc) Consumer Products Inc     
Coppertone Water Bayer Corp - 1.0 0.9 1.0 
    Babies (Beiersdorf      
    AG)      
Aquaphor Beiersdorf Inc 0.9 0.9 0.9 0.9 
    (Beiersdorf AG)      
Boudreaux's Butt Prestige Brands Inc 0.9 0.9 0.9 0.9 
    Paste (Prestige      
    Consumer Healthcare      
    Inc)      
Kroger (Private Kroger Co 0.9 0.9 0.9 0.9 
    Label)      
Burt's Bees Baby Burt's Bees Inc 0.8 0.8 0.8 0.8 
    Bee (Clorox Co, The)      
Seventh Generation Seventh Generation Inc 0.8 0.8 0.8 0.7 
    (Unilever Group)      
Coppertone Kids Bayer Corp - 0.7 0.6 0.7 
    (Beiersdorf AG)      
Suave (Unilever Unilever Home & 0.7 0.7 0.7 0.6 
    Group) Personal Care USA     
Babyganics SC Johnson & Son Inc 0.5 0.5 0.5 0.5 
Baby Magic Naterra International Inc 0.5 0.5 0.5 0.5 
Mustela Expanscience SA, 0.4 0.4 0.4 0.4 
 Laboratoires     
Coppertone Water Bayer Corp 1.1 - - - 
    Babies (Bayer AG)      
Coppertone Kids Bayer Corp 0.8 - - - 
    (Bayer AG)      
Other Private Label Other Private Label 9.1 9.1 8.9 8.6 
    (Private Label)      
Others Others 14.9 15.0 14.7 14.6 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 LBN Brand Shares of Baby and Child-specific Skin Care: % Value 2018-2021 

 

% retail value rsp 
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Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Johnson's Baby Johnson & Johnson 28.9 24.7 24.5 22.8 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
Aveeno Baby Johnson & Johnson 12.2 11.0 11.3 12.1 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
CeraVe (L'Oréal L'Oréal USA Inc 1.6 4.5 6.8 10.1 
    Groupe)      
Baby Dove (Unilever Unilever Home & 4.7 6.0 6.1 6.3 
    Group) Personal Care USA     
California Baby Honky Tots Inc 5.0 5.0 5.0 5.0 
Honest Honest Co, The 2.7 2.8 3.0 3.0 
Babyganics SC Johnson & Son Inc 1.7 1.7 1.7 1.7 
Burt's Bees Baby Burt's Bees Inc 1.7 1.7 1.7 1.6 
    Bee (Clorox Co, The)      
Baby Magic Naterra International Inc 1.5 1.5 1.5 1.4 
Mustela Expanscience SA, 1.0 1.2 1.2 1.2 
 Laboratoires     
Weleda Weleda AG 0.7 1.1 1.1 1.1 
Jafra (Vorwerk & Co JAFRA Cosmetics 0.1 0.1 0.2 0.2 
    KG) International Inc     
Avon Avon Products Inc - - - - 
Babyganics KAS Direct LLC - - - - 
Private label Private Label 14.2 13.9 13.9 12.7 
Others Others 24.1 24.8 22.1 20.9 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 LBN Brand Shares of Baby and Child-specific Sun Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Banana Boat Edgewell Personal Care 25.6 25.0 25.8 25.5 
 Brands LLC     
Neutrogena (Johnson Johnson & Johnson 14.5 15.0 15.4 16.1 
    & Johnson Inc) Consumer Products Inc     
Coppertone Water Bayer Corp - 14.4 14.2 15.4 
    Babies (Beiersdorf      
    AG)      
Coppertone Kids Bayer Corp - 10.2 9.9 10.8 
    (Beiersdorf AG)      
Aveeno Baby Johnson & Johnson 4.0 3.7 4.1 4.3 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
Sun Bum (SC Johnson Sun Bum LLC - 2.3 2.4 2.4 
    & Son Inc)      
California Baby Honky Tots Inc 0.8 0.8 0.8 0.8 
Avon (LG Household New Avon Co - 0.4 0.4 0.3 
    & Health Care Ltd)      
Mustela Expanscience SA, 0.1 0.1 0.1 0.1 
 Laboratoires     
Jafra (Vorwerk & Co JAFRA Cosmetics 0.1 0.1 0.0 0.0 
    KG) International Inc     
Coppertone Water Bayer Corp 14.7 - - - 
    Babies (Bayer AG)      
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Coppertone Kids Bayer Corp 10.8 - - - 
    (Bayer AG)      
Sun Bum Sun Bum LLC 1.2 - - - 
Avon New Avon LLC 0.4 - - - 
Avon Avon Products Inc - - - - 
Banana Boat Energizer Holdings Inc - - - - 
Coppertone Kids Merck & Co Inc - - - - 
Coppertone Water Merck & Co Inc - - - - 
    Babies      
Private label Private Label 11.3 11.0 11.3 10.1 
Others Others 16.5 17.0 15.5 14.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 18 LBN Brand Shares of Premium Baby and Child-specific Products: % Value 
2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
California Baby Honky Tots Inc 10.6 10.3 10.1 10.0 
Mustela Expanscience SA, 3.3 3.6 3.6 3.7 
 Laboratoires     
WaterWipes Irish Breeze UC 2.9 3.3 3.4 3.6 
Monat Monat Global Corp - 1.1 1.4 1.5 
Weleda Weleda AG 0.7 1.0 0.9 1.0 
Others Others 82.6 80.7 80.5 80.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 19 Forecast Sales of Baby and Child-specific Products by Category: Value 2021-
2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Baby and Child-specific 192.8 192.3 194.1 196.4 199.1 201.8 
    Hair Care       
Baby and Child-specific 355.0 352.7 355.5 360.5 365.8 370.4 
    Skin Care       
Baby and Child-specific 217.3 223.3 231.9 241.2 252.4 264.4 
    Sun Care       
Baby and Child-specific 519.5 512.9 518.6 527.6 535.8 542.7 
    Toiletries       
Baby Wipes 1,947.8 1,948.4 1,973.2 1,991.8 2,018.1 2,045.2 
Medicated Baby and - - - - - - 
    Child-specific Products       
Nappy (Diaper) Rash 228.5 228.7 228.8 228.6 227.6 226.5 
    Treatments       
Baby and Child-specific 3,460.8 3,458.4 3,502.1 3,546.1 3,598.9 3,651.0 
    Products       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 20 Forecast Sales of Baby and Child-specific Products by Category: % Value 
Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Baby and Child-specific Hair Care -0.2 0.9 4.7 
Baby and Child-specific Skin Care -0.7 0.9 4.3 
Baby and Child-specific Sun Care 2.8 4.0 21.7 
Baby and Child-specific Toiletries -1.3 0.9 4.5 
Baby Wipes 0.0 1.0 5.0 
Medicated Baby and Child-specific - - - 
    Products    
Nappy (Diaper) Rash Treatments 0.1 -0.2 -0.9 
Baby and Child-specific Products -0.1 1.1 5.5 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 21 Forecast Sales of Baby and Child-specific Products by Premium vs Mass: % 
Value 2021-2026 

 

% retail value rsp 
 2021 2022 2023 2024 2025 2026 
 
Premium 11.6 11.8 11.9 12.1 12.3 12.6 
Mass 88.4 88.2 88.1 87.9 87.7 87.4 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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BATH AND SHOWER IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 7% in current terms in 2021 to USD10.4 billion  

▪ Body powder is the best performing category in 2021, with retail value sales increasing by 9% 

in current terms to USD112 million 

▪ Unilever Home & Personal Care USA is the leading player in 2021, with a retail value share of 

21% 

▪ Retail sales are set to grow at a current value CAGR of 3% (2021 constant value CAGR of 

0.3%) over the forecast period to USD12.1 billion 

 

 

2021 DEVELOPMENTS 
 

Hand sanitisers sees reduced demand, but remains well above pre-
2020 levels 

Although hygiene products in general experienced record growth during the COVID-19 

pandemic in 2020, the explosion in demand for hand sanitisers stood far above other 

categories. However, large surpluses in sanitiser production, combined with less concern about 

COVID-19 as vaccines became increasingly available, served to greatly reduce overall sales in 

2021. Despite this drop, sales remained well above the level seen in 2019 and earlier, 

suggesting that new consumer habits around hand sanitisers have at least some staying power. 

In addition, new and established brands continued to enter the space, innovating with new scent 

offerings and the inclusion of moisturising ingredients. 

 

Body wash/shower gel grows as bar soap declines 

After a rare year of growth in 2020, bar soap again returned to a decline in value sales in 

2021. Aside from less of a focus on hygiene as attitudes relaxed around COVID-19, sales of bar 

soap declined primarily due to the continually increasing popularity of body wash/shower gel, 

which in the US continued to grow at nearly the same rate it did in 2020. While bar soap’s 

simple packaging and selection of offerings featuring natural ingredients appealed to consumers 

concerned about sustainability and organic products, these factors were not sufficient to reverse 

the ongoing trend of consumers switching to body wash/shower gel. In addition, body wash 

players such as Unilever launched new refillable products in 2021 with the intention of reducing 

plastic waste, expanding the category to consumers who previously used bar soap as a result of 

concerns about sustainability. 

 

New offerings amidst continued growth in intimate hygiene 

Intimate hygiene products, including intimate washes and wipes, saw continued current value 

growth in 2021, although at a somewhat lower rate than in the previous year. Following the 

strong growth of intimate hygiene products in 2020, brands capitalised on this rising popularity 

to introduce new offerings which reflected wider trends in the beauty and personal care space. 

For example, Alikay Naturals launched a new line of products for the HER collection, which 
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featured both a feminine foaming wash and refreshing spray made using only natural 

ingredients. Newer brands in the space, such as The Honey Pot, continued to innovate in 

multiple areas, offering clinically-tested all-natural products which made use of sustainable 

packaging. These brands also launched or continued social impact campaigns, seeking to 

remove social taboos and encouraging the discussion of vaginal care as part of personal 

wellness. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Return to normality for hand sanitisers and hygiene products 

While it remains unclear when the COVID-19 pandemic will come to an end, it is highly likely 

that the surge it caused in sales of hygiene products will not last throughout the forecast period. 

Following a year of unprecedented growth in 2020, bath and shower products saw an overall 

decline in 2021. Categories such as liquid soap, hand sanitisers and bar soap experienced a 

particularly dramatic drop in sales, albeit still seeing higher sales than in 2019. As vaccination 

rates continue to increase and case numbers fall, the bulk-buying and rigorous hygiene routines 

of the early pandemic are likely to ease, leading habits to return to pre-2020 patterns, 

representing a return to normality. The biggest behavioural change of the pandemic, namely the 

vast increase in the use of hand sanitisers, may be permanent or semi-permanent, but it is clear 

from 2021 sales that these products will be used less than they were at the peak of the 

pandemic. 

 

Growing popularity of premium products 

As consumers increasingly demand more from brands in terms of sustainability, natural 

formulations, personalisation, and social purpose, brands have in turn found that these 

consumers are willing to pay more to fulfil these requirements. Thus, in the forecast period it is 

likely that the number of premium products available will greatly expand. The dramatic success 

of brands such as Dr Bronner’s highlights the growing popularity of premium brands which 

emphasise the aforementioned trends. Alongside these new innovative premium brands, it is 

likely that legacy premium brands will expand further into the bath and shower space, as LVMH 

and Coty did with hand sanitisers in 2020. 

 

“Wellness” rising as A sales driver 

The idea of “wellness” has become an increasingly popular approach to beauty and personal 

care products and routines, centred around improving consumers’ mental and physical state, 

not just their appearance. This trend has dovetailed with consumers’ heightened interest in their 

health and hygiene in the wake of COVID-19. In the forecast period, companies will take 

advantage of these interests with new product lines designed to help consumers feel their best. 

One example is Procter & Gamble’s new Quiet & Roar collection, a set of body washes and 

lotions infused with essential oils. These have been marketed with reference to the high rates of 

anxiety in gen Z, with Procter & Gamble claiming that the products are meant to help create 

mental space and improve one’s mood through the use of essential oils. More products like 

these, particularly those focused on using special ingredients to create a particular mental and 

physical experience, are likely to be launched in the next few years. 

 

 

CATEGORY DATA 
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Table 22 Sales of Bath and Shower by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Hand Sanitisers 304.4 323.4 335.9 343.9 1,899.5 1,105.0 
Bar Soap 1,694.1 1,668.7 1,644.6 1,605.3 1,730.7 1,658.9 
Bath Additives 924.8 989.5 1,064.3 1,141.7 1,262.1 1,362.9 
Body Powder 127.9 128.3 122.0 112.9 102.8 111.9 
Body Wash/Shower Gel 3,064.4 3,141.0 3,309.4 3,431.2 3,744.1 4,035.4 
Intimate Hygiene 339.9 344.4 351.0 362.9 387.5 403.1 
- Intimate Washes 299.6 303.5 309.6 320.4 343.2 357.4 
- Intimate Wipes 40.3 40.9 41.4 42.5 44.3 45.7 
Liquid Soap 1,393.9 1,450.8 1,533.3 1,589.1 2,029.2 1,701.4 
Bath and Shower 7,849.4 8,046.1 8,360.5 8,587.0 11,155.9 10,378.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 23 Sales of Bath and Shower by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Hand Sanitisers -41.8 29.4 263.1 
Bar Soap -4.1 -0.4 -2.1 
Bath Additives 8.0 8.1 47.4 
Body Powder 8.9 -2.6 -12.5 
Body Wash/Shower Gel 7.8 5.7 31.7 
Intimate Hygiene 4.0 3.5 18.6 
- Intimate Washes 4.2 3.6 19.3 
- Intimate Wipes 3.2 2.5 13.4 
Liquid Soap -16.2 4.1 22.1 
Bath and Shower -7.0 5.7 32.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 24 Sales of Bath and Shower by Premium vs Mass: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Premium 4.0 4.1 4.1 4.2 3.4 3.0 
Mass 96.0 95.9 95.9 95.8 96.6 97.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 25 NBO Company Shares of Bath and Shower: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Unilever Home & 23.9 23.5 22.8 19.0 20.8 
    Personal Care USA      
Bath & Body Works Inc - - - - 15.3 
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Procter & Gamble Co, The 7.4 7.4 7.5 6.6 7.6 
Colgate-Palmolive Co 6.9 6.7 6.7 6.7 6.3 
Dial Corp, The 7.8 7.2 6.6 6.1 5.5 
Johnson & Johnson 2.7 2.5 2.4 1.8 2.1 
    Consumer Products Inc      
PDC Brands 1.2 1.5 1.6 1.5 1.8 
CB Fleet Co Inc 1.7 1.7 1.7 1.4 1.6 
Lush Handmade Cosmetics 3.0 2.7 2.2 1.4 1.5 
    Ltd      
Victoria's Secret & Co - - - - 1.3 
Galderma Laboratories Inc 1.2 1.2 1.2 1.0 1.1 
VI-Jon Laboratories Inc 0.7 0.4 0.3 2.1 1.0 
Combe Inc 0.9 0.9 1.0 0.8 0.9 
Ecover Belgium NV 0.8 1.0 0.9 1.1 0.9 
SC Johnson & Son Inc 0.5 0.7 0.9 1.0 0.9 
Mary Kay Inc 1.0 1.0 0.9 0.8 0.9 
All-One-God-Faith Inc 0.7 0.8 0.9 0.9 0.9 
Gojo Industries Inc 0.7 0.7 0.6 1.1 0.8 
Philosophy Inc 0.7 0.7 0.7 0.6 0.7 
Beiersdorf Inc 0.8 0.8 0.8 0.6 0.7 
Village Co, The 0.5 0.5 0.5 0.4 0.5 
L'Oréal USA Inc 0.2 0.3 0.4 0.4 0.5 
Morton International Inc 0.5 0.5 0.5 0.4 0.5 
New Avon Co - - 0.4 0.3 0.3 
L'Occitane en Provence 0.3 0.3 0.3 0.3 0.3 
Youngevity 0.4 0.3 0.3 0.2 0.2 
    International Inc      
Jack Black LLC 0.2 0.2 0.2 0.2 0.2 
Amway Corp 0.3 0.2 0.2 0.2 0.2 
ILEX Consumer Products 0.2 0.2 0.2 0.1 0.2 
    Group LLC      
Watkins Inc 0.1 0.2 0.1 0.2 0.1 
L Brands Inc 15.6 16.2 16.5 14.7 - 
New Avon LLC 0.5 0.4 - - - 
Private Label 7.9 8.0 7.8 9.2 7.8 
Others 10.9 11.4 12.8 19.1 16.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 26 LBN Brand Shares of Bath and Shower: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Bath & Body Works Bath & Body Works Inc - - - 15.3 
Dove (Unilever Group) Unilever Home & 12.9 12.8 10.9 11.9 
 Personal Care USA     
Dial (Henkel AG & Dial Corp, The 6.3 5.8 5.5 4.8 
    Co KGaA)      
Softsoap Colgate-Palmolive Co 4.2 4.3 4.7 4.4 
Olay Procter & Gamble Co, The 3.5 3.5 3.2 3.5 
Old Spice Procter & Gamble Co, The 2.6 2.8 2.5 3.1 
Dove Men + Care Unilever Home & 2.7 2.5 2.1 2.3 
    (Unilever Group) Personal Care USA     
Caress (Unilever Unilever Home & 2.4 2.3 1.9 2.1 
    Group) Personal Care USA     
Irish Spring Colgate-Palmolive Co 2.5 2.3 1.9 1.8 
Dr Teal's PDC Brands 1.5 1.6 1.5 1.8 
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Summer's Eve CB Fleet Co Inc 1.7 1.7 1.4 1.6 
    (Prestige Consumer      
    Healthcare Inc)      
Lush (Lush Retail Lush Handmade Cosmetics 2.7 2.2 1.4 1.5 
    Ltd) Ltd     
Victoria's Secret Victoria's Secret & Co - - - 1.3 
Axe (Unilever Group) Unilever Home & 1.4 1.2 1.1 1.2 
 Personal Care USA     
Suave (Unilever Unilever Home & 1.3 1.3 1.0 1.2 
    Group) Personal Care USA     
Cetaphil (Galderma Galderma Laboratories Inc - 1.2 1.0 1.1 
    SA)      
Germ-X VI-Jon Laboratories Inc 0.4 0.3 2.1 1.0 
Vagisil Combe Inc 0.9 1.0 0.8 0.9 
Method (SC Johnson Ecover Belgium NV 1.0 0.9 1.1 0.9 
    & Son Inc)      
Mrs Meyers SC Johnson & Son Inc 0.7 0.9 1.0 0.9 
Mary Kay Mary Kay Inc 1.0 0.9 0.8 0.9 
Dr Bronner's All-One-God-Faith Inc 0.8 0.9 0.9 0.9 
Aveeno (Johnson & Johnson & Johnson 0.9 0.9 0.7 0.8 
    Johnson Inc) Consumer Products Inc     
Purell Gojo Industries Inc 0.7 0.6 1.1 0.8 
Suave for Men Unilever Home & 0.8 0.8 0.6 0.7 
    (Unilever Group) Personal Care USA     
Ivory Procter & Gamble Co, The 0.8 0.8 0.7 0.7 
St Ives Swiss Unilever Home & 0.8 0.8 0.6 0.7 
    Formula (Unilever Personal Care USA     
    Group)      
Neutrogena (Johnson Johnson & Johnson 0.7 0.7 0.6 0.7 
    & Johnson Inc) Consumer Products Inc     
Philosophy (Coty Inc) Philosophy Inc 0.7 0.7 0.6 0.7 
Johnson's (Johnson Johnson & Johnson 0.9 0.8 0.5 0.6 
    & Johnson Inc) Consumer Products Inc     
Bath & Body Works L Brands Inc 14.6 15.0 13.7 - 
Victoria's Secret L Brands Inc 1.6 1.4 1.0 - 
Cetaphil (Nestlé SA) Galderma Laboratories Inc 1.2 - - - 
Private label Private Label 8.0 7.8 9.2 7.8 
Others Others 18.1 19.0 24.1 21.9 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 27 LBN Brand Shares of Premium Bath and Shower: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Dr Bronner's All-One-God-Faith Inc 16.1 18.2 21.8 23.3 
Philosophy (Coty Inc) Philosophy Inc 17.3 16.9 17.2 23.0 
L'Occitane L'Occitane en Provence 7.5 8.0 8.8 10.8 
    (L'Occitane      
    International SA)      
Jack Black Jack Black LLC 5.1 5.0 5.0 6.6 
    (Edgewell Personal      
    Care Brands LLC)      
Dr Bronner's Magic All-One-God-Faith Inc 2.7 3.1 3.6 6.0 
    Pure Castile      
    Classic Soaps      
Aesop (Natura&Co) Aesop USA Inc 4.2 2.3 1.7 2.7 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  33 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Fresh (LVMH Moët Fresh Inc 1.8 1.8 1.8 2.3 
    Hennessy Louis      
    Vuitton SA)      
Baxter of L'Oréal USA Inc 1.4 1.4 1.5 1.9 
    California (L'Oréal      
    Groupe)      
Drunk Elephant Drunk Elephant LLC - 0.6 0.9 1.6 
    (Shiseido Co Ltd)      
Glossier Glossier Inc 0.1 0.2 0.4 0.8 
Monat Monat Global Corp - - - 0.3 
Weleda Weleda AG 0.1 0.2 0.2 0.3 
Pleasures Estée Lauder Cos Inc 0.1 0.0 - - 
Drunk Elephant Drunk Elephant LLC 0.5 - - - 
Aesop (Natura Aesop USA Inc - - - - 
    Cosméticos SA)      
Jack Black Jack Black LLC - - - - 
Others Others 43.0 42.3 37.1 20.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 28 Forecast Sales of Bath and Shower by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Hand Sanitisers 1,105.0 771.9 646.5 655.4 662.8 668.2 
Bar Soap 1,658.9 1,606.5 1,556.8 1,503.6 1,472.9 1,410.3 
Bath Additives 1,362.9 1,434.9 1,509.1 1,581.7 1,660.3 1,747.2 
Body Powder 111.9 101.1 91.3 83.6 78.2 74.4 
Body Wash/Shower Gel 4,035.4 4,175.3 4,240.4 4,283.6 4,276.0 4,332.2 
Intimate Hygiene 403.1 406.8 404.0 401.2 406.8 409.0 
- Intimate Washes 357.4 360.5 357.2 354.0 359.2 361.2 
- Intimate Wipes 45.7 46.3 46.8 47.2 47.5 47.9 
Liquid Soap 1,701.4 1,752.1 1,796.4 1,841.0 1,876.7 1,907.2 
Bath and Shower 10,378.7 10,248.7 10,244.5 10,350.0 10,433.7 10,548.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 29 Forecast Sales of Bath and Shower by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Hand Sanitisers -30.1 -9.6 -39.5 
Bar Soap -3.2 -3.2 -15.0 
Bath Additives 5.3 5.1 28.2 
Body Powder -9.6 -7.8 -33.5 
Body Wash/Shower Gel 3.5 1.4 7.4 
Intimate Hygiene 0.9 0.3 1.5 
- Intimate Washes 0.9 0.2 1.0 
- Intimate Wipes 1.4 0.9 4.8 
Liquid Soap 3.0 2.3 12.1 
Bath and Shower -1.3 0.3 1.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 30 Forecast Sales of Bath and Shower by Premium vs Mass: % Value 2021-2026 

 

% retail value rsp 
 2021 2022 2023 2024 2025 2026 
 
Premium 3.0 3.1 4.2 3.3 3.4 3.5 
Mass 97.0 96.9 95.8 96.7 96.6 96.5 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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COLOUR COSMETICS IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 17% in current terms in 2021 to USD17.1 billion  

▪ Eye make-up is the best performing category in 2021, with retail value sales increasing by 

21% in current terms to USD5.2 billion 

▪ L’Oréal USA Inc is the leading player in 2021, with a retail value share of 23% 

▪ Retail sales are set to grow at a current value CAGR of 5% (2021 constant value CAGR of 

2%) over the forecast period to USD21.9 billion 

 

 

2021 DEVELOPMENTS 
 

Sales of eye make-up return to pre COVID-19 levels 

With mask requirements easing during 2021, consumers’ appetite for eye make-up pushed 

value sales in this category to recover to the pre-pandemic level. With eyes uninhibited by 

masks, consumers were not only able to show off their eye make-up, but also eye make-up 

discovery was top-of-mind. While colour cosmetics brands were hesitant to launch new product 

offerings due to depressed sales at the start of the pandemic, increased consumption through 

discovery online and on social media led to a plethora of new brands, launches, and 

partnerships occurring in late 2020 and into 2021. Most notable was the acceleration of celebrity 

make-up brand launches, harnessing recognition of their name and social media presence to 

promote their own beauty products. Brands such as Selena Gomez’s Rare Beauty and Halsey’s 

About Face came up with eye make-up offerings that ranged from colourful and bold to a more 

natural look, catering to beauty consumers across the board.  

Brow and lash make-up also remained a bright spot for colour cosmetics, as consumers 

looked to achieve longer lashes and fluffy brows at home. While noticeable results typically take 

months, increased time spent at home created an ideal environment for consumers to remain 

dedicated to their overall lash and brow health. Tutorials, video reviews and articles flooded 

online, reflecting the current demand for lash and brow solutions and tips for their application. 

 

Celebrity and influencer brands drive discovery and renewed interest in 
colour cosmetics 

While colour cosmetics is no stranger to celebrity and influencer beauty brands, home 

seclusion and increased social media consumption proved to create the perfect environment to 

enter the beauty market. Prior to the pandemic, a large part of discovery occurred in stores, with 

consumers working with sales associates to achieve a desired look. However, with the 

pandemic limiting the in-store experience, make-up discovery switched to online. Social media 

platforms have embedded services to ease purchases online, making it easier for consumers to 

find a look and product and purchase it immediately. Celebrities and influencers are now able to 

promote their own beauty products to their established fan bases and high traffic social media 

pages, translating directly into sales. While the concept of celebrity endorsement of make-up 

brands has been utilised for decades, beauty consumers are now craving authenticity and 

transparency. With endorsements, celebrities typically have a limited stake in the creation of the 
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product; however, with celebrity-owned brands, a clear commitment is made directly. While the 

pandemic has certainly accelerated the launch of celebrity beauty brands, it is likely that this 

momentum will continue into the early forecast period, with 2022 already boasting a range of 

launches, including from Winnie Harlow, Hailey Bieber and Marsai Martin. 

 

Self-expression, sustainability and genderless beauty sustain interest in 
nail products 

2020 marked a long-awaited value rebound for nail products, and growth continued in 2021. 

While salon closures contributed to high growth in the early days of the pandemic, sustained 

demand was fuelled by the desire for self-expression and individuality. With social media 

becoming a main platform for communication and interaction, nail art has become a subculture 

amongst both men and women to share their creativity and discover new styles. While 

previously, depressed demand in nail products was attributed to chemical ingredients and nail 

damage, plant-based nail polish and strengtheners also contributed to a return to at-home nail 

art. In 2020, Sally Hansen launched Good. Kind. Pure., a collection of plant-based and vegan 

nail polishes, while Harry Styles’s Pleasing also follows the same natural and vegan formulation.  

Although nail polish has long been popular amongst women, the reorientation of nail products 

as genderless beauty has contributed and will continue to contribute to sales of nail products 

trending above the 2019 levels. While men’s experimentation with nail polish was seen in the 

anti-establishment counterculture of the 60s, its resurgence leans into the growing emotional 

connection beauty consumers feel when displaying nail art that is free of gender norms. The rise 

of the e-boy subculture that is popular on TikTok is accelerating this notion amongst gen Z 

consumers, so much so that TikTok star Lil Huddy launched a collaboration with Glamnetic in 

2021. Aside from Lil Huddy, celebrities such as Harry Styles, Machine Gun Kelly, and Tyler, the 

Creator all launched their own nail lines in 2021. Moving forward, nail products brands and 

beauty retailers alike should look towards exclusive partnerships and collaborations with 

celebrities, influencers and franchises to continue to normalise and encourage self-discovery 

and expression through nail art across all genders.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Lip products positioned to rebound in the forecast period due to 
relaxation of mask-wearing 

The implication of relaxed mask requirements across the US is a continued healthy rebound 

for lip products. In the pandemic, lip products was the most negatively impacted of the colour 

cosmetics categories, due to the concealment of the mouth when wearing a mask. While some 

beauty consumers initially continued to wear lip products during the pandemic, struggles with 

preventing smearing on the mask and face further depressed demand across all categories. 

Although lip products enjoyed a similar rebound to other colour cosmetics categories in 2021, 

sales still trended below pre-pandemic levels. However, the category is expected to register 

higher growth than others in colour cosmetics in the immediate forecast period, as consumers 

continue to navigate relaxed mask-wearing policies and preferences. The momentum behind lip 

products is expected to be bolstered by consumers looking to refresh their existing lip inventory 

after years of limited use and new trends. Bright colours such as pink, purple and orange are 

expected to be popular in the summer months, with the colours adding a refreshing feeling of 

uniqueness moving out of the pandemic. 
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Product hybridity and “no make-up” make-up to threaten opportunities 
for full coverage facial make-up... 

Accelerated by bare faces and minimal make-up usage during the pandemic, the “no make-

up” make-up look went viral during the latter half of 2021. Although the trend is a paradox, with 

beauty consumers still utilising make-up to achieve the “no make-up” look, it has proven to be a 

bright spot for colour cosmetics. Brands such as Huda Beauty and Rare Beauty have doubled-

down on the look, with the former launching the GloWish collection, using multifunctional 

products to enhance a consumer’s natural look. While the “skinification” of hair care has already 

been widely adopted, the trend is clearly making its way into colour cosmetics, with consumers 

eagerly adopting products such as tinted moisturiser, which combine elements of skin care, 

colour cosmetics and sun care. While multifunctional products are present in other colour 

cosmetics categories, with hydrating lip gloss and lash growth serum + mascara, tinted and 

lightweight moisturisers are challenging and will continue to challenge brands that exclusively 

offer full coverage foundation and facial make-up. The “no make-up” make-up look will bolster 

brands that focus on enhancing natural beauty with multifunctional products. 

 

...while Y2K trends will boost sales in previously underperforming 
categories and colours 

In both fashion and beauty, consumers are cycling back to the late 1990s and early 2000s. 

Similar to the aftermath of the 2008 financial crisis, when minimalism took hold in the beauty 

industry, the maximalism of the Y2K era is trending, as consumers are feeling nostalgic for a 

period when looks were carefree yet distinct. While facial make-up has headed in the direction 

of lightweight and natural, for some, the look is being contrasted with bright pink lip gloss and 

neon-coloured eye make-up. The trend is being driven by gen Z consumers, who utilise the 

internet to research Y2K looks and social media to share them with others. The resurgence of 

Y2K make-up is coinciding with the growing sentiment of being bold and expressing individuality 

through make-up in the form of colours that stand out. In 2022, and continuing into the near 

future, beauty brands should increasingly look at the past to anticipate resurging trends and 

beauty looks that invoke the bold individuality that defines the Y2K era.  

 

 

CATEGORY DATA 
 

Table 31 Sales of Colour Cosmetics by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Eye Make-Up 5,084.9 5,313.0 5,273.9 5,087.6 4,326.4 5,225.5 
- Eye Liner/Pencil 1,139.6 1,115.3 1,080.5 1,023.0 874.2 1,054.6 
-- Premium Eye Liner/ 425.6 449.5 458.0 439.5 337.5 419.1 
    Pencil       
-- Mass Eye Liner/Pencil 714.0 665.8 622.5 583.5 536.8 635.5 
- Eye Shadow 739.0 736.1 716.9 649.1 522.9 634.6 
-- Premium Eye Shadow 363.0 406.5 416.3 381.4 281.8 354.3 
-- Mass Eye Shadow 376.0 329.6 300.6 267.7 241.1 280.3 
- Mascara 2,407.3 2,450.2 2,380.9 2,264.2 1,939.4 2,313.4 
-- Premium Mascara 1,276.3 1,336.3 1,297.1 1,248.6 984.5 1,212.7 
-- Mass Mascara 1,131.0 1,113.9 1,083.8 1,015.7 954.9 1,100.7 
- Other Lash and Brow 798.9 1,011.5 1,095.6 1,151.3 989.8 1,222.8 
    Make-Up       
-- Premium Other Lash 491.8 621.8 660.3 683.2 555.2 713.9 
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    and Brow Make-Up       
-- Mass Other Lash and 307.1 389.7 435.2 468.1 434.6 508.9 
    Brow Make-Up       
Facial Make-Up 6,303.9 6,873.7 7,087.8 6,977.7 5,518.8 6,460.0 
- BB/CC Creams 278.9 331.3 362.4 368.2 290.9 314.1 
-- Premium BB/CC Creams 142.4 177.0 198.7 202.5 150.0 165.4 
-- Mass BB/CC Creams 136.5 154.3 163.7 165.7 140.8 148.7 
- Blusher/Bronzer/ 685.5 752.8 754.4 715.2 565.0 668.9 
    Highlighter       
-- Premium Blusher/ 375.3 446.6 466.8 456.9 337.5 401.4 
    Bronzer/Highlighter       
-- Mass Blusher/Bronzer/ 310.2 306.3 287.6 258.3 227.5 267.5 
    Highlighter       
- Foundation/Concealer 4,239.8 4,643.4 4,830.0 4,814.9 3,842.6 4,561.9 
-- Premium Foundation/ 2,609.6 2,973.0 3,178.5 3,202.0 2,389.9 2,929.4 
    Concealer       
-- Mass Foundation/ 1,630.2 1,670.4 1,651.6 1,612.9 1,452.7 1,632.5 
    Concealer       
- Powder 884.9 917.2 907.1 860.9 657.0 730.8 
-- Premium Powder 409.0 430.6 443.1 436.4 305.4 344.6 
-- Mass Powder 475.9 486.6 464.0 424.4 351.6 386.2 
- Other Facial Make-Up 214.8 229.0 233.9 218.5 163.4 184.3 
-- Premium Other Facial 114.5 124.6 127.6 119.0 83.2 96.8 
    Make-Up       
-- Mass Other Facial 100.3 104.4 106.3 99.4 80.1 87.6 
    Make-Up       
Lip Products 3,440.8 3,783.0 3,893.4 3,840.1 2,808.3 3,300.0 
- Lip Gloss 481.0 482.0 474.2 468.6 331.7 405.5 
-- Premium Lip Gloss 235.3 257.0 269.7 269.7 171.9 218.1 
-- Mass Lip Gloss 245.7 224.9 204.5 198.9 159.8 187.4 
- Lip Liner/Pencil 183.7 213.9 223.0 219.6 167.5 207.2 
-- Premium Lip Liner/ 87.5 102.1 106.7 106.5 73.4 91.8 
    Pencil       
-- Mass Lip Liner/Pencil 96.2 111.8 116.3 113.1 94.0 115.4 
- Lipstick 2,557.4 2,853.2 2,952.1 2,909.8 2,137.6 2,477.2 
-- Premium Lipstick 1,597.4 1,843.5 1,952.9 1,933.9 1,337.1 1,555.2 
-- Mass Lipstick 960.0 1,009.7 999.2 975.9 800.5 922.0 
- Other Lip Products 218.7 233.9 244.1 242.1 171.6 210.1 
-- Premium Other Lip 179.9 194.1 203.3 201.9 139.7 174.9 
    Products       
-- Mass Other Lip 38.9 39.9 40.9 40.2 31.9 35.2 
    Products       
Nail Products 1,053.0 983.4 937.9 917.1 1,058.2 1,077.7 
- Nail Polish 735.6 685.5 646.0 626.9 721.1 734.3 
-- Premium Nail Polish 106.6 106.9 102.3 98.5 113.4 117.3 
-- Mass Nail Polish 628.9 578.6 543.7 528.4 607.8 617.0 
- Nail Treatments/ 196.2 184.2 182.1 181.7 216.9 222.9 
    Strengthener       
-- Premium Nail 9.8 10.8 11.5 11.7 13.7 14.0 
    Treatments/Strengthener       
-- Mass Nail Treatments/ 186.4 173.4 170.6 169.9 203.2 208.9 
    Strengthener       
- Polish Remover 74.5 68.7 66.1 65.9 73.1 72.4 
-- Premium Polish Remover - - - - - - 
-- Mass Polish Remover 74.5 68.7 66.1 65.9 73.1 72.4 
- Other Nail Products 46.7 45.0 43.6 42.6 47.1 48.0 
-- Premium Other Nail 4.7 4.6 4.7 4.5 4.8 4.9 
    Products       
-- Mass Other Nail 41.9 40.4 39.0 38.1 42.3 43.2 
    Products       
Colour Cosmetics Sets/ 1,140.5 1,227.5 1,234.2 1,182.5 925.8 1,032.4 
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    Kits       
- Premium Colour 861.1 939.5 929.2 885.3 654.9 752.5 
    Cosmetics Sets/Kits       
- Mass Colour Cosmetics 279.5 287.9 305.0 297.2 270.9 279.9 
    Sets/Kits       
Colour Cosmetics 17,023.1 18,180.7 18,427.3 18,005.0 14,637.5 17,095.7 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 32 Sales of Colour Cosmetics by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Eye Make-Up 20.8 0.5 2.8 
- Eye Liner/Pencil 20.6 -1.5 -7.5 
-- Premium Eye Liner/Pencil 24.2 -0.3 -1.5 
-- Mass Eye Liner/Pencil 18.4 -2.3 -11.0 
- Eye Shadow 21.4 -3.0 -14.1 
-- Premium Eye Shadow 25.7 -0.5 -2.4 
-- Mass Eye Shadow 16.3 -5.7 -25.4 
- Mascara 19.3 -0.8 -3.9 
-- Premium Mascara 23.2 -1.0 -5.0 
-- Mass Mascara 15.3 -0.5 -2.7 
- Other Lash and Brow Make-Up 23.5 8.9 53.1 
-- Premium Other Lash and Brow Make-Up 28.6 7.7 45.2 
-- Mass Other Lash and Brow Make-Up 17.1 10.6 65.7 
Facial Make-Up 17.1 0.5 2.5 
- BB/CC Creams 8.0 2.4 12.6 
-- Premium BB/CC Creams 10.3 3.0 16.2 
-- Mass BB/CC Creams 5.6 1.7 8.9 
- Blusher/Bronzer/Highlighter 18.4 -0.5 -2.4 
-- Premium Blusher/Bronzer/Highlighter 18.9 1.4 7.0 
-- Mass Blusher/Bronzer/Highlighter 17.6 -2.9 -13.8 
- Foundation/Concealer 18.7 1.5 7.6 
-- Premium Foundation/Concealer 22.6 2.3 12.3 
-- Mass Foundation/Concealer 12.4 0.0 0.1 
- Powder 11.2 -3.8 -17.4 
-- Premium Powder 12.8 -3.4 -15.7 
-- Mass Powder 9.8 -4.1 -18.9 
- Other Facial Make-Up 12.8 -3.0 -14.2 
-- Premium Other Facial Make-Up 16.3 -3.3 -15.4 
-- Mass Other Facial Make-Up 9.3 -2.7 -12.7 
Lip Products 17.5 -0.8 -4.1 
- Lip Gloss 22.2 -3.4 -15.7 
-- Premium Lip Gloss 26.9 -1.5 -7.3 
-- Mass Lip Gloss 17.3 -5.3 -23.7 
- Lip Liner/Pencil 23.7 2.4 12.8 
-- Premium Lip Liner/Pencil 25.0 0.9 4.8 
-- Mass Lip Liner/Pencil 22.8 3.7 20.0 
- Lipstick 15.9 -0.6 -3.1 
-- Premium Lipstick 16.3 -0.5 -2.6 
-- Mass Lipstick 15.2 -0.8 -4.0 
- Other Lip Products 22.5 -0.8 -3.9 
-- Premium Other Lip Products 25.2 -0.6 -2.8 
-- Mass Other Lip Products 10.5 -1.9 -9.3 
Nail Products 1.9 0.5 2.4 
- Nail Polish 1.8 0.0 -0.2 
-- Premium Nail Polish 3.5 1.9 10.0 
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-- Mass Nail Polish 1.5 -0.4 -1.9 
- Nail Treatments/Strengthener 2.8 2.6 13.6 
-- Premium Nail Treatments/Strengthener 2.5 7.3 42.4 
-- Mass Nail Treatments/Strengthener 2.8 2.3 12.1 
- Polish Remover -0.9 -0.6 -2.8 
-- Premium Polish Remover - - - 
-- Mass Polish Remover -0.9 -0.6 -2.8 
- Other Nail Products 2.1 0.6 2.9 
-- Premium Other Nail Products 1.2 0.5 2.7 
-- Mass Other Nail Products 2.2 0.6 3.0 
Colour Cosmetics Sets/Kits 11.5 -2.0 -9.5 
- Premium Colour Cosmetics Sets/Kits 14.9 -2.7 -12.6 
- Mass Colour Cosmetics Sets/Kits 3.3 0.0 0.2 
Colour Cosmetics 16.8 0.1 0.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 33 NBO Company Shares of Colour Cosmetics: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 22.5 22.6 22.7 22.5 22.7 
Estée Lauder Cos Inc 20.0 20.4 20.6 17.6 16.9 
Coty Inc 9.6 8.9 7.8 9.7 9.0 
LVMH Perfums & 4.9 5.4 5.7 5.6 5.6 
    Cosmetics USA Inc      
Urban Decay Cosmetics 3.6 3.5 3.3 3.0 3.0 
Mary Kay Inc 3.5 3.3 3.3 3.6 3.0 
Fenty Beauty LLC  0.8 2.4 3.3 2.8 3.0 
Revlon Inc 3.7 3.3 3.0 2.8 2.5 
Chanel USA Inc 1.8 1.8 1.9 2.1 2.2 
Shiseido Americas Corp 2.8 2.7 2.7 2.6 2.0 
Anastasia Beverly Hills 1.9 1.9 2.0 1.9 1.8 
    Inc      
Bare Escentuals Inc 2.5 2.1 1.9 1.7 1.7 
Tarte Inc 1.6 1.8 1.8 1.8 1.7 
elf Beauty Inc 1.2 1.2 1.4 1.7 1.6 
Markwins International 1.6 1.4 1.4 1.4 1.3 
    Corp      
Johnson & Johnson 1.3 1.2 1.2 1.2 1.2 
    Consumer Products Inc      
Farmasi US LLC - - - 1.2 0.9 
Revlon Products Corp 1.1 1.0 1.0 0.8 0.8 
Rodan & Fields LLC 1.3 1.2 0.9 1.1 0.8 
Orveon Global US LLC - - - - 0.6 
Cosnova GmbH 0.2 0.2 0.2 0.4 0.6 
Arbonne International Inc 0.6 0.6 0.6 0.7 0.5 
New Avon Co - - 0.5 0.5 0.4 
Melaleuca Inc 0.4 0.4 0.4 0.4 0.4 
BECCA Inc 0.5 0.6 0.6 0.4 0.4 
Bath & Body Works Inc - - - - 0.4 
Clarins SA 0.3 0.3 0.4 0.4 0.3 
Glossier Inc 0.1 0.2 0.3 0.3 0.3 
Guthy-Renker Corp 0.5 0.4 0.4 0.4 0.3 
YSL Beauté SA 0.3 0.3 0.3 0.3 0.3 
L Brands Inc 0.4 0.4 0.5 0.4 - 
Kylie Jenner Inc 1.3 1.4 1.5 - - 
New Avon LLC 0.6 0.5 - - - 
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Private Label 0.6 0.6 0.6 0.7 0.5 
Others 8.6 8.0 7.9 9.9 13.2 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 34 LBN Brand Shares of Colour Cosmetics: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Maybelline New York L'Oréal USA Inc 7.5 7.4 7.4 7.5 
    (L'Oréal Groupe)      
L'Oréal Paris L'Oréal USA Inc 5.5 5.6 5.8 5.8 
    (L'Oréal Groupe)      
Mac Estée Lauder Cos Inc 6.1 6.1 4.7 4.8 
Cover Girl Coty Inc 5.4 4.7 4.6 4.3 
Clinique Estée Lauder Cos Inc 4.1 4.2 4.1 3.8 
Urban Decay Urban Decay Cosmetics 3.5 3.3 3.0 3.0 
    (L'Oréal Groupe)      
Mary Kay Mary Kay Inc 3.3 3.3 3.6 3.0 
Fenty Beauty by Fenty Beauty LLC 2.4 3.3 2.8 3.0 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
Lancôme (L'Oréal L'Oréal USA Inc 3.1 3.1 2.9 2.9 
    Groupe)      
NYX (L'Oréal Groupe) L'Oréal USA Inc 2.8 2.8 2.8 2.9 
Revlon Revlon Inc 3.1 2.9 2.5 2.3 
IT Cosmetics L'Oréal USA Inc 2.3 2.4 2.2 2.2 
    (L'Oréal Groupe)      
Chanel (Chanel SA) Chanel USA Inc 1.8 1.9 2.1 2.2 
Too Faced Estée Lauder Cos Inc 2.4 2.5 2.1 2.0 
Sally Hansen Coty Inc 2.0 1.7 2.3 2.0 
Estée Lauder Estée Lauder Cos Inc 2.9 3.0 2.4 1.9 
Anastasia Beverly Anastasia Beverly Hills 1.9 2.0 1.9 1.8 
    Hills Inc     
bareMinerals Bare Escentuals Inc - - - 1.7 
    (Orveon Global US      
    LLC)      
Tarte (Kosé Corp) Tarte Inc 1.8 1.8 1.8 1.7 
Smashbox Estée Lauder Cos Inc 2.0 2.0 1.7 1.6 
E.L.F. elf Beauty Inc 1.2 1.4 1.7 1.6 
BeneFit (LVMH Moët LVMH Perfums & 1.4 1.5 1.5 1.5 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Nars (Shiseido Co Shiseido Americas Corp 1.4 1.3 1.3 1.4 
    Ltd)      
Kylie Coty Inc - - 1.3 1.3 
Neutrogena (Johnson Johnson & Johnson 1.2 1.2 1.2 1.2 
    & Johnson Inc) Consumer Products Inc     
Bobbi Brown Estée Lauder Cos Inc 1.2 1.1 0.9 1.0 
Tom Ford Estée Lauder Cos Inc 1.1 1.2 1.1 1.0 
Marc Jacobs (LVMH LVMH Perfums & 1.0 1.0 1.0 0.9 
    Moët Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Dior (LVMH Moët LVMH Perfums & 0.9 1.0 1.0 0.9 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
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Farmasi (Tanalize Farmasi US LLC - - 1.2 0.9 
    Kosmetik AS)      
bareMinerals Bare Escentuals Inc 2.1 1.9 1.7 - 
    (Shiseido Co Ltd)      
Kylie Kylie Jenner Inc 1.4 - - - 
Private label Private Label 0.6 0.6 0.7 0.5 
Others Others 22.6 24.2 24.7 27.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 35 LBN Brand Shares of Eye Make-up: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Maybelline New York L'Oréal USA Inc 11.2 10.9 10.8 11.0 
    (L'Oréal Groupe)      
L'Oréal Paris L'Oréal USA Inc 9.9 10.3 10.5 10.2 
    (L'Oréal Groupe)      
Cover Girl Coty Inc 6.3 5.5 5.2 4.6 
Mac Estée Lauder Cos Inc 5.4 5.5 4.2 4.3 
Urban Decay Urban Decay Cosmetics 3.9 3.8 3.6 3.7 
    (L'Oréal Groupe)      
Clinique Estée Lauder Cos Inc 3.9 4.0 3.9 3.5 
Lancôme (L'Oréal L'Oréal USA Inc 3.3 3.2 3.1 3.2 
    Groupe)      
NYX (L'Oréal Groupe) L'Oréal USA Inc 2.5 2.6 2.6 2.9 
Anastasia Beverly Anastasia Beverly Hills 3.2 3.2 3.0 2.9 
    Hills Inc     
Chanel (Chanel SA) Chanel USA Inc 2.3 2.4 2.7 2.7 
Mary Kay Mary Kay Inc 2.8 2.8 3.0 2.3 
Rodan + Fields Rodan & Fields LLC 3.8 3.2 3.8 2.3 
E.L.F. elf Beauty Inc 1.6 1.7 2.1 1.9 
Tarte (Kosé Corp) Tarte Inc 2.2 2.1 2.1 1.9 
IT Cosmetics L'Oréal USA Inc 1.8 1.9 1.8 1.7 
    (L'Oréal Groupe)      
BeneFit (LVMH Moët LVMH Perfums & 1.5 1.6 1.6 1.7 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Estée Lauder Estée Lauder Cos Inc 2.5 2.6 2.1 1.7 
Too Faced Estée Lauder Cos Inc 2.0 2.1 1.8 1.7 
Revlon Revlon Inc 2.2 2.1 1.8 1.6 
Essence Cosnova GmbH 0.3 0.4 1.0 1.5 
Almay (Revlon Inc) Revlon Products Corp 1.8 1.8 1.4 1.4 
Rimmel Coty Inc 1.6 1.9 1.5 1.4 
Marc Jacobs (LVMH LVMH Perfums & 1.4 1.3 1.3 1.2 
    Moët Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Smashbox Estée Lauder Cos Inc 1.5 1.5 1.2 1.2 
Kylie Coty Inc - - 1.1 1.1 
Bobbi Brown Estée Lauder Cos Inc 1.3 1.2 1.0 1.1 
Farmasi (Tanalize Farmasi US LLC - - 1.3 1.0 
    Kosmetik AS)      
Dior (LVMH Moët LVMH Perfums & 0.9 1.0 1.0 0.9 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Wet 'n' Wild Markwins International 1.0 1.0 1.0 0.9 
 Corp     

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  43 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Fenty Beauty by Fenty Beauty LLC 0.9 1.1 1.0 0.9 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
Laura Mercier Shiseido Americas Corp 0.9 0.9 0.7 - 
    (Shiseido Co Ltd)      
Kylie Kylie Jenner Inc 1.0 - - - 
Private label Private Label 0.3 0.3 0.3 0.2 
Others Others 14.9 15.9 16.5 21.5 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 36 LBN Brand Shares of Facial Make-up: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Maybelline New York L'Oréal USA Inc 8.4 8.5 8.7 8.4 
    (L'Oréal Groupe)      
Fenty Beauty by Fenty Beauty LLC 5.0 6.9 5.9 6.5 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
Cover Girl Coty Inc 7.8 6.6 6.6 6.5 
Clinique Estée Lauder Cos Inc 5.3 5.3 5.4 5.2 
Mac Estée Lauder Cos Inc 6.3 6.2 5.0 5.2 
L'Oréal Paris L'Oréal USA Inc 4.9 4.6 5.0 5.1 
    (L'Oréal Groupe)      
IT Cosmetics L'Oréal USA Inc 4.0 4.1 3.8 4.1 
    (L'Oréal Groupe)      
Lancôme (L'Oréal L'Oréal USA Inc 3.8 3.8 3.6 3.6 
    Groupe)      
Urban Decay Urban Decay Cosmetics 3.5 3.4 3.0 3.0 
    (L'Oréal Groupe)      
Mary Kay Mary Kay Inc 3.0 3.0 3.3 2.8 
Estée Lauder Estée Lauder Cos Inc 3.5 3.6 3.0 2.4 
Neutrogena (Johnson Johnson & Johnson 2.3 2.3 2.5 2.4 
    & Johnson Inc) Consumer Products Inc     
Revlon Revlon Inc 3.0 2.9 2.5 2.3 
Tarte (Kosé Corp) Tarte Inc 2.1 2.2 2.3 2.2 
E.L.F. elf Beauty Inc 1.5 1.8 2.4 2.1 
NYX (L'Oréal Groupe) L'Oréal USA Inc 1.9 1.9 2.0 2.1 
Smashbox Estée Lauder Cos Inc 2.6 2.5 2.2 2.1 
Nars (Shiseido Co Shiseido Americas Corp 1.9 1.9 1.9 2.1 
    Ltd)      
Chanel (Chanel SA) Chanel USA Inc 1.6 1.7 2.0 2.0 
bareMinerals Bare Escentuals Inc - - - 1.8 
    (Orveon Global US      
    LLC)      
BeneFit (LVMH Moët LVMH Perfums & 1.6 1.6 1.7 1.7 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Too Faced Estée Lauder Cos Inc 1.6 1.6 1.4 1.4 
Tom Ford Estée Lauder Cos Inc 1.2 1.3 1.3 1.3 
Anastasia Beverly Anastasia Beverly Hills 1.2 1.2 1.2 1.2 
    Hills Inc     
Bobbi Brown Estée Lauder Cos Inc 1.3 1.3 1.0 1.2 
Physicians Formula Markwins International 1.1 1.0 1.0 1.0 
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 Corp     
Dior (LVMH Moët LVMH Perfums & 0.9 0.9 1.0 1.0 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Shiseido (Shiseido Shiseido Americas Corp 0.7 0.7 0.9 0.9 
    Co Ltd)      
Marc Jacobs (LVMH LVMH Perfums & 0.9 0.9 0.9 0.9 
    Moët Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Farmasi (Tanalize Farmasi US LLC - - 1.2 0.9 
    Kosmetik AS)      
bareMinerals Bare Escentuals Inc 1.8 1.7 1.7 - 
    (Shiseido Co Ltd)      
Laura Mercier Shiseido Americas Corp 0.9 0.9 0.8 - 
    (Shiseido Co Ltd)      
Private label Private Label 0.1 0.1 0.1 0.1 
Others Others 14.3 13.6 14.5 16.6 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 37 LBN Brand Shares of Lip Products: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Mac Estée Lauder Cos Inc 10.2 9.9 8.3 8.0 
NYX (L'Oréal Groupe) L'Oréal USA Inc 4.2 4.2 4.4 4.4 
Too Faced Estée Lauder Cos Inc 4.7 4.8 4.5 4.2 
Mary Kay Mary Kay Inc 4.4 4.4 5.1 4.1 
Maybelline New York L'Oréal USA Inc 4.1 4.2 4.4 4.1 
    (L'Oréal Groupe)      
L'Oréal Paris L'Oréal USA Inc 3.9 4.0 4.0 4.0 
    (L'Oréal Groupe)      
Clinique Estée Lauder Cos Inc 4.2 4.1 4.1 3.8 
Revlon Revlon Inc 4.7 4.0 3.7 3.4 
Kylie Coty Inc - - 3.2 3.2 
Urban Decay Urban Decay Cosmetics 3.9 3.5 3.2 3.2 
    (L'Oréal Groupe)      
Lancôme (L'Oréal L'Oréal USA Inc 3.2 3.2 3.0 2.8 
    Groupe)      
Chanel (Chanel SA) Chanel USA Inc 2.3 2.3 2.5 2.6 
Estée Lauder Estée Lauder Cos Inc 3.8 3.9 3.4 2.5 
Tom Ford Estée Lauder Cos Inc 2.3 2.4 2.4 2.2 
Anastasia Beverly Anastasia Beverly Hills 2.1 2.1 2.2 2.0 
    Hills Inc     
BeneFit (LVMH Moët LVMH Perfums & 1.8 2.0 2.2 2.0 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Cover Girl Coty Inc 2.6 2.2 2.4 2.0 
Wet 'n' Wild Markwins International 1.6 1.6 1.8 1.6 
 Corp     
Nars (Shiseido Co Shiseido Americas Corp 1.7 1.7 1.6 1.5 
    Ltd)      
Tarte (Kosé Corp) Tarte Inc 1.5 1.5 1.6 1.5 
Bobbi Brown Estée Lauder Cos Inc 1.5 1.4 1.2 1.4 
Dior (LVMH Moët LVMH Perfums & 1.4 1.5 1.6 1.4 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  45 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Burt's Bees (Clorox Burt's Bees Inc 1.4 1.4 1.5 1.4 
    Co, The)      
Marc Jacobs (LVMH LVMH Perfums & 1.4 1.3 1.4 1.2 
    Moët Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Fenty Beauty by Fenty Beauty LLC 1.0 1.4 1.3 1.2 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
E.L.F. elf Beauty Inc 0.8 0.9 1.1 1.1 
C O Bigelow (C O Bath & Body Works Inc - - - 1.0 
    Bigelow Apothecaries)      
Farmasi (Tanalize Farmasi US LLC - - 1.3 1.0 
    Kosmetik AS)      
Bath & Body Works Bath & Body Works Inc - - - 0.9 
IT Cosmetics L'Oréal USA Inc 0.8 0.8 0.8 0.7 
    (L'Oréal Groupe)      
C O Bigelow (C O L Brands Inc 1.1 1.2 1.1 - 
    Bigelow Apothecaries)      
Bath & Body Works L Brands Inc 0.9 1.0 1.1 - 
Laura Mercier Shiseido Americas Corp 0.7 0.8 0.7 - 
    (Shiseido Co Ltd)      
Kylie Kylie Jenner Inc 3.2 - - - 
Private label Private Label 0.2 0.2 0.3 0.2 
Others Others 18.3 22.2 19.0 25.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 38 LBN Brand Shares of Nail Products: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Sally Hansen Coty Inc 39.1 32.7 32.4 32.2 
Essie (L'Oréal L'Oréal USA Inc 7.9 8.1 7.9 7.5 
    Groupe)      
OPI (Wella AG) Coty Inc - - 5.8 5.4 
Revlon Revlon Inc 5.9 5.4 4.7 4.5 
Cutex (Revlon Inc) Cutex Brands 2.5 2.3 2.3 2.6 
Sinful Colors Revlon Inc 2.4 1.8 1.9 1.8 
Wet 'n' Wild Markwins International 2.3 1.6 1.4 1.3 
 Corp     
Cover Girl Coty Inc 1.6 1.3 1.3 1.2 
Chanel (Chanel SA) Chanel USA Inc 0.8 0.8 0.8 0.7 
Pure Ice Revlon Inc 0.9 0.9 0.8 0.7 
Avon (LG Household New Avon Co - 0.7 0.6 0.6 
    & Health Care Ltd)      
Nars (Shiseido Co Shiseido Americas Corp 0.6 0.6 0.6 0.6 
    Ltd)      
Nutra Nail CCA Industries Inc - - - 0.6 
Rimmel Coty Inc 0.5 0.4 0.5 0.4 
Bon Bons Revlon Inc 0.5 0.4 0.3 0.3 
NYC Coty Inc 0.4 0.3 0.3 0.3 
Farmasi (Tanalize Farmasi US LLC - - 0.3 0.2 
    Kosmetik AS)      
Dior (LVMH Moët LVMH Perfums & 0.3 0.3 0.2 0.2 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
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Estée Lauder Estée Lauder Cos Inc 0.3 0.3 0.2 0.2 
Melaleuca Melaleuca Inc 0.2 0.2 0.2 0.2 
Maybelline New York L'Oréal USA Inc 0.3 0.2 0.2 0.2 
    (L'Oréal Groupe)      
Lancôme (L'Oréal L'Oréal USA Inc 0.2 0.2 0.2 0.2 
    Groupe)      
Clinique Estée Lauder Cos Inc 0.1 0.1 0.1 0.1 
Essence Cosnova GmbH 0.2 0.1 0.0 0.0 
Tarte (Kosé Corp) Tarte Inc 0.1 0.0 0.0 0.0 
Nutra Nail CCA Industries Inc 0.6 0.6 0.6 - 
    (Inspired Beauty      
    Brands Inc)      
OPI Coty Inc 5.5 5.7 - - 
Avon New Avon LLC 0.6 - - - 
Avon Avon Products Inc - - - - 
Cover Girl Procter & Gamble Co, The - - - - 
Private label Private Label 7.5 7.5 6.4 5.6 
Others Others 18.8 27.5 30.1 32.4 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 39 LBN Brand Shares of Premium Colour Cosmetics: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Mac Estée Lauder Cos Inc 10.4 10.2 8.7 8.6 
Clinique Estée Lauder Cos Inc 7.0 7.0 7.5 6.9 
Urban Decay Urban Decay Cosmetics 6.0 5.6 5.5 5.4 
    (L'Oréal Groupe)      
Fenty Beauty by Fenty Beauty LLC 4.1 5.5 5.1 5.3 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
Lancôme (L'Oréal L'Oréal USA Inc 5.3 5.3 5.3 5.2 
    Groupe)      
IT Cosmetics L'Oréal USA Inc 3.9 4.0 4.0 4.0 
    (L'Oréal Groupe)      
Chanel (Chanel SA) Chanel USA Inc 3.1 3.2 3.8 3.9 
Too Faced Estée Lauder Cos Inc 4.1 4.2 3.9 3.6 
Estée Lauder Estée Lauder Cos Inc 4.9 5.1 4.5 3.5 
Anastasia Beverly Anastasia Beverly Hills 3.3 3.3 3.5 3.3 
    Hills Inc     
bareMinerals Bare Escentuals Inc - - - 3.1 
    (Orveon Global US      
    LLC)      
Tarte (Kosé Corp) Tarte Inc 3.1 3.0 3.4 3.1 
Smashbox Estée Lauder Cos Inc 3.4 3.3 3.1 2.9 
BeneFit (LVMH Moët LVMH Perfums & 2.4 2.5 2.8 2.8 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Nars (Shiseido Co Shiseido Americas Corp 2.3 2.3 2.4 2.4 
    Ltd)      
Kylie Coty Inc - - 2.3 2.3 
Bobbi Brown Estée Lauder Cos Inc 2.0 1.9 1.6 1.9 
Tom Ford Estée Lauder Cos Inc 1.9 1.9 2.0 1.9 
Marc Jacobs (LVMH LVMH Perfums & 1.8 1.6 1.9 1.7 
    Moët Hennessy Louis Cosmetics USA Inc     
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    Vuitton SA)      
Dior (LVMH Moët LVMH Perfums & 1.6 1.6 1.8 1.7 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
bareMinerals Bare Escentuals Inc 3.6 3.1 3.2 - 
    (Shiseido Co Ltd)      
Kylie Kylie Jenner Inc 2.3 - - - 
Others Others 23.6 25.3 23.6 26.6 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 40 Forecast Sales of Colour Cosmetics by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Eye Make-Up 5,225.5 5,366.7 5,491.3 5,594.0 5,673.5 5,733.4 
- Eye Liner/Pencil 1,054.6 1,097.8 1,129.0 1,157.8 1,181.2 1,197.5 
-- Premium Eye Liner/ 419.1 442.0 455.7 468.7 479.3 486.1 
    Pencil       
-- Mass Eye Liner/Pencil 635.5 655.8 673.3 689.1 701.9 711.4 
- Eye Shadow 634.6 658.4 676.3 690.0 701.8 712.6 
-- Premium Eye Shadow 354.3 372.1 384.9 395.3 404.7 413.4 
-- Mass Eye Shadow 280.3 286.4 291.4 294.7 297.1 299.2 
- Mascara 2,313.4 2,363.4 2,402.4 2,434.9 2,459.1 2,475.5 
-- Premium Mascara 1,212.7 1,243.2 1,265.7 1,284.5 1,298.2 1,306.8 
-- Mass Mascara 1,100.7 1,120.2 1,136.7 1,150.4 1,161.0 1,168.6 
- Other Lash and Brow 1,222.8 1,247.1 1,283.5 1,311.3 1,331.3 1,347.8 
    Make-Up       
-- Premium Other Lash 713.9 728.9 756.9 777.9 792.6 805.1 
    and Brow Make-Up       
-- Mass Other Lash and 508.9 518.2 526.5 533.4 538.7 542.7 
    Brow Make-Up       
Facial Make-Up 6,460.0 6,643.2 6,783.9 6,889.6 6,960.4 7,000.4 
- BB/CC Creams 314.1 323.1 331.1 337.1 341.8 345.4 
-- Premium BB/CC Creams 165.4 170.8 175.7 179.3 182.1 184.6 
-- Mass BB/CC Creams 148.7 152.3 155.4 157.9 159.7 160.8 
- Blusher/Bronzer/ 668.9 703.5 730.2 751.1 764.8 774.0 
    Highlighter       
-- Premium Blusher/ 401.4 422.6 437.5 450.6 460.3 467.0 
    Bronzer/Highlighter       
-- Mass Blusher/Bronzer/ 267.5 281.0 292.8 300.5 304.5 307.0 
    Highlighter       
- Foundation/Concealer 4,561.9 4,675.8 4,766.5 4,837.0 4,890.3 4,928.4 
-- Premium Foundation/ 2,929.4 3,025.2 3,098.8 3,154.7 3,195.6 3,225.8 
    Concealer       
-- Mass Foundation/ 1,632.5 1,650.5 1,667.7 1,682.4 1,694.7 1,702.6 
    Concealer       
- Powder 730.8 752.0 764.6 771.0 770.8 761.8 
-- Premium Powder 344.6 358.1 365.6 368.4 369.3 367.1 
-- Mass Powder 386.2 393.9 399.0 402.7 401.6 394.6 
- Other Facial Make-Up 184.3 188.8 191.6 193.3 192.8 190.8 
-- Premium Other Facial 96.8 99.5 101.3 102.4 102.8 102.3 
    Make-Up       
-- Mass Other Facial 87.6 89.3 90.3 90.9 89.9 88.5 
    Make-Up       
Lip Products 3,300.0 3,578.4 3,777.9 3,899.0 3,989.6 4,056.6 
- Lip Gloss 405.5 440.1 463.0 477.5 487.2 493.9 
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-- Premium Lip Gloss 218.1 239.3 251.4 260.7 266.6 270.9 
-- Mass Lip Gloss 187.4 200.8 211.6 216.8 220.6 223.0 
- Lip Liner/Pencil 207.2 221.1 231.7 239.8 244.5 248.4 
-- Premium Lip Liner/ 91.8 101.3 108.6 114.3 117.4 120.2 
    Pencil       
-- Mass Lip Liner/Pencil 115.4 119.9 123.0 125.5 127.1 128.1 
- Lipstick 2,477.2 2,697.3 2,855.5 2,948.4 3,020.7 3,073.8 
-- Premium Lipstick 1,555.2 1,713.3 1,827.7 1,894.2 1,950.6 1,993.1 
-- Mass Lipstick 922.0 984.1 1,027.8 1,054.3 1,070.0 1,080.7 
- Other Lip Products 210.1 219.8 227.7 233.3 237.2 240.5 
-- Premium Other Lip 174.9 183.6 190.9 196.0 199.7 202.7 
    Products       
-- Mass Other Lip 35.2 36.1 36.8 37.3 37.5 37.8 
    Products       
Nail Products 1,077.7 1,052.9 1,043.5 1,042.4 1,051.9 1,066.8 
- Nail Polish 734.3 712.0 702.8 699.5 704.6 712.7 
-- Premium Nail Polish 117.3 115.2 116.0 117.2 118.6 120.8 
-- Mass Nail Polish 617.0 596.8 586.8 582.3 585.9 591.9 
- Nail Treatments/ 222.9 220.6 219.2 219.9 222.3 226.3 
    Strengthener       
-- Premium Nail 14.0 13.8 14.0 14.2 14.5 14.8 
    Treatments/Strengthener       
-- Mass Nail Treatments/ 208.9 206.7 205.2 205.7 207.9 211.5 
    Strengthener       
- Polish Remover 72.4 72.0 72.6 73.3 74.3 75.7 
-- Premium Polish Remover - - - - - - 
-- Mass Polish Remover 72.4 72.0 72.6 73.3 74.3 75.7 
- Other Nail Products 48.0 48.4 48.9 49.7 50.7 52.1 
-- Premium Other Nail 4.9 4.8 4.9 4.9 5.0 5.1 
    Products       
-- Mass Other Nail 43.2 43.6 44.0 44.7 45.6 46.9 
    Products       
Colour Cosmetics Sets/ 1,032.4 1,099.4 1,148.1 1,181.8 1,205.3 1,227.0 
    Kits       
- Premium Colour 752.5 813.9 857.0 887.5 909.2 929.7 
    Cosmetics Sets/Kits       
- Mass Colour Cosmetics 279.9 285.5 291.1 294.3 296.1 297.3 
    Sets/Kits       
Colour Cosmetics 17,095.7 17,740.7 18,244.6 18,606.8 18,880.7 19,084.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 41 Forecast Sales of Colour Cosmetics by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Eye Make-Up 2.7 1.9 9.7 
- Eye Liner/Pencil 4.1 2.6 13.5 
-- Premium Eye Liner/Pencil 5.5 3.0 16.0 
-- Mass Eye Liner/Pencil 3.2 2.3 11.9 
- Eye Shadow 3.7 2.3 12.3 
-- Premium Eye Shadow 5.0 3.1 16.7 
-- Mass Eye Shadow 2.2 1.3 6.7 
- Mascara 2.2 1.4 7.0 
-- Premium Mascara 2.5 1.5 7.8 
-- Mass Mascara 1.8 1.2 6.2 
- Other Lash and Brow Make-Up 2.0 2.0 10.2 
-- Premium Other Lash and Brow Make-Up 2.1 2.4 12.8 
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-- Mass Other Lash and Brow Make-Up 1.8 1.3 6.6 
Facial Make-Up 2.8 1.6 8.4 
- BB/CC Creams 2.9 1.9 10.0 
-- Premium BB/CC Creams 3.3 2.2 11.6 
-- Mass BB/CC Creams 2.4 1.6 8.2 
- Blusher/Bronzer/Highlighter 5.2 3.0 15.7 
-- Premium Blusher/Bronzer/Highlighter 5.3 3.1 16.3 
-- Mass Blusher/Bronzer/Highlighter 5.0 2.8 14.8 
- Foundation/Concealer 2.5 1.6 8.0 
-- Premium Foundation/Concealer 3.3 1.9 10.1 
-- Mass Foundation/Concealer 1.1 0.8 4.3 
- Powder 2.9 0.8 4.2 
-- Premium Powder 3.9 1.3 6.5 
-- Mass Powder 2.0 0.4 2.2 
- Other Facial Make-Up 2.4 0.7 3.5 
-- Premium Other Facial Make-Up 2.8 1.1 5.7 
-- Mass Other Facial Make-Up 2.0 0.2 1.0 
Lip Products 8.4 4.2 22.9 
- Lip Gloss 8.5 4.0 21.8 
-- Premium Lip Gloss 9.7 4.4 24.2 
-- Mass Lip Gloss 7.2 3.5 19.0 
- Lip Liner/Pencil 6.7 3.7 19.9 
-- Premium Lip Liner/Pencil 10.4 5.6 31.0 
-- Mass Lip Liner/Pencil 3.8 2.1 11.0 
- Lipstick 8.9 4.4 24.1 
-- Premium Lipstick 10.2 5.1 28.2 
-- Mass Lipstick 6.7 3.2 17.2 
- Other Lip Products 4.6 2.7 14.5 
-- Premium Other Lip Products 5.0 3.0 15.9 
-- Mass Other Lip Products 2.6 1.4 7.2 
Nail Products -2.3 -0.2 -1.0 
- Nail Polish -3.0 -0.6 -2.9 
-- Premium Nail Polish -1.8 0.6 3.0 
-- Mass Nail Polish -3.3 -0.8 -4.1 
- Nail Treatments/Strengthener -1.1 0.3 1.5 
-- Premium Nail Treatments/Strengthener -1.4 1.1 5.6 
-- Mass Nail Treatments/Strengthener -1.0 0.2 1.2 
- Polish Remover -0.6 0.9 4.5 
-- Premium Polish Remover - - - 
-- Mass Polish Remover -0.6 0.9 4.5 
- Other Nail Products 0.8 1.6 8.4 
-- Premium Other Nail Products -0.3 1.1 5.4 
-- Mass Other Nail Products 0.9 1.7 8.7 
Colour Cosmetics Sets/Kits 6.5 3.5 18.9 
- Premium Colour Cosmetics Sets/Kits 8.2 4.3 23.5 
- Mass Colour Cosmetics Sets/Kits 2.0 1.2 6.2 
Colour Cosmetics 3.8 2.2 11.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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DEODORANTS IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 9% in current terms in 2021 to USD5.3 billion  

▪ Deodorant pumps is the best performing category in 2021, with retail value sales increasing 

by 15% in current terms to USD564 million 

▪ Unilever Home & Personal Care USA is the leading player in 2021, with a retail value share of 

29% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2021 constant value CAGR of 

2%) over the forecast period to USD6.6 billion 

 

 

2021 DEVELOPMENTS 
 

Strong growth in demand for deodorants amidst COVID-19 recovery 

After a challenging year in 2020, in the wake of COVID-19 lockdowns, office closures, and the 

cancellation of social engagements, deodorants rebounded to value growth in 2021. As 

vaccination rates rose and case numbers fell, consumers increasingly returned to their normal 

level of social activity, as well as re-entering workplaces, albeit often in a phased and partial 

way. In particular, the reopening of gyms, restaurants, bars and clubs presented a substantial 

increase in usage occasions for all major deodorant formats, including sticks, sprays, roll-ons, 

pumps and creams. Having missed out on such occasions for a full year, consumers in many 

cases went out with higher frequency than before, further increasing growth rates, pushing them 

above pre-2020 levels in all formats. 

 

New-found growth for niche formats 

While the return to growth for deodorant sticks and deodorant sprays, the largest formats, was 

above previous trends in 2021, deodorant pumps and deodorant creams experienced unusually 

strong growth in this year. As a more socially-facing product in line with fragrances, pumps 

benefited considerably from the return of social engagements, as well as store reopening, which 

allowed for in-store scent sampling. By comparison, the growth of creams can be attributed to 

increased interest in natural formats and holistic wellness, with brands such as Little Seed Farm 

advertising gentler application on the skin and lack of ingredients such as aluminium, which are 

more commonly seen in sticks and sprays. However, roll-ons continued to decline, as in 

previous years, with no trends favouring their use over the more popular stick and spray 

alternatives. 

 

Clean beauty continues to climb 

Clean beauty trends, in particular the use of sustainable packaging and a preference for 

natural ingredients, continued to penetrate the deodorants category in 2021. Although these 

innovations were once largely the purview of niche indie brands, they have now been fully 

adopted by the major players. Large and well-known brands such as Old Spice, Secret and 

Dove launched product offerings that use recycled plastic, forego plastic altogether for 
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recyclable paper tubes, or even come in refillable cartridges. In addition, these same brands 

expanded their suite of products using natural ingredients, especially aluminium-free 

deodorants. Often, these sustainable packaging solutions and natural formulations are offered in 

the same product, showing brands’ awareness of the connections between these trends and 

consumers’ desire for clean beauty as a holistic practice. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Diversity and inclusion in deodorants 

Although product trends emphasising diversity and inclusion have permeated the beauty and 

personal care industry in the last few years, these values have not gained as much purchase in 

the deodorants category. However, this is likely to change in the coming years, as brands seek 

to engage in purpose-driven growth and capture new consumers in a highly mature category. 

One significant example of this trend comes from Unilever’s Degree brand, which this year 

began beta testing a new deodorant prototype for consumers with visual and upper limb 

disabilities. Alongside this new product, Unilever debuted a campaign championing the inclusion 

of people with disabilities and calling on the fitness industry to hire more disabled trainers. In the 

future, deodorant brands may cater to other aspects of diversity and inclusion, based on skin 

type, religious or culturally-based ingredient preferences, and more. 

 

Blurring of beauty and personal care brands 

In line with overall trends in terms of holistic care and multifunctional product lines, 

traditionally beauty-focused companies have entered the personal care space, including the 

deodorants category. Brands such as Biossance, Beauty Counter and Drunk Elephant have all 

launched deodorant offerings, often at premium prices and touting natural ingredients and 

sustainable packaging. Along the same lines, personal care brands have also launched 

deodorants which have functions aside from odour reduction. For example, Procter & Gamble’s 

Secret brand has introduced a new antiperspirant which features skin care ingredients designed 

to condition the skin and prevent signs of underarm shaving irritation. Other brands, such as 

Unilever’s Dove, have launched deodorants which claim to restore underarm skin tone or lighten 

dark spots. This blurring of beauty care and personal care in deodorants is likely to continue and 

expand in the coming years. 

 

Subscription models boost e-commerce growth 

Traditionally a smaller channel for sales of deodorants, e-commerce grew massively in 2020, 

as lockdowns prevented in-person shopping. One year later, it appears that predictions of 

sustained growth in this channel were correct, as consumers continue to purchase deodorants 

online. Moving forward, there are several areas within the online deodorants space that are 

likely to continue expanding. Subscription-based models have become increasingly popular 

across a variety of products, offering reduced prices and convenient regular delivery. These 

models also work well for sustainable product offerings, as demonstrated by direct-to-consumer 

brand Fussy, which uses a subscription model to send out refills for its reusable deodorant case 

made from recycled plastic. Both subscription models and smaller DTC brands are likely to see 

continued growth in e-commerce in the coming years. 

 

 

CATEGORY DATA 
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Table 42 Sales of Deodorants by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Deodorant Creams 50.5 49.7 49.9 50.2 47.5 50.3 
Deodorant Pumps 462.0 498.6 522.5 541.5 492.2 563.8 
Deodorant Roll-Ons 106.3 102.0 98.2 95.3 91.3 91.0 
Deodorant Sprays 1,266.2 1,334.6 1,359.7 1,381.8 1,369.4 1,471.2 
Deodorant Sticks 2,552.4 2,612.3 2,704.6 2,895.3 2,863.5 3,131.2 
Deodorant Wipes - - - - - - 
Deodorants 4,437.5 4,597.2 4,734.9 4,964.1 4,863.9 5,307.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 43 Sales of Deodorants by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Deodorant Creams 6.0 -0.1 -0.4 
Deodorant Pumps 14.5 4.1 22.0 
Deodorant Roll-Ons -0.3 -3.1 -14.4 
Deodorant Sprays 7.4 3.0 16.2 
Deodorant Sticks 9.3 4.2 22.7 
Deodorant Wipes - - - 
Deodorants 9.1 3.6 19.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 44 Sales of Deodorants by Premium vs Mass: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Premium 3.6 3.6 3.6 3.8 3.8 3.9 
Mass 96.4 96.4 96.4 96.2 96.2 96.1 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 45 NBO Company Shares of Deodorants: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Unilever Home & 30.3 30.5 30.0 30.3 28.8 
    Personal Care USA      
Procter & Gamble Co, The 24.6 25.3 25.6 27.5 26.9 
Bath & Body Works Inc - - - - 8.7 
Victoria's Secret & Co - - - - 6.1 
Colgate-Palmolive Co 3.2 3.1 2.9 2.9 2.5 
Zenlen Inc 0.1 0.3 1.0 1.9 2.4 
Dial Corp, The 3.3 3.1 2.9 2.8 2.4 
Revlon Inc 2.2 2.1 2.0 1.9 1.8 
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PDC Brands 1.9 1.7 1.7 1.6 1.6 
Church & Dwight Co Inc 1.7 1.6 1.5 1.5 1.3 
High Ridge Brands Co - - - - 0.8 
Kao Brands Co 0.6 0.6 0.5 0.5 0.5 
New Avon Co - - 0.5 0.4 0.4 
ILEX Consumer Products 0.7 0.7 0.7 0.4 0.4 
    Group LLC      
Amway Corp 0.2 0.2 0.2 0.2 0.2 
Newhall Laboratories Inc 0.3 0.2 0.2 0.2 0.2 
JAFRA Cosmetics 0.1 0.1 0.0 0.0 0.0 
    International Inc      
L Brands Inc 16.2 16.1 15.2 14.6 - 
Helen of Troy Ltd 1.1 1.0 0.9 0.9 - 
New Avon LLC 0.6 0.5 - - - 
Avon Products Inc - - - - - 
Gap Inc, The - - - - - 
Parfums de Coeur SA - - - - - 
Limited Brands Inc - - - - - 
Private Label 0.1 0.1 0.1 0.1 0.1 
Others 12.7 12.8 14.1 12.2 15.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 46 LBN Brand Shares of Deodorants: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Secret Procter & Gamble Co, The 13.0 12.7 13.3 12.6 
Old Spice Procter & Gamble Co, The 10.0 10.6 11.8 12.0 
Bath & Body Works Bath & Body Works Inc - - - 8.7 
Dove (Unilever Group) Unilever Home & 6.6 7.0 7.4 7.3 
 Personal Care USA     
Axe (Unilever Group) Unilever Home & 8.9 8.1 7.9 7.3 
 Personal Care USA     
Victoria's Secret Victoria's Secret & Co - - - 5.3 
Degree (Unilever Unilever Home & 5.3 5.0 5.0 4.7 
    Group) Personal Care USA     
Dove Men + Care Unilever Home & 4.0 4.1 4.3 4.1 
    (Unilever Group) Personal Care USA     
Degree for Men Unilever Home & 3.8 3.7 3.7 3.5 
    (Unilever Group) Personal Care USA     
Native (Procter & Zenlen Inc 0.3 1.0 1.9 2.4 
    Gamble Co, The)      
Gillette Series Procter & Gamble Co, The 2.3 2.3 2.4 2.3 
Right Guard (Henkel Dial Corp, The 2.7 2.5 2.4 2.1 
    AG & Co KGaA)      
Suave (Unilever Unilever Home & 2.0 2.0 2.0 1.9 
    Group) Personal Care USA     
Mitchum Revlon Inc 2.1 2.0 1.9 1.8 
Speed Stick Colgate-Palmolive Co 1.7 1.6 1.6 1.4 
Body Fantasies PDC Brands 1.2 1.1 1.1 1.1 
Arrid Church & Dwight Co Inc 1.0 1.0 1.0 0.8 
Pink Victoria's Secret & Co - - - 0.8 
Tom's of Maine Colgate-Palmolive Co 0.7 0.7 0.7 0.6 
Bod Man PDC Brands 0.5 0.6 0.5 0.5 
Sure High Ridge Brands Co - - - 0.5 
Lady Speed Stick Colgate-Palmolive Co 0.6 0.6 0.6 0.5 
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Ban (Kao Corp) Kao Brands Co 0.6 0.5 0.5 0.5 
Arm & Hammer Church & Dwight Co Inc 0.6 0.5 0.5 0.5 
Avon (LG Household New Avon Co - 0.5 0.4 0.4 
    & Health Care Ltd)      
Calgon Body Mist ILEX Consumer Products 0.7 0.7 0.4 0.4 
    (PDC Brands) Group LLC     
Dry Idea (Henkel AG Dial Corp, The 0.4 0.4 0.4 0.3 
    & Co KGaA)      
Brut High Ridge Brands Co - - - 0.3 
Body Series Amway Corp 0.2 0.2 0.2 0.2 
Soft & Dri (Village Newhall Laboratories Inc 0.2 0.2 0.2 0.2 
    Co, The)      
Bath & Body Works L Brands Inc 8.2 8.5 8.5 - 
Victoria's Secret L Brands Inc 6.8 5.8 5.3 - 
Pink L Brands Inc 1.1 0.9 0.8 - 
Sure Helen of Troy Ltd 0.6 0.6 0.5 - 
Brut Helen of Troy Ltd 0.4 0.3 0.3 - 
Avon New Avon LLC 0.5 - - - 
Private label Private Label 0.1 0.1 0.1 0.1 
Others Others 12.9 14.1 12.2 15.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 47 Forecast Sales of Deodorants by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Deodorant Creams 50.3 50.6 50.1 49.3 48.6 47.9 
Deodorant Pumps 563.8 590.4 606.7 618.3 628.2 637.3 
Deodorant Roll-Ons 91.0 86.7 81.9 77.1 72.4 68.8 
Deodorant Sprays 1,471.2 1,496.1 1,497.3 1,493.1 1,487.7 1,482.9 
Deodorant Sticks 3,131.2 3,230.8 3,309.5 3,381.5 3,439.9 3,490.5 
Deodorant Wipes - - - - - - 
Deodorants 5,307.6 5,454.7 5,545.4 5,619.2 5,676.7 5,727.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 48 Forecast Sales of Deodorants by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Deodorant Creams 0.6 -1.0 -4.8 
Deodorant Pumps 4.7 2.5 13.0 
Deodorant Roll-Ons -4.8 -5.4 -24.4 
Deodorant Sprays 1.7 0.2 0.8 
Deodorant Sticks 3.2 2.2 11.5 
Deodorant Wipes - - - 
Deodorants 2.8 1.5 7.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 49 Forecast Sales of Deodorants by Premium Vs Mass: % Value 2021-2026 
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% retail value rsp 
 2021 2022 2023 2024 2025 2026 
 
Premium 3.9 3.9 4.0 4.1 4.2 4.2 
Mass 96.1 96.1 96.0 95.9 95.8 95.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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DEPILATORIES IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 5% in current terms in 2021 to USD1.5 billion  

▪ Women’s pre-shave is the best performing category in 2021, with retail value sales increasing 

by 5% in current terms to USD147 million 

▪ The Procter & Gamble Co is the leading player in 2021, with a retail value share of 40% 

▪ Retail sales are set to rise at a current value CAGR of 1% (2021 constant value CAGR of -

2%) over the forecast period to USD1.5 billion 

 

 

2021 DEVELOPMENTS 
 

Uneven growth in hair removal products during COVID-19 recovery 

In 2020, depilatories was one of the few beauty and personal care categories that 

experienced growth instead of decline amidst COVID-19. With salons and professional services 

closed, women opted to carry out their hair removal routines at home, increasing sales of 

depilatories. In 2021, this growth continued overall. Although the reopening of professional hair 

removal establishments likely had a negative effect on sales of depilatories for use in the home, 

the overall return of social activities, as well as the return to the office, provided a boost to 

counteract this effect. As a result of these mixed factors, hair removers/bleaches grew at a 

slower rate than in 2020 in value terms, whilst women’s pre-shave and razors and blades grew 

at a slightly higher rate. 

 

Hair removers/bleaches grows sluggishly 

After a period of sustained decline in hair removers/bleaches, fuelled in part by concerns over 

safety and ingredients, this category saw newfound growth in 2020 as a result of home 

seclusion and lack of access to salons or professional hair removal services. In 2021, this 

growth continued, but at a slower rate than in the previous year. The reopening of these 

establishments reduced usage occasions for such at-home hair removal products, and previous 

concerns over product safety likely returned as more options for hair removal once again 

became available. However, since the COVID-19 pandemic is ongoing and continues to affect 

consumer behaviour, it is likely that a smaller but still substantial group of consumers kept using 

hair removers/bleaches instead of getting hair removed outside of the home. 

 

Women’s shave products experience accelerated growth 

After a year of growth driven by home seclusion in 2020, women’s razors and blades and 

women’s pre-shave saw continued growth in 2021, with even higher value growth rates than 

seen the previous year. While in recent years professional hair removal services cut into sales 

of women’s razors and blades, the return of social outings, as well as travel, presented a strong 

usage case for these products, which are generally quicker and cheaper than either professional 

hair removal or the use of depilatory creams. Large brands capitalised on this growth and on the 
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new players innovating in the category, with Edgewell acquiring fast-growing DTC brand Billie, 

following Procter & Gamble’s failed attempt to do the same in 2020. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Face shaving and dermaplaning grow in popularity 

One trend to watch out for in the forecast period is the growth of women’s face shaving 

products. Traditionally, women’s hair removal focused primarily on body hair, as opposed to 

male grooming products geared towards the face. However, in recent years there has been a 

growing movement to recognise the natural presence of facial hair in women and create 

products surrounding it. This development has dovetailed with the increased popularity of a 

practice known as “dermaplaning”, in which a special razor is used on the face, not only to 

remove hair, but also to improve the skin. Most commonly performed by a professional service, 

new brands such as Jill, established players like Schick, and even beauty-focused brands like 

Shiseido are now selling razors which allow for at-home dermaplaning. These products could 

become a significant growth area for women’s hair removal in the coming years. 

 

Shave clubs for women in the e-commerce era 

Although shave clubs have taken off in the men’s grooming category, thus far the same 

cannot be said for products focused on women. Brands such as Billie, Athena Club and All Girls 

Shave Club have experienced some growth over the past few years, but their market share and 

sales are not yet comparable to those of the shave clubs marketed towards men. However, this 

may change in the next few years, particularly with the growth of e-commerce for purchases of 

depilatories. As women increasingly buy their shaving products online, they may opt in greater 

numbers for the convenience and attractive price points of subscription services and shave 

clubs. Larger players such as Gillette Venus have attempted to provide subscription-style 

offerings to compete with new brands, but none so far have replicated their success, suggesting 

that it is mainly niche DTC brands that will benefit from this trend. 

 

Shaving as A part of lifestyle brands 

In recent years, lifestyle branding and influencer marketing became two dominant forces in 

beauty products, particularly colour cosmetics and skin care. Consumers have sought out 

brands which actively reflect their values and preferences, and often rely on influencers for 

product discovery and purchase recommendations. Now, these trends are beginning to spread 

to personal care products, growing alongside the blurring of beauty and personal care functions, 

as well as new considerations for sustainability and clean ingredients. The role of influencers in 

promoting dermaplaning and novel depilatory methods such as sugaring serve as examples of 

how these new trends are already affecting hair removal products.  

 

 

CATEGORY DATA 
 

Table 50 Sales of Depilatories by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Hair Removers/Bleaches 184.5 177.4 170.6 167.4 179.5 187.4 
Women's Pre-Shave 144.0 140.6 138.6 137.5 140.6 147.0 
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Women's Razors and Blades 1,146.0 1,083.0 1,059.6 1,064.6 1,093.7 1,143.4 
Depilatories 1,474.4 1,400.9 1,368.7 1,369.5 1,413.7 1,477.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 51 Sales of Depilatories by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Hair Removers/Bleaches 4.4 0.3 1.6 
Women's Pre-Shave 4.6 0.4 2.1 
Women's Razors and Blades 4.5 0.0 -0.2 
Depilatories 4.5 0.0 0.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 52 Sales of Women's Razors and Blades by Type: % Value Breakdown 2017-2021 

 

% retail value rsp 
 2017 2018 2019 2020 2021 
 
Disposables 50.7 50.5 48.8 48.3 47.0 
Systems 49.3 49.5 51.2 51.7 53.0 
Systems - Razors 20.4 20.6 21.9 22.3 23.9 
Systems - Refill Blades 28.8 28.9 29.3 29.3 29.1 
Other Razors and Blades 0.0 - - - - 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 53 NBO Company Shares of Depilatories: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Procter & Gamble Co, The 41.5 41.6 40.8 39.9 39.6 
Edgewell Personal Care 20.3 19.5 18.0 16.8 16.6 
    Brands LLC      
Bic Corp 13.5 13.0 13.4 12.8 11.6 
Church & Dwight Co Inc 5.5 5.8 5.7 6.0 6.0 
HF Global Inc - - 1.9 2.8 3.0 
Coty Inc 2.8 2.5 2.3 2.3 2.3 
Reckitt Benckiser Inc 1.8 1.8 1.7 1.8 1.8 
Perio Inc 1.6 1.5 1.5 1.5 1.4 
Aussie Nad's US Corp 0.6 0.6 0.6 0.6 0.6 
SoftSheen-Carson 0.6 0.6 0.6 0.6 0.6 
    Laboratories      
Mary Kay Inc 0.3 0.3 0.2 0.2 0.2 
New Avon Co - - 0.2 0.2 0.2 
Parissa Labs Inc 0.1 0.1 0.1 0.1 0.1 
New Avon LLC 0.2 0.2 - - - 
Avon Products Inc - - - - - 
Schick-Wilkinson Sword - - - - - 
Private Label 7.2 7.0 6.4 6.0 5.8 
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Others 4.0 5.5 6.5 8.4 10.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 54 LBN Brand Shares of Depilatories: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Gillette Venus Procter & Gamble Co, The 39.7 39.0 38.2 37.9 
Schick Edgewell Personal Care 14.5 13.4 12.4 12.2 
 Brands LLC     
Bic for Women Bic Corp 13.0 13.4 12.8 11.6 
    (Société Bic SA)      
Nair Church & Dwight Co Inc 5.8 5.7 6.0 6.0 
Skintimate Edgewell Personal Care 4.9 4.6 4.4 4.4 
 Brands LLC     
Flamingo HF Global Inc - 1.9 2.8 3.0 
Sally Hansen Coty Inc 2.5 2.3 2.3 2.3 
Veet (Reckitt Reckitt Benckiser Inc 1.8 1.7 1.8 1.8 
    Benckiser Group Plc      
    (RB))      
Gillette Satin Care Procter & Gamble Co, The 1.8 1.8 1.7 1.7 
Pure Silk Perio Inc 1.5 1.5 1.5 1.4 
Nad's (SI & D Aussie Nad's US Corp 0.6 0.6 0.6 0.6 
    (Aust) Pty Ltd)      
Magic Shave SoftSheen-Carson 0.6 0.6 0.6 0.6 
    (L'Oréal Groupe) Laboratories     
Mary Kay Mary Kay Inc 0.3 0.2 0.2 0.2 
Avon (LG Household New Avon Co - 0.2 0.2 0.2 
    & Health Care Ltd)      
Parissa Parissa Labs Inc 0.1 0.1 0.1 0.1 
Olay Procter & Gamble Co, The 0.1 0.0 - - 
Avon New Avon LLC 0.2 - - - 
Nad's (LifeSource Aussie Nad's US Corp - - - - 
    Group Pty Ltd)      
Avon Avon Products Inc - - - - 
Schick (Energizer Schick-Wilkinson Sword - - - - 
    Holdings Inc)      
Skintimate Schick-Wilkinson Sword - - - - 
    (Energizer Holdings      
    Inc)      
Private label Private Label 7.0 6.4 6.0 5.8 
Others Others 5.5 6.5 8.4 10.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 55 Forecast Sales of Depilatories by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Hair Removers/Bleaches 187.4 183.3 177.3 171.3 165.4 160.1 
Women's Pre-Shave 147.0 148.3 147.4 145.9 143.5 141.3 
Women's Razors and Blades 1,143.4 1,142.3 1,127.2 1,098.2 1,069.7 1,040.8 
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Depilatories 1,477.8 1,473.9 1,451.9 1,415.3 1,378.6 1,342.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 56 Forecast Sales of Depilatories by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Hair Removers/Bleaches -2.2 -3.1 -14.6 
Women's Pre-Shave 0.9 -0.8 -3.9 
Women's Razors and Blades -0.1 -1.9 -9.0 
Depilatories -0.3 -1.9 -9.2 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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FRAGRANCES IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 42% in current terms in 2021 to USD11.5 billion  

▪ Premium fragrances is the best performing category in 2021, with retail value sales increasing 

by 46% in current terms to USD10.5 billion 

▪ L’Oréal USA Inc is the leading player in 2021, with a retail value share of 13% 

▪ Retail sales are set to grow at a current value CAGR of 5% (2021 constant value CAGR of 

2%) over the forecast period to USD14.8 billion 

 

 

2021 DEVELOPMENTS 
 

Self-care and feel-good trends drive the standout performance of 
fragrances in 2021 

Far outperforming skin care and hair care in terms of current value growth, fragrances was 

one of the biggest beauty stars in 2021, as consumers carried over their appreciation for the 

way home fragrances impacted their day-to-day activities from lockdown into traditional 

fragrances as social activities re-emerged. While fragrances were previously reserved for 

special occasions, and were often used to appeal to others, consumers focused on the personal 

benefits, such as evoking positive memories or emotions, repositioning fragrance into a feel-

good self-care product. In fact, Euromonitor’s VIA (2020-2021), which tracks Stock Keeping 

Units (SKUs) sold online, revealed that the number of SKUs with mood-enhancing attributes 

rose by triple-digits, suggesting that consumers indulged in fragrances as a way to relax, escape 

or be reminded of less tumultuous times, supporting their overall wellness. This wellness 

positioning encouraged the gifting of fragrances, as consumers looked for small ways to show 

appreciation to their friends and family. In turn, players have transformed their messaging to 

emphasise self-care, instead of attraction and lust, which used to dominate marketing. For 

instance, Marc Jacobs Perfect launched a campaign on TikTok, wanting to instil the message 

#PerfectAsIAm by encouraging consumers to duet its videos and show off their “‘perfect 

imperfections”.  

The shift has also inspired fragrance creation, with players leaning into consumer demand for 

functional fragrances that support wellbeing and mood enhancement. For instance, Louis 

Vuitton launched On the Beach in 2021, with the unisex fragrance drawing inspiration and 

attempting to evoke the feeling of spending summer days at a California beach through its 

fragrance notes, including yuzu (Japanese citrus) and neroli oil. On the other hand, The Nue 

Co.’s Mind Energy answered consumer demand for added mental benefits by using 

neuroscience technology to create a scent that boosts focus and energy. Taking it one step 

further, INARA blended the world of fine fragrances, aromatherapy and meditation with its 

INARA Signature launch. To evoke a feeling of calmness, the perfume uses citrus and woody 

notes, and is accompanied by an at-home meditation tool, conditioning the brain to link the 

memory of calm emotions with this scent. Such developments signal the new status quo of 

fragrances, which is increasingly driven by a consumer quest for wellbeing and intrinsic value. 
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Consumers show A willingness to invest in premium fragrances, with 
players turning to discovery kits to encourage purchases 

The tremendous performance of fragrances in 2021 would not have been possible without 

premiumisation, with premium fragrances now surpassing the sales of premium skin care. 

Consumers gravitated towards higher-priced and more concentrated products (e.g., eau de 

parfum, parfum or perfume oils), leading to double-digit unit price growth, which further 

propelled value sales. For instance, prestige unisex brand Byredo with 50ml fragrances starting 

at USD196, reported it far surpassed its 2019 sales levels in 2021. In terms of fragrance 

profiles, some established scents benefited from consumer nostalgia, with classics such as 

Jean Paul Gaultier Le Mâle and Maison Margiela’s REPLICA range appealing to those looking 

for scents to evoke sentimental memories. This encouraged some players to relaunch historic 

scents to tap into the opportunity, such as mass player The Body Shop’s White Musk Eau de 

Toilette. However, some consumers wanted to explore new fragrances, with digital efforts being 

essential in overcoming hurdles with discovery. 

With the pandemic putting a spotlight on online shopping, players have experimented with 

new ways of reaching and retaining consumers. Henry Rose, Arquiste, and new entrant to 

fragrances Boy Smells started offering low-cost travel-sized discovery sets as a customer 

acquisition tool, with Henry Rose and Arquiste offering credit that could then be applied to a full-

sized purchase. Even online retailers joined in, with Escentual launching blind trial discovery 

sets, which sold out every month in 2021, allowing consumers to experiment with mystery 

fragrances ranging from indie to mass and designer brands, also offering the option to register 

for a live Facebook event with an expert to learn more about fragrance profiles. As consumers 

looked to build their fragrance libraries, low-cost subscription options such as Scentbox or 

Scentbird appealed, with the latter offering fragrance quizzes to help consumers get 

personalised recommendations before making their selection. Aside from encouraging 

discovery, these sets also empowered consumers to find unique fragrances that amplify their 

personalities, encouraging experimentation with different scents based on their mood. The 

development may point towards mini packaging trends moving forward, as travel-sized products 

or “purse sprays” may be a more cost-effective route to building a fragrance library and offering 

more convenience in terms of switching between fragrances based on one’s mood. 

 

Digitalisation efforts focus on new ways of reaching and building 
connections with consumers 

Players’ strategies remained focused on digitalisation in 2021, taking the opportunity to further 

nurture online communities and encourage discovery through various digital efforts, such as 

virtual worlds and storytelling. Some players turned to building connections on the educational 

front, with The Perfume Shop hosting a series of virtual events where consumers could learn 

from and directly interact with perfumers to learn about the fragrance creation process. Other 

players focused on delivering a new user experience, such as Paco Rabanne with its Phantom 

launch, with the touch of a smartphone on the robot-shaped bottle allowing users to access the 

digital Phantom universe with exclusive and curated content. Meanwhile, Viktor & Rolf worked 

with Ircam Amplify to offer a new immersive fragrance experience for consumers. Together, they 

created a sound sample for the launch of Spicebomb Infrared to mimic the traditional olfactory 

experience online, choosing sounds such as a heartbeat that would raise the body’s 

temperature and mimic the sensation of smelling Phantom.  

Virtual worlds have become an avenue for storytelling and building connections, allowing 

consumers to not only learn about a brand’s journey, but also become part of it. For instance, 

Puig launched Penhaligon’s Portraits Virtual Mansion, an immersive and interactive world 

consumers can explore while learning about fragrances and their ingredients in a fun way. 
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Referencing its English roots, the whimsical mansion features family portraits for each fragrance 

and hidden surprises such as cocktail recipes. On the other hand, Gucci Flora Gorgeous 

Gardenia launched an anime dream world, drawing inspiration from its #FloralFantasy 

campaign, where Miley Cyrus turns into an animated character before being transported into the 

“floral fantasy”. Some players have started looking at ways of merging online and real-life 

communities, as seen by Rook Perfume’s four-month long non-fungible token (NFT) experience, 

the Scent of the Metaverse. By purchasing an NFT, consumers are welcomed to the metaverse 

community, where they have direct access to perfume creators via chats, learning sessions and 

interactive games, culminating in the group creation of a physical perfume, to which consumers 

will have co-creation rights. Such digital efforts are lifting the experience and exclusivity of 

brands, opening up new ways for consumers to interact and fall in love with fragrances, with 

more brands expected to bring consumers into the creation process moving forward. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

While travel retail and tightening economic constraints could moderate 
growth over the forecast period, premium brands and unisex offerings 
will continue driving growth 

While growth in fragrances is set to continue throughout the forecast period, a slowdown will 

be experienced, especially in 2022, as travel retail and other beauty categories, such as colour 

cosmetics, continue recovering, taking back their share of consumer spending. Premium 

fragrances benefited from being a small luxury, but growing inflation and tightening budgets with 

the loss of stimulus payments could curb consumers’ enthusiasm, which may open up 

opportunities for mass/masstige brands. While travel retail was hard-hit by the pandemic, the 

trend of duty free exclusive pre-launches points towards the start of recovery. Puig pre-launched 

Phantom in 2021 with various pop-ups in travel retail locations in the Americas, Asia Pacific, 

Europe and the Middle East. Likewise, Moncler’s first fragrance line started with a pre-launch in 

Qatar Duty Free in January 2022, before a global rollout. Since fragrances are amongst the top 

duty free products, players are likely to focus on invigorating the channel, which would 

cannibalise domestic sales. However, the timeline of recovery remains murky, as an important 

consumer base, Chinese consumers, continues to have limited mobility due to lockdowns. 

Nevertheless, premium fragrances will continue outperforming mass fragrances in the 

forecast period. With more concentrated offerings leading growth in 2021, advances are 

expected to be made in terms of extraction. Vapor Distilled has been in licensing talks with 

fragrance manufacturers concerning its new cannabis-inspired technology to extract more 

potent scents using fewer raw materials, less time and energy in the process. Likewise, 

fragrance oils may become more popular, as seen by Amouge’s plans to introduce an even 

more concentrated fragrance oil at USD500 per 100ml bottle. Some mass players have already 

started responding to the consumer demand for longer-lasting fragrances, such as Duke 

Cannon with its launch of solid cologne balm made of natural and organic ingredients. Given the 

stark competition, mass players may look to compete with dupes, replicating premium scents at 

mass prices (e.g., Oil Perfumery’s impression of Kilian, and Alt Fragrances Farouche, inspired 

by Sauvage). Mass players should take note of premium players’ efforts to improve the 

experience of fragrances and offer added value such as personalisation to consumers (e.g., 

Target’s Mix:Bar, which allows consumers to layer various fragrance notes to create a 

personalised fragrance). Leaning into the functional fragrance trend could also give mass 

players a lift, with Addison Rae Fragrance’s newly launched AF Collection, which speaks to the 
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growing demand for mood-boosting fragrances with its three scents: Happy AF, Hyped AF, and 

Chill AF. 

As fragrance creation will increasingly be guided by emotions, unisex fragrances are primely 

positioned to benefit from the shift away from gender-coded ingredients. Indeed, suppliers such 

as Firmenich cited an uptick in a unisex approach to fragrance creation in 2021, a phenomenon 

that will continue into the forecast period. Already, VIA (2020-2021) revealed that the number of 

SKUs with a unisex attribute grew 34%, and the standout performance of unisex brands such as 

Maison Margiela and Jo Malone in 2021 signals the opportunities that lie ahead. Changes at the 

retail level also point to growth for unisex fragrances, for example new Ulta store openings will 

start displaying fragrances based on brand, instead of gender. 

 

Expect A functional future, driven by technology and science-backed 
claims 

As fragrances continue their transformation into wellness and self-care-oriented products, the 

forecast period is set to see a functional future, driven by technological advances and science-

backed claims. With emotional or mood-based factors already driving purchasing decisions, 

players and suppliers will double down on their innovative efforts to provide consumers with truly 

functional fragrances. Already, suppliers such as Firmenich and Givaudan have launched 

programmes, EmotiOn and MoodScentz respectively, to help measure and define the links 

between certain scents and emotions, aiding in the creation of truly functional fragrances. In late 

2021, Givaudan also started rolling out DigiPulse in the US, an olfactive social listening tool 

powered by AI, through which consumers’ online feedback on fragrances is scraped and then 

analysed to guide future creation. Such developments suggest that investing in decoding the 

links between scents and emotions will be required to best deliver the mood-boosting benefits 

that consumers are looking to get from their fragrances. 

The retail experience of fragrances is also in line for reinvention, expanding on the vast 

improvements seen in the digital realm during the pandemic. Combining personalisation, 

innovation, and AI, L’Oréal revealed plans to release a neurotech headset system in flagship 

Yves Saint Laurent stores in 2022 onwards (although it did not disclose which countries at the 

time of writing). Through a partnership with neurotechnology firm Emotiv, the pair have created 

a new retail experience centred on a headset which will recommend a personalised scent to 

consumers based on their emotional reactions to different scent families. On the other hand, 

Coty developed a new touchless fragrance sampling device, with plans to start testing in 

European and Asian retailers. The device addresses the safety and hygiene concerns brought 

about by the pandemic, while also reducing waste, since it dispenses the fragrances straight to 

a person’s skin rather than into the air. Brands such as Byredo, Maison Francis Kurkdjian and 

Gucci already started launching physical pop-ups for fragrance launches in late 2021, and such 

activations should help bring excitement and freshness to consumers, lifting the in-store 

fragrance experience. 

 

Players will experiment with different avenues to meet demands for 
sustainability 

Sustainability in fragrances will be desired, expanding on the wellness trend, but in relation to 

the wellbeing of the planet. Indie, legacy, and mass brands continue repositioning themselves 

as “clean”, with claims such as “cruelty-free”, “no artificial fragrances”, “vegan”, “no parabens” 

and “natural” showing growth on VIA (2020-2021). However, this “clean-washing” is 

encouraging players to investigate other facets of sustainability to stand out in an increasingly 

crowded environment. Some players are focusing on answering the demand for transparency, 

with L’Oréal rolling out its voluntary fragrance ingredient disclosure model in the US. The model 
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allows users to access a product’s list of ingredients, their origin, and their function in the 

formulation, with plans to add more brands and countries in the forecast period. On the other 

hand, Natura & Co, owner of brands such as The Body Shop, is focusing on creating a more 

circular and socially responsible supply chain through commitments such as net zero in 10 

years, zero deforestation by 2025, and 95% natural or renewable ingredients. Meanwhile, 

brands such as Giorgio Armani, Dior, Mugler and Lanco^me started releasing refillable or 

recyclable fragrances, and even Chanel launched a limited edition of its Nº5 fragrance in a bottle 

made of recycled material. While the cost of sustainable efforts deters some players from 

innovating, those who lean into the growing demand for clean, natural, sustainable, and socially 

responsible fragrances will fare best, with these offerings generally able to yield a higher 

average selling price. 

Collaborations could offer unique opportunities to fragrance players to lift their exclusivity and 

tell a more exciting brand story as they attempt to reach a wider consumer base. The gaming 

world, which was amplified as consumers spent more time at home, is already luring in players 

such as Gucci and Paco Rabanne, who want to create more interactive brand experiences, 

especially for younger consumers. Following the moves of fashion players, players could turn to 

collaborations with streetwear brands, such as the Palm Angels x 19-69 fragrance collection, 

which successfully tapped into the California counterculture to which both players appeal. Such 

efforts could provide a way for brands to stand out in an increasingly competitive environment, 

as non-fragrance players (e.g., Sam Edelman, Moncler, etc.) and hair care players (e.g., Sol de 

Janeiro, Moroccanoil, Dae, etc.) continue entering the booming category. 

 

 

CATEGORY DATA 
 

Table 57 Sales of Fragrances by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Premium Fragrances 6,890.2 7,205.3 7,536.6 7,726.9 7,169.5 10,473.0 
- Premium Men's 1,498.4 1,552.4 1,627.9 1,683.2 1,551.2 2,164.1 
    Fragrances       
- Premium Women's 4,012.8 4,191.5 4,355.6 4,453.8 4,115.7 6,114.7 
    Fragrances       
- Premium Unisex 369.0 422.2 488.4 515.4 490.1 717.1 
    Fragrances       
- Premium Fragrance 1,009.9 1,039.2 1,064.6 1,074.7 1,012.6 1,477.0 
    Sets/Kits       
Mass Fragrances 1,153.4 1,096.8 1,043.6 1,010.7 924.9 1,011.2 
- Mass Men's Fragrances 249.6 239.2 229.3 224.1 216.3 225.9 
- Mass Women's Fragrances 695.2 664.3 630.9 606.6 556.0 626.4 
- Mass Unisex Fragrances 5.3 5.1 5.0 4.9 4.6 4.9 
- Mass Fragrance Sets/ 203.3 188.2 178.5 175.0 148.0 154.0 
    Kits       
Fragrances 8,043.6 8,302.1 8,580.2 8,737.6 8,094.5 11,484.2 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 58 Sales of Fragrances by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
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Premium Fragrances 46.1 8.7 52.0 
- Premium Men's Fragrances 39.5 7.6 44.4 
- Premium Women's Fragrances 48.6 8.8 52.4 
- Premium Unisex Fragrances 46.3 14.2 94.3 
- Premium Fragrance Sets/Kits 45.9 7.9 46.2 
Mass Fragrances 9.3 -2.6 -12.3 
- Mass Men's Fragrances 4.4 -2.0 -9.5 
- Mass Women's Fragrances 12.7 -2.1 -9.9 
- Mass Unisex Fragrances 5.4 -1.6 -7.9 
- Mass Fragrance Sets/Kits 4.0 -5.4 -24.2 
Fragrances 41.9 7.4 42.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 59 NBO Company Shares of Fragrances: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 12.8 13.2 13.1 14.6 12.9 
Estée Lauder Cos Inc 12.2 12.1 12.1 11.0 10.2 
Coty Inc 14.0 13.0 12.2 11.4 9.8 
LVMH Perfums & 8.6 9.3 9.8 9.9 9.2 
    Cosmetics USA Inc      
Chanel USA Inc 6.5 6.7 6.6 6.8 6.4 
Puig Prestige Beauty 4.3 4.4 4.5 4.2 5.0 
Shiseido Americas Corp 4.0 3.9 4.0 4.5 3.9 
Elizabeth Arden Co 5.5 5.0 4.5 4.3 3.4 
YSL Beauté SA 2.9 3.0 3.0 3.0 2.7 
Inter Parfums Inc 2.4 2.5 2.5 2.4 2.7 
Victoria's Secret & Co - - - - 2.5 
Bath & Body Works Inc - - - - 1.2 
Mary Kay Inc 1.4 1.3 1.2 1.2 0.8 
Hermès International SCA 0.8 0.9 0.9 0.9 0.8 
Philosophy Inc 0.8 0.9 1.0 0.9 0.8 
Burberry USA 0.8 0.8 0.8 0.8 0.8 
New Avon Co - - 0.9 0.9 0.7 
Procter & Gamble Co, The 0.6 0.5 0.5 0.5 0.4 
JAFRA Cosmetics 0.4 0.3 0.4 0.5 0.3 
    International Inc      
Salvatore Ferragamo SpA 0.3 0.5 0.5 0.4 0.3 
L'Occitane en Provence 0.2 0.2 0.2 0.2 0.2 
PDC Brands 0.2 0.2 0.2 0.2 0.1 
Revlon Inc 0.2 0.2 0.1 0.1 0.1 
Farmasi US LLC - - - 0.1 0.1 
L Brands Inc 4.9 4.7 4.7 4.1 - 
Helen of Troy Ltd 0.1 0.1 0.1 0.1 - 
Clarins SA 1.4 1.3 1.3 - - 
New Avon LLC 1.0 1.0 - - - 
Avon Products Inc - - - - - 
Limited Brands Inc - - - - - 
Private Label 0.3 0.3 0.2 0.2 0.1 
Others 13.6 13.9 14.6 16.9 24.6 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 60 LBN Brand Shares of Fragrances: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Jo Malone London Estée Lauder Cos Inc 1.8 1.9 2.0 1.9 
Chanel N°5 (Chanel Chanel USA Inc 1.9 1.9 2.0 1.8 
    SA)      
Coco Mademoiselle Chanel USA Inc 1.9 1.9 1.9 1.8 
    (Chanel SA)      
Acqua di Giò pour L'Oréal USA Inc 1.9 1.8 1.9 1.6 
    Homme (L'Oréal      
    Groupe)      
Tom Ford Estée Lauder Cos Inc 1.4 1.4 1.4 1.4 
Chance (Chanel SA) Chanel USA Inc 1.2 1.2 1.2 1.2 
Bath & Body Works Bath & Body Works Inc - - - 1.2 
Clinique Estée Lauder Cos Inc 1.1 1.1 1.0 1.0 
Viktor & Rolf L'Oréal USA Inc 1.1 1.1 1.1 1.0 
    Flowerbomb (L'Oréal      
    Groupe)      
Ralph Lauren Polo L'Oréal USA Inc 1.1 1.1 1.1 1.0 
    (L'Oréal Groupe)      
Michael Kors Estée Lauder Cos Inc 1.1 1.1 1.1 1.0 
Jean Paul Gaultier Puig Prestige Beauty 0.7 0.8 0.7 1.0 
    Le Mâle (Puig SL)      
Giorgio Armani Code L'Oréal USA Inc 1.0 1.0 1.0 0.9 
    Pour Homme (L'Oréal      
    Groupe)      
Tory Burch Shiseido Americas Corp - - 1.0 0.9 
    (Shiseido Co Ltd)      
Mary Kay Mary Kay Inc 1.3 1.2 1.2 0.8 
Marc Jacobs Coty Inc 1.1 1.1 0.9 0.8 
Hermès Hermès International SCA 0.9 0.9 0.9 0.8 
Philosophy (Coty Inc) Philosophy Inc 0.9 1.0 0.9 0.8 
Dolce & Gabbana Shiseido Americas Corp 1.0 1.1 0.9 0.8 
    Light Blue      
    (Shiseido Co Ltd)      
Prada Candy Puig Prestige Beauty - - - 0.8 
    (L'Oréal Groupe)      
Burberry (Coty Inc) Burberry USA 0.8 0.8 0.8 0.8 
Bleu de Chanel Chanel USA Inc 0.7 0.8 0.8 0.7 
    (Chanel SA)      
Avon (LG Household New Avon Co - 0.9 0.9 0.7 
    & Health Care Ltd)      
Euphoria Coty Inc 0.8 0.8 0.8 0.6 
Yves Saint Laurent YSL Beauté SA 0.7 0.7 0.7 0.6 
    Black Opium      
    (L'Oréal Groupe)      
J'adore (LVMH Moët LVMH Perfums & 0.6 0.6 0.6 0.6 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Estée Lauder Estée Lauder Cos Inc 0.7 0.7 0.7 0.6 
    Beautiful      
Donna Karan Estée Lauder Cos Inc 0.5 0.5 0.5 0.5 
    Cashmere Mist      
Thierry Mugler L'Oréal USA Inc - - 0.5 0.5 
    Angel (L'Oréal      
    Groupe)      
Victoria's Secret Victoria's Secret & Co - - - 0.5 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  68 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

    Very Sexy for Her      
Bath & Body Works L Brands Inc 1.3 1.3 1.4 - 
Prada Candy (Puig SL) Puig Prestige Beauty 0.7 0.7 0.7 - 
Victoria's Secret L Brands Inc 0.7 0.7 0.5 - 
    Very Sexy for Her      
Tory Burch Estée Lauder Cos Inc 1.0 1.0 - - 
Thierry Mugler Angel Clarins SA 0.6 0.6 - - 
Avon New Avon LLC 1.0 - - - 
Private label Private Label 0.3 0.2 0.2 0.1 
Others Others 68.3 68.3 68.6 71.4 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 61 LBN Brand Shares of Premium Men's Fragrances: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Acqua di Giò pour L'Oréal USA Inc 9.8 9.6 9.7 8.7 
    Homme (L'Oréal      
    Groupe)      
Ralph Lauren Polo L'Oréal USA Inc 5.8 5.8 5.9 5.3 
    (L'Oréal Groupe)      
Jean Paul Gaultier Puig Prestige Beauty 3.9 3.9 3.7 5.0 
    Le Mâle (Puig SL)      
Giorgio Armani Code L'Oréal USA Inc 5.4 5.3 5.4 4.8 
    Pour Homme (L'Oréal      
    Groupe)      
Bleu de Chanel Chanel USA Inc 3.9 3.9 4.1 3.8 
    (Chanel SA)      
Hermès Hermès International SCA 2.4 2.4 2.4 2.3 
Dolce & Gabbana The Shiseido Americas Corp 2.9 2.9 2.6 2.2 
    One For Men      
    (Shiseido Co Ltd)      
Paco Rabanne pour Puig Prestige Beauty 1.5 1.7 1.7 2.2 
    Homme (Puig SL)      
Gucci Guilty pour Coty Inc 2.2 2.2 2.2 2.1 
    Homme      
Burberry (Coty Inc) Burberry USA 2.0 2.0 2.0 2.0 
Dolce & Gabbana Shiseido Americas Corp 2.5 2.5 2.2 1.8 
    Light Blue pour      
    Homme (Shiseido Co      
    Ltd)      
Michael Kors Estée Lauder Cos Inc 1.7 1.7 1.6 1.5 
Azzaro Chrome L'Oréal USA Inc - - 1.2 1.0 
    (L'Oréal Groupe)      
Givenchy Pi (LVMH LVMH Perfums & 0.9 1.0 1.0 0.9 
    Moët Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Estée Lauder Lauder Estée Lauder Cos Inc 1.2 1.2 1.2 0.9 
    for Men      
Nautica Coty Inc 1.1 1.0 1.0 0.8 
Viktor & Rolf L'Oréal USA Inc 0.8 0.7 0.8 0.7 
    Spicebomb (L'Oréal      
    Groupe)      
Davidoff Cool Water Coty Inc 0.8 0.8 0.7 0.6 
    for Men      
Aramis Estée Lauder Cos Inc 0.7 0.6 0.6 0.6 
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Drakkar Noir L'Oréal USA Inc 0.6 0.6 0.6 0.6 
    (L'Oréal Groupe)      
Azzaro Chrome Clarins SA 1.4 1.4 - - 
Others Others 48.3 48.9 49.3 52.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 62 LBN Brand Shares of Premium Women's Fragrances: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Chanel N°5 (Chanel Chanel USA Inc 3.7 3.7 3.8 3.5 
    SA)      
Coco Mademoiselle Chanel USA Inc 3.7 3.6 3.8 3.4 
    (Chanel SA)      
Chance (Chanel SA) Chanel USA Inc 2.4 2.4 2.4 2.2 
Viktor & Rolf L'Oréal USA Inc 2.1 2.1 2.2 1.9 
    Flowerbomb (L'Oréal      
    Groupe)      
Marc Jacobs Coty Inc 2.1 2.1 1.8 1.6 
Clinique Estée Lauder Cos Inc 1.8 1.8 1.7 1.6 
Dolce & Gabbana Shiseido Americas Corp 2.0 2.1 1.8 1.4 
    Light Blue      
    (Shiseido Co Ltd)      
Prada Candy Puig Prestige Beauty - - - 1.4 
    (L'Oréal Groupe)      
Michael Kors Estée Lauder Cos Inc 1.5 1.5 1.6 1.3 
Tory Burch Shiseido Americas Corp - - 1.5 1.3 
    (Shiseido Co Ltd)      
Euphoria Coty Inc 1.6 1.6 1.5 1.2 
Yves Saint Laurent YSL Beauté SA 1.3 1.3 1.3 1.1 
    Black Opium      
    (L'Oréal Groupe)      
J'adore (LVMH Moët LVMH Perfums & 1.1 1.3 1.3 1.1 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
Estée Lauder Estée Lauder Cos Inc 1.3 1.3 1.3 1.0 
    Beautiful      
Philosophy (Coty Inc) Philosophy Inc 1.3 1.4 1.2 1.0 
Donna Karan Estée Lauder Cos Inc 1.0 1.0 1.0 0.9 
    Cashmere Mist      
Thierry Mugler L'Oréal USA Inc - - 1.0 0.9 
    Angel (L'Oréal      
    Groupe)      
Burberry (Coty Inc) Burberry USA 0.8 0.8 0.8 0.7 
Estée Lauder Estée Lauder Cos Inc 1.0 1.0 0.9 0.7 
    Pleasures      
Romance (L'Oréal L'Oréal USA Inc 0.8 0.8 0.8 0.7 
    Groupe)      
Prada Candy (Puig SL) Puig Prestige Beauty 1.4 1.5 1.3 - 
Tory Burch Estée Lauder Cos Inc 1.5 1.5 - - 
Thierry Mugler Angel Clarins SA 1.1 1.1 - - 
Others Others 66.2 66.3 66.9 71.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 63 Forecast Sales of Fragrances by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Premium Fragrances 10,473.0 10,478.3 10,874.7 11,222.2 11,556.4 11,874.7 
- Premium Men's 2,164.1 2,117.1 2,183.9 2,243.9 2,299.3 2,349.0 
    Fragrances       
- Premium Women's 6,114.7 6,239.0 6,477.0 6,681.8 6,880.5 7,070.5 
    Fragrances       
- Premium Unisex 717.1 708.1 745.2 780.0 814.0 848.7 
    Fragrances       
- Premium Fragrance 1,477.0 1,414.1 1,468.7 1,516.6 1,562.5 1,606.5 
    Sets/Kits       
Mass Fragrances 1,011.2 1,009.4 1,007.7 1,003.0 995.4 984.1 
- Mass Men's Fragrances 225.9 226.6 225.3 222.9 219.6 214.8 
- Mass Women's Fragrances 626.4 624.6 625.7 625.4 623.9 620.7 
- Mass Unisex Fragrances 4.9 4.9 4.9 5.0 4.9 4.9 
- Mass Fragrance Sets/ 154.0 153.2 151.8 149.8 146.9 143.6 
    Kits       
Fragrances 11,484.2 11,487.7 11,882.4 12,225.2 12,551.7 12,858.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 64 Forecast Sales of Fragrances by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Premium Fragrances 0.1 2.5 13.4 
- Premium Men's Fragrances -2.2 1.7 8.5 
- Premium Women's Fragrances 2.0 2.9 15.6 
- Premium Unisex Fragrances -1.3 3.4 18.3 
- Premium Fragrance Sets/Kits -4.3 1.7 8.8 
Mass Fragrances -0.2 -0.5 -2.7 
- Mass Men's Fragrances 0.3 -1.0 -4.9 
- Mass Women's Fragrances -0.3 -0.2 -0.9 
- Mass Unisex Fragrances 0.7 0.1 0.7 
- Mass Fragrance Sets/Kits -0.5 -1.4 -6.7 
Fragrances 0.0 2.3 12.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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HAIR CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 8% in current terms in 2021 to USD15.5 billion  

▪ Salon professional hair care is the best performing category in 2021, with retail value sales 

growing by 25% in current terms to USD3.7 billion 

▪ L’Oréal USA Inc is the leading player in 2021, with a retail value share of 20% 

▪ Retail sales are set to grow at a current value CAGR of 3% (2021 constant value CAGR of 

1%) over the forecast period to USD18.3 billion 

 

 

2021 DEVELOPMENTS 
 

Salon professional hair care rebounds following the acceleration of 
purchases outside the salon 

Following a slump in sales in salon professional hair care in 2020 due to salon closures during 

the early stages of the COVID-19 pandemic, the category rebounded strongly in 2021, due to 

social media and the acceleration of sales made in online retailers. Previously, brands such as 

Olaplex and Moroccanoil made a majority of their sales through salons; however, with beauty 

discovery switching largely online during the pandemic, so did the point of sale. Similar to skin 

care, consumers are increasingly looking for science-based efficacious products that are 

transparent and show noticeable improvement in their hair. With social media supplying no 

shortage of reviews and “before and afters”, consumers are able to cross-compare, educate 

themselves, and purchase their desired products, all online. Moving forward, salon professional 

hair care will be less reliant on salons as the point of sale, as beauty specialist retailers also look 

to expand their salon offerings. 

 

Colourants sees A dip in demand as DIY hair care loses momentum but 
continues to see innovation 

In 2021, the return of social interactions, public-facing activities and salon services slightly 

retracted the historic growth of colourants seen in 2020. During the pandemic, consumers 

anxiously looked online and in-store for hair colouring products that could touch-up their roots or 

allow for experimentation with new and trendy hair colours. However, with less time spent at 

home and hair dyeing mistakes that needed fixing, many consumers steadily returned to salons 

to get their hair treated and professionally dyed. While in the short term, a contraction of 

colourants seems inevitable after seeing substantial growth in 2020, sales of hair colourants are 

expected to continue to trend above pre-pandemic levels. Innovation in DIY hair colouring, such 

as L’Oréal’s upcoming hair dye applicator, Colorsonic, and trendy shades from new colourant 

entrant IGK will continue to transform at-home colouring into an enjoyable and attractive 

experience.  
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Procter & Gamble moves into premium hair care with the acquisition of 
OUAI 

Procter & Gamble looked to expand beyond its vast portfolio of mass legacy brands with the 

acquisition of OUAI in December 2021. The addition of OUAI marks the company’s first steps 

into the premium hair care space, where much of the growth and innovation in hair care is taking 

place. The acquisition provides a look into Procter & Gamble’s beauty strategy moving forward, 

targeting brands in the premium space, where there is already an established and highly 

engaged beauty community. From the start, OUAI made its way into the influencer community, 

with the founder being celebrity hairstylist Jen Atkins. From there, the brand enjoyed much 

success on social media, and has since expanded into body care, fragrance and pet care. The 

overall orientation of OUAI as a lifestyle brand suits Procter & Gamble’s overall portfolio, which 

covers a wide spectrum of consumer goods. While indie acquisitions by beauty multinational 

corporations are nothing new, it is likely that it will become an increasingly dominant strategy for 

large beauty corporations looking to consolidate the increasingly fragmented hair care category. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Liquid hair to be the latest skinification trend 

With social media and celebrity looks the main avenue for hair inspiration, liquid hair, or sleek 

and shiny hair, is quickly gaining traction amongst beauty enthusiasts. Celebrities such as Kim 

Kardashian and Jennifer Lopez are some of the most notable celebrities to drive demand for this 

glossy look, and hair care brands are quickly looking to bounce on this trend. Drybar launched 

its Liquid Glass collection in early 2020, following the glass hair trend that emerged in 2018. 

While the liquid and glass hair styles are similar, liquid hair is more fluid, rather than the rigid 

and straight look of glass hair. This time around, Drybar expanded its collection in 2022 with a 

glossing rinse and smoothing sealant with skin care ingredients to promote the look. Garnier 

also took note of the growing trend and added Glass Hair Water to its Sleek & Shine line to 

moisturise hair for a mirror-like look. 

 

Skin care brands seek opportunities in hair care 

The lines between skin care, colour cosmetics and hair care continue to blur, as brands that 

find their footing in one beauty category are looking to venture into others. With the 

“skinification” of hair care becoming the standard for beauty consumers looking to replicate the 

same efficacious results for their skin for their scalp, skin care brands are expanding into the 

hair care space with similar formulations and missions. First Aid Beauty found its footing in skin 

care by targeting common challenges such as eczema and dryness. Following its trademark 

purpose of treating common skin issues, its expansion into hair care tackles dandruff and 

dryness. Inkey List and Drunk Elephant also launched hair care products reminiscent of their 

skin care offerings by using common skin care ingredients such as hyaluronic acid, salicylic acid 

and AHAs/BHAs. With skin care as the clear foundation for self-care and wellness, brands 

should explore opportunities to leverage their consumer base and loyalty to expand across 

beauty categories, while staying true to their original purpose and unique formulations. 

 

Celebrity-owned hair care brands look to gain traction amongst fans and 
consumers on social media 

While brands from celebrity hair stylists, such as OUAI (Jen Atkins) and FEKKAI (Frédéric 

Fekkai) have been in the hair care market for years, celebrities themselves have finally taken 
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their fan bases and resources to flood into the hair care market. Celebrity collaborations and 

investments have typically centred around colour cosmetics and skin care; however, trendy hair 

styles and the orientation of hair care as self-care have created an ideal environment for social 

media-savvy celebrities to launch their own brands. Tracee Ellis Ross garnered significant 

attention with her hair care brand Pattern Beauty in 2019, and since then, Jennifer Aniston 

(LolaVie), Priyanka Chopra (Anomaly Haircare), and Taraji P. Henson (TPH) have all entered 

the hair care space. While Pattern Beauty is sold at beauty specialist retailers, Sephora and Ulta 

Beauty, as well as Target, LolaVie, Anomaly Haircare, and TPH have yet to enter several 

different bricks-and-mortar channels. With celebrity-owned skin care and colour cosmetics a 

bright spot for retailers during the pandemic, brands and retailers alike should look for 

opportunities to create an avenue for an omnichannel presence to increase in-store and online 

traction. 

 

 

CATEGORY DATA 
 

Table 65 Sales of Hair Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
2-in-1 Products 653.4 675.0 697.5 711.6 740.4 754.3 
Colourants 2,177.1 2,203.5 2,304.0 2,380.9 2,715.2 2,593.1 
Conditioners and 2,374.6 2,421.7 2,529.9 2,607.0 2,865.3 3,055.3 
    Treatments       
Hair Loss Treatments 134.4 137.8 140.5 148.3 157.2 166.9 
Perms and Relaxants 103.3 96.8 90.1 83.1 83.3 68.7 
Salon Professional Hair 2,718.2 2,829.1 2,998.8 3,300.5 2,966.0 3,702.4 
    Care       
Shampoos 2,786.8 2,831.3 2,923.1 2,984.1 3,031.3 3,124.7 
- Medicated Shampoos 183.5 180.6 177.7 177.4 174.7 177.5 
- Standard Shampoos 2,603.3 2,650.6 2,745.4 2,806.7 2,856.6 2,947.2 
Styling Agents 2,089.4 2,033.0 2,020.0 2,017.9 1,818.5 2,023.5 
Hair Care 13,037.2 13,228.1 13,703.9 14,233.4 14,377.2 15,488.9 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 66 Sales of Hair Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
2-in-1 Products 1.9 2.9 15.4 
Colourants -4.5 3.6 19.1 
Conditioners and Treatments 6.6 5.2 28.7 
Hair Loss Treatments 6.2 4.4 24.2 
Perms and Relaxants -17.5 -7.8 -33.5 
Salon Professional Hair Care 24.8 6.4 36.2 
Shampoos 3.1 2.3 12.1 
- Medicated Shampoos 1.6 -0.7 -3.3 
- Standard Shampoos 3.2 2.5 13.2 
Styling Agents 11.3 -0.6 -3.2 
Hair Care 7.7 3.5 18.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 67 Sales of Hair Care by Premium vs Mass: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Premium 30.4 31.3 32.0 33.4 31.4 34.4 
Mass 69.6 68.7 68.0 66.6 68.6 65.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 68 NBO Company Shares of Hair Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 20.4 19.7 19.2 19.6 19.8 
Unilever Home & 16.0 15.7 15.1 14.9 14.5 
    Personal Care USA      
Procter & Gamble Co, The 13.4 12.8 12.6 12.8 12.5 
John Paul Mitchell 5.6 5.9 5.9 5.4 5.6 
    Systems Inc      
Johnson & Johnson 3.7 3.7 3.6 3.6 3.5 
    Consumer Products Inc      
Estée Lauder Cos Inc 3.0 3.1 3.1 2.5 2.8 
Coty Inc 6.4 6.0 5.3 2.5 2.5 
Olaplex SA - - 0.6 1.1 2.3 
Wella Operations US LLC - - - 2.7 2.1 
Monat Global Corp 1.8 2.3 1.4 2.8 2.1 
Henkel Corp 1.7 1.9 1.9 1.8 1.7 
Colomer USA 1.6 1.5 1.4 1.3 1.4 
Combe Inc 1.5 1.5 1.5 1.5 1.4 
John Frieda 1.5 1.5 1.5 1.4 1.4 
    Professional Hair Care      
    Inc      
Revlon Inc 1.6 1.6 1.5 1.5 1.3 
Sundial Brands LLC 0.9 1.0 1.0 1.1 1.2 
High Ridge Brands Co 1.3 1.2 1.1 1.0 0.9 
Sally Beauty Co Inc 0.7 0.7 0.7 1.0 0.7 
McNeil Consumer & 0.7 0.7 0.7 0.7 0.7 
    Specialty Pharmaceuticals      
L'Occitane en Provence 0.4 0.5 0.5 0.5 0.5 
Helen of Troy Ltd 0.7 0.6 0.5 0.5 0.4 
It's a 10 Inc 0.5 0.5 0.5 0.4 0.4 
Lush Handmade Cosmetics 0.8 0.7 0.6 0.5 0.4 
    Ltd      
Chattem Inc 0.3 0.3 0.3 0.3 0.3 
Lornamead Group 0.3 0.3 0.3 0.3 0.2 
Wella Corp 0.4 0.4 0.4 0.3 0.2 
Beauty Quest Group 0.3 0.3 0.2 0.3 0.2 
Blue Mistral LLC - - 0.2 0.1 0.1 
Walgreen Co 0.2 0.2 0.2 0.2 0.1 
Farmasi US LLC - - - 0.1 0.1 
Fekkai Brands LLC 0.2 0.2 - - - 
Other Private Label 1.3 1.3 1.3 1.3 1.5 
Others 12.7 14.0 17.1 15.9 17.1 
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Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 69 NBO Company Shares of Salon Professional Hair Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 31.6 29.0 28.1 32.6 32.7 
John Paul Mitchell 26.0 26.7 25.3 25.9 23.3 
    Systems Inc      
Estée Lauder Cos Inc 14.2 14.4 13.4 12.3 11.8 
Olaplex SA - - 2.4 5.2 9.6 
Colomer USA 7.1 6.6 5.9 5.9 5.7 
Coty Inc 7.1 6.5 5.8 5.0 4.4 
Henkel Corp 1.6 1.5 1.4 1.4 1.3 
Wella Corp 2.0 1.8 1.6 1.3 0.9 
Wella Operations US LLC - - - 1.3 0.9 
Blue Mistral LLC - - 0.7 0.7 0.6 
Fekkai Brands LLC 0.9 0.8 - - - 
Procter & Gamble Co, The - - - - - 
Zotos International, Inc - - - - - 
Others 9.6 12.6 15.4 8.3 8.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 70 LBN Brand Shares of Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Paul Mitchell John Paul Mitchell 5.9 5.9 5.4 5.6 
 Systems Inc     
Pantene Procter & Gamble Co, The 5.6 5.5 5.6 5.5 
TRESemmé (Unilever Unilever Home & 4.9 4.8 4.6 4.5 
    Group) Personal Care USA     
Suave (Unilever Unilever Home & 4.2 3.9 3.9 3.8 
    Group) Personal Care USA     
Redken (L'Oréal L'Oréal USA Inc 2.5 2.7 2.9 3.3 
    Groupe)      
Head & Shoulders Procter & Gamble Co, The 3.3 3.2 3.3 3.1 
Garnier (L'Oréal L'Oréal USA Inc 3.1 3.0 3.1 3.0 
    Groupe)      
OGX (Johnson & Johnson & Johnson 2.8 2.8 2.8 2.7 
    Johnson Inc) Consumer Products Inc     
Clairol Herbal Procter & Gamble Co, The 2.6 2.6 2.7 2.6 
    Essences      
Aveda Estée Lauder Cos Inc 2.6 2.6 2.2 2.4 
Olaplex Olaplex SA - 0.6 1.1 2.3 
Monat Monat Global Corp 2.3 1.4 2.8 2.1 
Dove (Unilever Group) Unilever Home & 1.8 1.8 1.9 1.9 
 Personal Care USA     
Matrix (L'Oréal L'Oréal USA Inc 1.7 1.7 1.7 1.9 
    Groupe)      
Clairol (Wella AG) Wella Operations US LLC - - 1.8 1.5 
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Garnier Fructis L'Oréal USA Inc 1.7 1.6 1.4 1.4 
    (L'Oréal Groupe)      
Nexxus (Unilever Unilever Home & 1.6 1.4 1.4 1.4 
    Group) Personal Care USA     
American Crew Colomer USA 1.4 1.4 1.2 1.4 
    (Revlon Inc)      
Just for Men Combe Inc 1.5 1.4 1.5 1.4 
John Frieda (Kao John Frieda 1.5 1.5 1.4 1.4 
    Corp) Professional Hair Care Inc     
Garnier Nutrisse L'Oréal USA Inc 1.5 1.4 1.5 1.3 
    (L'Oréal Groupe)      
Shea Moisture Sundial Brands LLC 1.0 1.0 1.1 1.2 
    (Unilever Group)      
L'Oréal Paris L'Oréal USA Inc 1.3 1.2 1.3 1.1 
    Préférence (L'Oréal      
    Groupe)      
Revlon Colorsilk Revlon Inc 1.4 1.3 1.3 1.1 
L'Oréal Paris L'Oréal USA Inc 1.0 0.9 1.0 0.9 
    Excellence (L'Oréal      
    Groupe)      
Aussie Procter & Gamble Co, The 0.9 0.8 0.8 0.8 
L'Oréal Paris L'Oréal USA Inc 0.8 0.8 0.9 0.8 
    (L'Oréal Groupe)      
Schwarzkopf (Henkel Henkel Corp 0.8 0.8 0.9 0.8 
    AG & Co KGaA)      
Ion (Sally Beauty Sally Beauty Co Inc 0.7 0.7 1.0 0.7 
    Holdings Inc)      
Sebastian Coty Inc - - 0.6 0.6 
    Professional (Wella      
    AG)      
Clairol Coty Inc 2.1 1.7 - - 
Sebastian Coty Inc 0.8 0.7 - - 
    Professional      
Other Private Label Other Private Label 1.3 1.3 1.3 1.5 
    (Private Label)      
Others Others 35.6 37.6 35.6 36.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 71 LBN Brand Shares of Colourants: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Clairol (Wella AG) Wella Operations US LLC - - 9.7 9.1 
Just for Men Combe Inc 8.6 8.5 7.9 8.1 
Garnier Nutrisse L'Oréal USA Inc 8.9 8.2 7.7 7.8 
    (L'Oréal Groupe)      
L'Oréal Paris L'Oréal USA Inc 7.5 7.2 6.9 6.9 
    Préférence (L'Oréal      
    Groupe)      
Revlon Colorsilk Revlon Inc 8.0 7.6 6.7 6.7 
L'Oréal Paris L'Oréal USA Inc 5.9 5.6 5.2 5.1 
    Excellence (L'Oréal      
    Groupe)      
L'Oréal Paris L'Oréal USA Inc 5.0 4.9 4.8 4.8 
    (L'Oréal Groupe)      
Schwarzkopf (Henkel Henkel Corp 4.7 5.0 4.8 4.7 
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    AG & Co KGaA)      
Ion (Sally Beauty Sally Beauty Co Inc 4.4 4.3 5.1 4.4 
    Holdings Inc)      
Colorcharm (Wella AG) Wella Operations US LLC - - 3.0 2.3 
John Frieda (Kao John Frieda 1.7 1.6 1.5 1.4 
    Corp) Professional Hair Care Inc     
One 'n Only Argan Oil Beauty Quest Group 1.7 1.4 1.8 1.1 
Grecian Formula Combe Inc 0.3 0.2 0.2 0.2 
Clairol Coty Inc 12.5 10.4 - - 
Colorcharm Coty Inc 2.8 2.8 - - 
Avon Avon Products Inc - - - - 
Clairol Procter & Gamble Co, The - - - - 
Colorcharm Procter & Gamble Co, The - - - - 
Others Others 27.9 32.3 34.7 37.4 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 72 LBN Brand Shares of Salon Professional Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Paul Mitchell John Paul Mitchell 26.7 25.3 25.9 23.3 
 Systems Inc     
Redken (L'Oréal L'Oréal USA Inc 11.4 11.5 14.2 13.9 
    Groupe)      
Olaplex Olaplex SA - 2.4 5.2 9.6 
Aveda Estée Lauder Cos Inc 10.3 9.6 9.1 8.6 
Matrix (L'Oréal L'Oréal USA Inc 7.9 7.5 8.0 7.9 
    Groupe)      
American Crew Colomer USA 6.6 5.9 5.9 5.7 
    (Revlon Inc)      
Sebastian Coty Inc - - 3.1 2.7 
    Professional (Wella      
    AG)      
Bumble & bumble Estée Lauder Cos Inc 2.1 1.9 1.7 1.7 
Wella System Coty Inc - - 1.8 1.7 
    Professional (Wella      
    AG)      
Aveda Men Estée Lauder Cos Inc 1.7 1.6 1.4 1.4 
Graham Webb Wella Corp 1.8 1.6 1.3 0.9 
    (Procter & Gamble      
    Co, The)      
Clairol Wella Operations US LLC - - 1.3 0.9 
    Professional (Wella      
    AG)      
Frederic Fekkai Blue Mistral LLC - 0.7 0.7 0.6 
Sebastian Coty Inc 3.5 3.1 - - 
    Professional      
Wella System Coty Inc 1.7 1.5 - - 
    Professional      
Clairol Professional Coty Inc 1.3 1.1 - - 
Ojon Estée Lauder Cos Inc 0.3 0.3 - - 
Frederic Fekkai Fekkai Brands LLC 0.8 - - - 
American Crew Colomer USA - - - - 
    (Colomer Group, The)      
Frederic Fekkai Procter & Gamble Co, The - - - - 
Clairol Wella Corp - - - - 
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    Professional      
    (Procter & Gamble      
    Co, The)      
Sebastian Wella Corp - - - - 
    Professional      
    (Procter & Gamble      
    Co, The)      
Wella System Wella Corp - - - - 
    Professional      
    (Procter & Gamble      
    Co, The)      
Others Others 23.7 25.9 20.1 21.1 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 73 LBN Brand Shares of Styling Agents: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
TRESemmé (Unilever Unilever Home & 15.0 15.6 16.0 15.8 
    Group) Personal Care USA     
Garnier Fructis L'Oréal USA Inc 6.8 6.6 5.9 6.2 
    Style (L'Oréal      
    Groupe)      
Suave (Unilever Unilever Home & 5.5 5.3 5.1 5.2 
    Group) Personal Care USA     
Pantene Procter & Gamble Co, The 4.8 4.7 4.8 4.8 
John Frieda (Kao John Frieda 5.0 4.9 4.9 4.8 
    Corp) Professional Hair Care Inc     
Axe (Unilever Group) Unilever Home & 3.3 3.2 3.2 3.3 
 Personal Care USA     
Schwarzkopf got2b Henkel Corp 3.4 3.4 3.3 3.3 
    (Henkel AG & Co KGaA)      
OGX (Johnson & Johnson & Johnson 3.3 3.3 3.3 3.2 
    Johnson Inc) Consumer Products Inc     
Clairol Herbal Procter & Gamble Co, The 2.4 2.4 2.4 2.5 
    Essences      
Monat Monat Global Corp 2.9 1.8 3.3 2.3 
Nexxus (Unilever Unilever Home & 2.1 2.1 2.1 2.1 
    Group) Personal Care USA     
Old Spice Procter & Gamble Co, The 1.5 1.6 1.6 1.6 
FX Special Effects Johnson & Johnson 1.5 1.4 1.4 1.3 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
Dove (Unilever Group) Unilever Home & 1.3 1.2 1.2 1.3 
 Personal Care USA     
White Rain High Ridge Brands Co 1.2 1.2 1.2 1.1 
LA Looks (Henkel AG Henkel Corp 1.1 1.0 1.0 0.9 
    & Co KGaA)      
Rave High Ridge Brands Co 0.9 0.9 0.8 0.8 
Alberto Consort Unilever Home & 0.8 0.7 0.6 0.6 
    (Unilever Group) Personal Care USA     
Alberto VO5 High Ridge Brands Co 0.7 0.6 0.6 0.6 
L'Oréal Paris Men L'Oréal USA Inc 0.5 0.4 0.4 0.4 
    Expert (L'Oréal      
    Groupe)      
Citré Shine (Henkel Henkel Corp 0.3 0.3 0.2 0.2 
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    AG & Co KGaA)      
Suave for Men Unilever Home & 0.2 0.2 0.2 0.2 
    (Unilever Group) Personal Care USA     
Dep (Henkel AG & Co Henkel Corp 0.2 0.2 0.2 0.2 
    KGaA)      
Farmasi (Tanalize Farmasi US LLC - - 0.1 0.1 
    Kosmetik AS)      
Satinique Amway Corp 0.1 0.1 0.1 0.1 
Nu Skin Nu Skin Enterprises Inc 0.1 0.1 0.1 0.1 
Avon Avon Products Inc - - - - 
FX Special Effects Vogue International LLC - - - - 
OGX Vogue International LLC - - - - 
Organix Vogue International LLC - - - - 
Private label Private Label 1.4 1.6 1.5 1.7 
Others Others 33.8 35.3 34.5 35.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 74 LBN Brand Shares of Premium Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Paul Mitchell John Paul Mitchell 18.3 17.6 17.1 16.2 
 Systems Inc     
Redken (L'Oréal L'Oréal USA Inc 7.8 8.0 9.4 9.6 
    Groupe)      
Olaplex Olaplex SA - 1.7 3.4 6.7 
Monat Monat Global Corp 7.2 4.3 9.0 6.1 
Aveda Estée Lauder Cos Inc 7.0 6.7 6.0 6.0 
Matrix (L'Oréal L'Oréal USA Inc 5.4 5.2 5.3 5.5 
    Groupe)      
Nexxus (Unilever Unilever Home & 4.9 4.3 4.4 4.0 
    Group) Personal Care USA     
American Crew Colomer USA 4.5 4.1 3.9 4.0 
    (Revlon Inc)      
Sebastian Coty Inc - - 2.1 1.9 
    Professional (Wella      
    AG)      
L'Occitane L'Occitane en Provence 1.5 1.4 1.5 1.3 
    (L'Occitane      
    International SA)      
Bumble & bumble Estée Lauder Cos Inc 1.4 1.3 1.1 1.2 
Wella System Coty Inc - - 1.2 1.2 
    Professional (Wella      
    AG)      
Aveda Men Estée Lauder Cos Inc 1.2 1.1 0.9 1.0 
Graham Webb Wella Corp 1.3 1.1 0.9 0.6 
    (Procter & Gamble      
    Co, The)      
Clairol Wella Operations US LLC - - 0.9 0.6 
    Professional (Wella      
    AG)      
Frederic Fekkai Blue Mistral LLC - 0.5 0.5 0.4 
Jack Black Jack Black LLC 0.4 0.4 0.4 0.4 
    (Edgewell Personal      
    Care Brands LLC)      
The Ordinary (Estée Deciem Inc - - - 0.3 
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    Lauder Cos Inc)      
Arbonne Arbonne International Inc 0.2 0.2 0.2 0.1 
Satinique Amway Corp 0.2 0.2 0.2 0.1 
The Ordinary Deciem Inc 0.1 0.2 0.3 - 
Sebastian Coty Inc 2.4 2.2 - - 
    Professional      
Wella System Coty Inc 1.2 1.1 - - 
    Professional      
Clairol Professional Coty Inc 0.9 0.8 - - 
Ojon Estée Lauder Cos Inc 0.2 0.2 - - 
Frederic Fekkai Fekkai Brands LLC 0.5 - - - 
Others Others 33.4 37.7 31.5 32.8 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 75 Forecast Sales of Hair Care by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
2-in-1 Products 754.3 731.1 718.8 709.9 703.5 702.5 
Colourants 2,593.1 2,541.6 2,554.5 2,575.6 2,597.6 2,616.7 
Conditioners and 3,055.3 3,071.6 3,112.6 3,158.5 3,207.9 3,252.0 
    Treatments       
Hair Loss Treatments 166.9 171.3 175.3 176.1 176.4 175.6 
Perms and Relaxants 68.7 58.3 52.2 48.2 45.3 43.4 
Salon Professional Hair 3,702.4 3,847.9 3,948.4 4,020.8 4,069.6 4,117.2 
    Care       
Shampoos 3,124.7 3,194.6 3,254.9 3,300.3 3,336.3 3,356.8 
- Medicated Shampoos 177.5 178.7 176.8 172.8 168.7 163.7 
- Standard Shampoos 2,947.2 3,016.0 3,078.1 3,127.5 3,167.5 3,193.1 
Styling Agents 2,023.5 1,988.5 1,961.8 1,890.3 1,799.1 1,712.0 
Hair Care 15,488.9 15,605.1 15,778.5 15,879.7 15,935.7 15,976.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 76 Forecast Sales of Hair Care by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
2-in-1 Products -3.1 -1.4 -6.9 
Colourants -2.0 0.2 0.9 
Conditioners and Treatments 0.5 1.3 6.4 
Hair Loss Treatments 2.6 1.0 5.2 
Perms and Relaxants -15.2 -8.8 -36.9 
Salon Professional Hair Care 3.9 2.1 11.2 
Shampoos 2.2 1.4 7.4 
- Medicated Shampoos 0.6 -1.6 -7.8 
- Standard Shampoos 2.3 1.6 8.3 
Styling Agents -1.7 -3.3 -15.4 
Hair Care 0.7 0.6 3.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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Table 77 Forecast Sales of Hair Care by Premium vs Mass: % Value 2021-2026 

 

% retail value rsp 
 2021 2022 2023 2024 2025 2026 
 
Premium 34.4 35.2 35.7 36.1 36.4 36.7 
Mass 65.6 64.8 64.3 63.9 63.6 63.3 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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MEN'S GROOMING IN THE US - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 12% in current terms in 2021 to USD10.3 billion  

▪ Men’s fragrances is the best performing category in 2021, with retail value sales rising by 35% 

in current terms to USD2.4 billion 

▪ The Procter & Gamble Co is the leading player in 2021, with a retail value share of 23% 

▪ Retail sales are set to grow at a current value CAGR of 4% (2021 constant value CAGR of 

1%) over the forecast period to USD12.2 billion 

 

 

2021 DEVELOPMENTS 
 

Men’s shaving sees new growth for the first time in years 

After years of decline in men’s shaving, 2021 saw the category return to growth in current 

value terms. In previous years, trends favouring facial hair and beard maintenance over a clean-

shaven look drove down sales of men’s shaving products. Then, COVID-19 lockdowns, leading 

to the end of social engagements, as well as more people working from home, led men to 

forego their shaving routine in greater numbers than ever. The unprecedented growth in 2021 

was largely the result of COVID-19 recovery, as men returned en masse to the office and to 

various social settings. Whether this growth will be sustainable is open to question, as the 

current trends around facial hair have not fallen out of style, even as the clean-shaven look 

makes a return.  

 

Brands seek to redefine masculinity 

Although men in the US have become increasingly familiar with various beauty and personal 

care products traditionally consumed by women, particularly in skin care, there remains a gap in 

knowledge, usage and acceptance of many products for men. In 2021, several companies 

launched product lines or campaigns aimed at breaking down these barriers. Male celebrities 

such as Machine Gun Kelly, Harry Styles and Lil Yachty debuted nail polish lines either 

independently or in partnership with a brand, seeking to move into the traditionally heavily 

female-dominated nail products space. These product launches all included some form of 

discussion on the prospect of men being able to express their individuality and move past 

outdated gender norms. Companies have also sought to include social purpose in their products 

in a way that speaks directly to the issues men face. For example, Pacific Shaving launched a 

line of coloured shaving creams, with each supporting a specific issue, such as mental health 

awareness, prostate cancer research, and suicide prevention. 

 

Explosive growth in men’s fragrances 

2020 saw a large decline in fragrances across the board, owing mostly to COVID-19 

lockdowns and overall economic downturn. In 2021, by contrast, men’s fragrances saw growth 

far above historic levels. Economic recovery and the return of social gatherings provided 

occasions for the purchase and use of fragrances, in contrast to 2020. In addition, the average 
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unit prices of men’s fragrances increased, as consumer preferences shifted towards more 

premium products with a greater concentration of fragrant oils. Taken together, these factors led 

to huge growth in overall retail sales. Finally, fragrances were especially popular as a gift item 

for men in 2021, as Father’s Day and holiday sales grew exponentially in comparison with 

previous years. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Unisex brands increasingly used by men 

As society becomes more inclusive of gender non-conforming individuals, and as people in 

general seek to define themselves outside of the bounds of gender, unisex or gender-neutral 

brands will become an increasingly popular option in men’s grooming. Brands such as The 

Ordinary have made conscious efforts in their branding and marketing to avoid any kind of 

gendering whatsoever, opting for a clean, no-nonsense look that focuses on providing the 

desired product to any type of consumer. Other brands, such as Kiehl’s, have marketed 

themselves as gender-neutral but have in fact become specifically popular with men as a result 

of their efforts to reach the generally unseen demographic. For now, these brands are generally 

concentrated in the luxury or premium space, but it is likely a movement will also be seen 

towards gender neutrality in the mass segment. 

 

Small brands establish unique identities 

The past few years saw a large swathe of indie men’s grooming brands take off, seeing huge 

growth, record sales, and often eventual acquisition by big players. This has been the story of 

brands such as Dollar Shave Club, Cremo, Oars + Alps, and more. In the forecast period, it is 

expected that more of these small brands will take advantage of men’s growing awareness of 

grooming products and practices, and will appeal to men through unique marketing and 

branding. Dr. Squatch, which makes natural soaps for men, has seen massive growth since its 

inception in 2013. It furthered its growth in recent years through marketing and partnerships 

designed to appeal to men, such as its collaboration with the Star Wars and Batman franchises 

and its recent Super Bowl advertisement. More brands are expected to follow this path in the 

coming years. 

 

Men’s brands embrace the self-care philosophy 

In recent years, a large part of the conversation in beauty and personal care has surrounded 

societal issues such as mental health and body image, culminating in brands emphasising the 

idea of “self-care” through their products. Until recently, these campaigns mostly came from 

brands and products primarily used by women. However, greater social awareness and interest 

in self-care practices and wellbeing, as well as a burgeoning conversation on men’s mental 

health, have led some men’s brands to adopt the language of self-care in their product offerings. 

For example, beard kits, an increasingly popular item during the COVID-19 pandemic, often 

emphasise the maintenance of beards as a rewarding hobby, or even as a spiritual pursuit to 

get in touch with themselves. The popular men’s brand Harry’s has gone beyond simply 

integrating these concepts into its products, by launching social impact initiatives that give 

millions of dollars to organisations dealing with men’s mental health issues. In the forecast 

period, consumers’ expectations that men’s brands carry out social impact work of this kind will 

almost certainly continue to grow, and brands will launch new products and initiatives to fulfil this 

demand. 
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CATEGORY DATA 
 

Table 78 Sales of Men’s Grooming by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Men's Shaving 3,014.8 2,802.1 2,729.1 2,691.4 2,540.9 2,662.7 
- Men's Post-Shave 121.0 109.6 105.4 104.4 96.1 108.1 
- Men's Pre-Shave 452.0 439.6 418.1 409.1 383.5 401.9 
- Men's Razors and Blades 2,441.7 2,252.9 2,205.6 2,177.9 2,061.3 2,152.6 
Men's Toiletries 4,306.7 4,577.3  4,779.0 5,023.8 4,899.7 5,233.4 
- Men's Bath and Shower 1,054.1 1,104.9 1,148.0 1,204.7 1,229.2 1,309.0 
-- Premium Men's Bath 34.7 37.6 40.7 43.1 43.0 45.7 
    and Shower       
-- Mass Men's Bath and 1,019.4 1,067.3 1,107.3 1,161.6 1,186.2 1,263.4 
    Shower       
- Men's Deodorants 1,919.4 2,062.1 2,148.3 2,280.1 2,180.2 2,341.8 
-- Premium Men's 26.4 27.4 28.3 29.6 28.9 30.3 
    Deodorants       
-- Mass Men's Deodorants 1,893.0 2,034.7 2,120.0 2,250.6 2,151.3 2,311.5 
- Men's Hair Care 1,021.5 1,064.6 1,114.6 1,145.0 1,087.5 1,147.4 
-- Premium Men's Hair 469.0 463.7 473.2 478.6 444.5 475.2 
    Care       
-- Mass Men's Hair Care 552.6 600.9 641.4 666.3 643.0 672.1 
- Men's Skin Care 311.7 345.7 368.1 394.0 402.8 435.2 
-- Premium Men's Skin 125.4 137.5 148.4 159.7 161.5 174.9 
    Care       
-- Mass Men's Skin Care 186.4 208.2 219.7 234.3 241.2 260.4 
Men's Fragrances 1,748.0 1,791.5 1,857.2 1,907.2 1,767.5 2,390.0 
- Premium Men's 1,498.4 1,552.4 1,627.9 1,683.2 1,551.2 2,164.1 
    Fragrances       
- Mass Men's Fragrances 249.6 239.2 229.3 224.1 216.3 225.9 
Men's Grooming 9,069.5 9,170.9 9,365.3 9,622.4 9,208.2 10,286.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 79 Sales of Men’s Grooming by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Men's Shaving 4.8 -2.5 -11.7 
- Men's Post-Shave 12.5 -2.2 -10.7 
- Men's Pre-Shave 4.8 -2.3 -11.1 
- Men's Razors and Blades 4.4 -2.5 -11.8 
Men's Toiletries 6.8 4.0 21.5 
- Men's Bath and Shower 6.5 4.4 24.2 
-- Premium Men's Bath and Shower 6.3 5.7 31.8 
-- Mass Men's Bath and Shower 6.5 4.4 23.9 
- Men's Deodorants 7.4 4.1 22.0 
-- Premium Men's Deodorants 4.8 2.8 14.8 
-- Mass Men's Deodorants 7.4 4.1 22.1 
- Men's Hair Care 5.5 2.4 12.3 
-- Premium Men's Hair Care 6.9 0.3 1.3 
-- Mass Men's Hair Care 4.5 4.0 21.6 
- Men's Skin Care 8.1 6.9 39.6 
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-- Premium Men's Skin Care 8.3 6.9 39.5 
-- Mass Men's Skin Care 7.9 6.9 39.7 
Men's Fragrances 35.2 6.5 36.7 
- Premium Men's Fragrances 39.5 7.6 44.4 
- Mass Men's Fragrances 4.4 -2.0 -9.5 
Men's Grooming 11.7 2.5 13.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 80 Sales of Men's Razors and Blades by Type: % Value Breakdown 2018-2021 

 

% retail value rsp 
 2018 2019 2020 2021 
 
Disposables 33.6 32.6 32.5 30.7 
Systems 63.6 64.6 64.7 66.4 
Systems - Razors 17.8 19.0 19.2 21.1 
Systems - Refill Blades 45.8 45.6 45.5 45.3 
Other Razors and Blades 2.8 2.8 2.8 2.8 
Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 81 Sales of Men's Skin Care by Type: % Value Breakdown 2018-2021 

 

% retail value rsp 
 2018 2019 2020 2021 
 
Facial Care 67.5 67.8 67.6 68.3 
Body Care 22.9 23.0 22.8 22.8 
Hand Care 9.6 9.2 9.6 8.9 
Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 82 NBO Company Shares of Men’s Grooming: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Procter & Gamble Co, The 23.4 22.9 22.8 23.8 22.9 
Unilever Home & 15.0 14.9 14.5 15.1 13.7 
    Personal Care USA      
L'Oréal USA Inc 6.5 6.8 6.8 7.0 7.5 
Edgewell Personal Care 4.3 4.0 3.6 3.5 3.3 
    Brands LLC      
Coty Inc 3.4 3.3 3.2 2.9 3.2 
Colgate-Palmolive Co 3.3 3.2 3.0 3.3 2.7 
Dollar Shave Club 2.3 2.5 2.6 2.7 2.5 
HF Global Inc 0.7 1.4 2.1 2.3 2.3 
Combe Inc 2.3 2.3 2.2 2.5 2.2 
Puig Prestige Beauty 1.4 1.5 1.5 1.3 2.1 
Colomer USA 2.2 2.1 2.0 1.9 2.0 
Estée Lauder Cos Inc 1.7 1.7 1.7 1.6 1.7 
LVMH Perfums & 1.3 1.3 1.4 1.3 1.6 
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    Cosmetics USA Inc      
Dial Corp, The 1.8 1.8 1.7 1.7 1.4 
Shiseido Americas Corp 1.4 1.4 1.4 1.2 1.3 
Inter Parfums Inc 0.8 0.9 0.9 0.8 1.1 
Bic Corp 1.7 1.5 1.4 1.4 1.1 
Bath & Body Works Inc - - - - 0.9 
Chanel USA Inc 0.7 0.7 0.7 0.7 0.8 
Beiersdorf Inc 0.9 0.8 0.8 0.8 0.8 
Revlon Inc 0.7 0.7 0.7 0.7 0.6 
Jack Black LLC 0.6 0.6 0.6 0.6 0.6 
YSL Beauté SA 0.5 0.5 0.5 0.5 0.6 
Elizabeth Arden Co 0.8 0.7 0.6 0.6 0.6 
Johnson & Johnson 0.6 0.6 0.6 0.6 0.5 
    Consumer Products Inc      
Hermès International SCA 0.4 0.4 0.4 0.4 0.5 
Burberry USA 0.4 0.4 0.3 0.3 0.4 
Mary Kay Inc 0.5 0.5 0.5 0.4 0.4 
Perio Inc 0.5 0.5 0.4 0.4 0.4 
PDC Brands 0.3 0.3 0.3 0.3 0.3 
L Brands Inc 1.0 1.0 1.1 1.1 - 
Helen of Troy Ltd 0.3 0.3 0.3 0.3 - 
Clarins SA 0.4 0.4 0.4 - - 
New Avon LLC 0.4 0.3 - - - 
Other Private Label 3.5 3.2 3.1 2.9 2.7 
Others 14.2 14.8 16.3 15.2 17.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 83 LBN Brand Shares of Men’s Grooming: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Gillette Procter & Gamble Co, The 13.8 13.0 12.8 12.0 
Old Spice Procter & Gamble Co, The 7.9 8.5 9.7 9.7 
Axe (Unilever Group) Unilever Home & 6.6 6.1 6.2 5.5 
 Personal Care USA     
Dove Men + Care Unilever Home & 5.2 5.3 5.7 5.3 
    (Unilever Group) Personal Care USA     
Dollar Shave Club Dollar Shave Club 2.5 2.6 2.7 2.5 
    (Unilever Group)      
Harry's HF Global Inc 1.4 2.1 2.3 2.3 
Schick Edgewell Personal Care 3.0 2.7 2.4 2.2 
 Brands LLC     
American Crew Colomer USA 2.1 2.0 1.9 2.0 
    (Revlon Inc)      
Just for Men Combe Inc 2.1 2.1 2.3 2.0 
Irish Spring Colgate-Palmolive Co 2.2 2.1 2.3 1.9 
Acqua di Giò pour L'Oréal USA Inc 1.7 1.7 1.6 1.8 
    Homme (L'Oréal      
    Groupe)      
Degree for Men Unilever Home & 1.9 1.9 2.0 1.8 
    (Unilever Group) Personal Care USA     
Gillette Series Procter & Gamble Co, The 1.2 1.2 1.3 1.2 
Bic (Société Bic SA) Bic Corp 1.5 1.4 1.4 1.1 
Ralph Lauren Polo L'Oréal USA Inc 1.0 1.0 1.0 1.1 
    (L'Oréal Groupe)      
Jean Paul Gaultier Puig Prestige Beauty 0.7 0.7 0.6 1.1 
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    Le Mâle (Puig SL)      
Right Guard (Henkel Dial Corp, The 1.4 1.3 1.3 1.1 
    AG & Co KGaA)      
Giorgio Armani Code L'Oréal USA Inc 0.9 0.9 0.9 1.0 
    Pour Homme (L'Oréal      
    Groupe)      
Suave for Men Unilever Home & 1.0 1.0 1.1 1.0 
    (Unilever Group) Personal Care USA     
Bath & Body Works Bath & Body Works Inc - - - 0.9 
Bleu de Chanel Chanel USA Inc 0.7 0.7 0.7 0.8 
    (Chanel SA)      
Edge Edgewell Personal Care 0.9 0.9 0.9 0.8 
 Brands LLC     
Nivea Men Beiersdorf Inc 0.8 0.8 0.8 0.8 
    (Beiersdorf AG)      
Speed Stick Colgate-Palmolive Co 0.9 0.8 0.9 0.7 
Kiehl's for Men L'Oréal USA Inc 0.7 0.7 0.7 0.7 
    (L'Oréal Groupe)      
Mitchum Revlon Inc 0.7 0.7 0.7 0.6 
Jack Black Jack Black LLC 0.6 0.6 0.6 0.6 
    (Edgewell Personal      
    Care Brands LLC)      
Elvive for men L'Oréal USA Inc 0.6 0.6 0.6 0.5 
    (L'Oréal Groupe)      
Aveda Estée Lauder Cos Inc 0.5 0.5 0.5 0.5 
Hermès Hermès International SCA 0.4 0.4 0.4 0.5 
Bath & Body Works L Brands Inc 0.8 0.8 0.9 - 
Other Private Label Other Private Label 3.2 3.1 2.9 2.7 
    (Private Label)      
Others Others 31.1 32.0 30.0 33.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 84 LBN Brand Shares of Men's Razors and Blades: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Gillette Procter & Gamble Co, The 52.8 52.0 52.2 52.2 
Dollar Shave Club Dollar Shave Club 10.5 11.3 12.1 12.1 
    (Unilever Group)      
Schick Edgewell Personal Care 12.9 11.7 10.8 10.7 
 Brands LLC     
Harry's HF Global Inc 5.3 7.9 8.8 9.7 
Bic (Société Bic SA) Bic Corp 6.5 6.3 6.2 5.3 
Bevel (Procter & Walker & Co Brands 0.3 0.3 0.3 0.3 
    Gamble Co, The)      
Dorco Dorco Co Ltd 0.9 0.7 0.5 0.3 
Dollar Shave Club Dollar Shave Club - - - - 
Schick (Energizer Schick-Wilkinson Sword - - - - 
    Holdings Inc)      
Bevel Walker & Co Brands - - - - 
Private label Private Label 9.0 8.8 8.4 8.1 
Others Others 1.9 0.9 0.7 1.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 85 Forecast Sales of Men’s Grooming by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Men's Shaving 2,662.7 2,667.6 2,569.7 2,448.6 2,334.8 2,272.3 
- Men's Post-Shave 108.1 111.3 106.0 100.0 95.1 90.9 
- Men's Pre-Shave 401.9 393.1 369.7 357.9 343.2 332.3 
- Men's Razors and Blades 2,152.6 2,163.3 2,094.1 1,990.7 1,896.6 1,849.1 
Men's Toiletries 5,233.4 5,395.1 5,503.6 5,608.6 5,672.9 5,795.5 
- Men's Bath and Shower 1,309.0 1,336.5 1,361.4 1,380.9 1,414.7 1,447.4 
-- Premium Men's Bath 45.7 47.3 49.1 50.3 51.1 53.2 
    and Shower       
-- Mass Men's Bath and 1,263.4 1,289.2 1,312.4 1,330.6 1,363.6 1,394.2 
    Shower       
- Men's Deodorants 2,341.8 2,426.7 2,475.0 2,535.4 2,538.5 2,589.8 
-- Premium Men's 30.3 31.1 31.8 32.1 32.3 32.5 
    Deodorants       
-- Mass Men's Deodorants 2,311.5 2,395.6 2,443.2 2,503.3 2,506.2 2,557.3 
- Men's Hair Care 1,147.4 1,172.6 1,194.1 1,205.5 1,213.5 1,230.8 
-- Premium Men's Hair 475.2 485.3 486.0 483.5 476.3 470.3 
    Care       
-- Mass Men's Hair Care 672.1 687.2 708.1 722.0 737.1 760.5 
- Men's Skin Care 435.2 459.4 473.1 486.8 506.2 527.5 
-- Premium Men's Skin 174.9 184.5 192.0 199.0 205.3 212.5 
    Care       
-- Mass Men's Skin Care 260.4 274.9 281.1 287.8 300.9 315.0 
Men's Fragrances 2,390.0 2,343.7 2,409.1 2,466.8 2,518.9 2,563.8 
- Premium Men's 2,164.1 2,117.1 2,183.9 2,243.9 2,299.3 2,349.0 
    Fragrances       
- Mass Men's Fragrances 225.9 226.6 225.3 222.9 219.6 214.8 
Men's Grooming 10,286.1 10,406.4 10,482.5 10,523.9 10,526.6 10,631.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 86 Forecast Sales of Men’s Grooming by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Men's Shaving 0.2 -3.1 -14.7 
- Men's Post-Shave 2.9 -3.4 -15.9 
- Men's Pre-Shave -2.2 -3.7 -17.3 
- Men's Razors and Blades 0.5 -3.0 -14.1 
Men's Toiletries 3.1 2.1 10.7 
- Men's Bath and Shower 2.1 2.0 10.6 
-- Premium Men's Bath and Shower 3.5 3.1 16.5 
-- Mass Men's Bath and Shower 2.0 2.0 10.4 
- Men's Deodorants 3.6 2.0 10.6 
-- Premium Men's Deodorants 2.5 1.4 7.2 
-- Mass Men's Deodorants 3.6 2.0 10.6 
- Men's Hair Care 2.2 1.4 7.3 
-- Premium Men's Hair Care 2.1 -0.2 -1.0 
-- Mass Men's Hair Care 2.2 2.5 13.1 
- Men's Skin Care 5.5 3.9 21.2 
-- Premium Men's Skin Care 5.5 4.0 21.5 
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-- Mass Men's Skin Care 5.6 3.9 21.0 
Men's Fragrances -1.9 1.4 7.3 
- Premium Men's Fragrances -2.2 1.7 8.5 
- Mass Men's Fragrances 0.3 -1.0 -4.9 
Men's Grooming 1.2 0.7 3.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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ORAL CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 5% in current terms in 2021 to USD9.5 billion  

▪ Tooth whiteners is the best performing category in 2021, with retail value sales increasing by 

28% in current terms to USD493 million 

▪ The Procter & Gamble Co is the leading player in 2021, with a retail value share of 34% 

▪ Retail sales are set to grow at a current value CAGR of 2% (2021 constant value CAGR of -

1%) over the forecast period to USD10.5 billion 

 

 

2021 DEVELOPMENTS 
 

CO. by Colgate tackles oral beauty for gen Z consumers 

Trendy minimalistic packaging, creative product names, brand partners, and beauty products 

seems to be the ideal formula to attract gen Z consumers. Launched in 2021, CO. by Colgate 

encompasses all these factors in the company’s latest effort to expand into the premium oral 

care space. The launch of the oral beauty collection coincides with the acceleration of 

transforming oral health to self-care and oral beauty. While this transformation was underway 

prior to the pandemic, the self-care narrative popularised by the COVID-19 pandemic created an 

ideal environment for Colgate to launch the collection. Beauty discovery and education has 

largely shifted online, and with social media influencers eager to share their latest finds and 

partnerships, Colgate has replicated strategies traditionally used in skin care, colour cosmetics 

and hair care to build hype for its newest oral care brand. CO. by Colgate has built partnerships 

with influencers and celebrities across different interests and platforms to gain wider reach, 

while also looking at the needs of gen Z consumers. The results are whimsical product names, 

such as It’s Lit Overnight Whitening Wand, that aims to seamlessly incorporate itself into the 

daily needs of gen Z consumers.  

 

Consumers swap out professional teeth whitening services for at-home 
kits 

Tooth whiteners have long boasted they can provide the same efficacious results as 

professional teeth whitening services. The only difference, many dental offices claim, is time. 

However, with home seclusion and flexible work locations a reality for many US consumers, 

they had plenty of this. New brand launches, advanced formulations and an omnichannel 

presence have made at-home teeth whitening kits an attractive option for beauty consumers. 

With plenty of “before and after” reviews making the rounds on social media, beauty consumers 

now have the resources to make educated purchasing decisions both online and in-store. With 

mask requirements relaxing throughout the country, consumers also felt a sense of pressure to 

start investing in whiter teeth before the masks came off. This sense of urgency contributed to a 

surge in demand for teeth whiteners amongst beauty-conscious consumers. While demand is 

expected to soften early in the forecast period as some consumers opt for in-chair treatments, 

the category will then trend above pre-pandemic levels, as teeth whiteners establish themselves 

as a staple in the at-home beauty regimen. 
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Manual toothbrushes sees A bump in demand as replaceable heads 
gain traction 

Due to the limitations on recycling capabilities, a majority of manual toothbrushes are unable 

to be recycled. With the Centers for Disease Control and Prevention (CDC) recommending 

consumers replace their toothbrush every three to four months, manual toothbrushes generate 

sizeable amounts of plastic waste. Bamboo toothbrushes were hailed at the time of their 

innovation for their recyclability and contribution to reducing waste. Since then, the launch of 

Oral-B Clic in 2019 brought a refreshing new look for manual toothbrushes. Made with 60% less 

plastic, the sleek manual toothbrush offered replaceable brush heads to cater to consumers’ 

oral health needs. Colgate followed suit in 2021, with the launch of Colgate Keep, continuing 

efforts to push sustainability to the forefront of the manual toothbrushes category. Made with 

80% less plastic and a reusable handle, Colgate and Oral-B are offering sustainable solutions 

for consumers who prefer manual toothbrushes over battery and electric powered ones.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sustainability in packaging and format top-of-mind for oral care brands 

Toothpaste brands are looking to rethink traditional plastic and aluminium tubes in favour of 

high-density polyethylene (HDPE). Colgate rolled out new HDPE tubes for four of its leading 

toothpaste products in 2021, with each pack branded with “Recycle Me!” to remind consumers 

that in contrast to previous packaging, these tubes are fully recyclable. Similar efforts are being 

made with Unilever’s Signal, Pepsodent and Closeup brands, although Colgate’s are the first to 

be approved by external recycling authorities in the US. Cocofloss also ramped up its 

sustainability efforts, as the oral care brand launched a newly engineered floss composed of 

85% recycled polyester sourced from recycled water bottles. The new floss is still infused with 

soothing coconut oil, but now the recycled floss takes 64% less energy to manufacture. With the 

beauty industry moving full force into the realms of sustainable innovation, both in terms of 

sourcing and packaging, oral care players are demonstrating their ability and commitment to 

invest in innovative solutions for Earth-conscious consumers. 

 

As oral care looks to establish itself in the beauty space, so strategies 
should change 

While legacy brands are rethinking their marketing strategies, formulations and sustainability 

goals, there is no shortage of indie and DTC brands looking to reinvent the very nature of oral 

health. Conversations around oral care are no longer limited to strictly the importance and 

benefits of maintaining healthy gums and teeth. Rather, oral beauty is framed as a ritual for self-

care. With an increasingly fragmented category, oral beauty consumers are looking for brands 

that align with their beliefs and understand that oral care is a step in bringing out the best 

version of themselves. Brands that understand this objective, and increasingly engage with 

beauty consumers online, are following in the footsteps of hair care, which most recently 

underwent this transformation. Hair care reinvented itself from maintaining hygiene to becoming 

an enjoyable routine that works towards the objective of healthier-looking hair. With perfectly 

straight and white teeth a uniquely American trait, there are opportunities for oral care brands to 

reframe themselves from a necessity to an exciting ritual with a purpose. Transparency and 

continual innovation with ingredients, sustainability, minimalistic packaging, and use of 

influencers and celebrities are all strategies employed by beauty categories, and oral care 

should be looking to follow suit. 
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Prebiotic toothpaste looks to strike A conversation on beneficial bacteria 

When Tom’s of Maine launched a line of prebiotic products in 2020, consumers were largely 

uneducated on the benefits of prebiotics. While probiotics have long been popularised and 

embraced by consumer health players to promote healthy gut bacteria, prebiotics in toothpaste 

can help support a healthy balance of oral bacteria and reduce the odour associated with bad 

breath, and neutralise plaque. Dentists and oral care brands have been looking to educate 

consumers on the importance of maintaining a healthy microbiome inside the mouth, and in May 

2021, beauty microbiome brand Gallinée launched a prebiotic toothpaste to help consumers 

achieve an optimal bacterial balance. In September 2021, Spanish personal care brand HAAN 

followed suit, and formulated its toothpaste with oral prebiotics and trendy flavours such as chai 

tea + mint. While prebiotic toothpaste in the US has yet to adequately challenge fluoride-

dominated toothpaste brands to fight plaque and prevent cavities, consumers looking for 

toothpaste with a more natural formulation could bolster support for prebiotics. 

 

 

CATEGORY DATA 
 

Table 87 Sales of Oral Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Dental Floss 490.8 505.5 512.1 521.8 518.1 543.1 
Denture Care 514.3 506.6 499.9 492.6 462.1 441.2 
- Denture Cleansers 182.2 180.3 176.7 173.4 162.5 157.4 
- Denture Fixatives 332.2 326.3 323.1 319.1 299.5 283.8 
Mouth Fresheners 107.0 110.6 113.4 129.0 101.2 96.2 
Mouthwashes/Dental Rinses 1,633.9 1,624.0 1,635.4 1,666.0 1,764.0 1,798.8 
Tooth Whiteners 387.5 393.7 382.5 374.9 386.3 492.8 
Toothbrushes 2,150.9 2,216.4 2,255.9 2,295.0 2,306.3 2,483.9 
- Manual Toothbrushes 914.5 905.3 892.5 881.1 866.3 920.5 
- Power Toothbrushes 1,236.4 1,311.1 1,363.5 1,413.9 1,440.1 1,563.4 
Toothpaste 3,077.0 3,178.1 3,267.7 3,378.0 3,519.6 3,644.3 
Oral Care 8,361.3 8,534.9 8,667.0 8,857.3 9,057.8 9,500.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 88 Sales of Oral Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Dental Floss 4.8 2.0 10.7 
Denture Care -4.5 -3.0 -14.2 
- Denture Cleansers -3.2 -2.9 -13.6 
- Denture Fixatives -5.3 -3.1 -14.6 
Mouth Fresheners -5.0 -2.1 -10.1 
Mouthwashes/Dental Rinses 2.0 1.9 10.1 
Tooth Whiteners 27.6 4.9 27.2 
Toothbrushes 7.7 2.9 15.5 
- Manual Toothbrushes 6.3 0.1 0.7 
- Power Toothbrushes 8.6 4.8 26.4 
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Toothpaste 3.5 3.4 18.4 
Oral Care 4.9 2.6 13.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 89 Sales of Toothbrushes by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Toothbrushes 2,150.9 2,216.4 2,255.9 2,295.0 2,306.3 2,483.9 
- Manual Toothbrushes 914.5 905.3 892.5 881.1 866.3 920.5 
- Power Toothbrushes 1,236.4 1,311.1 1,363.5 1,413.9 1,440.1 1,563.4 
-- Battery Toothbrushes 386.1 387.4 391.1 392.4 398.6 410.4 
--- Battery Toothbrush 131.1 128.3 128.6 127.4 129.2 130.9 
    Replacement Heads       
--- Battery Toothbrush 255.0 259.1 262.5 265.0 269.4 279.5 
    Units       
-- Electric Toothbrushes 850.3 923.7 972.4 1,021.5 1,041.5 1,152.9 
--- Electric Toothbrush 385.2 418.4 442.4 469.2 481.1 526.7 
    Replacement Heads       
--- Electric Toothbrush 465.1 505.3 530.0 552.3 560.4 626.3 
    Units       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 90 Sales of Toothbrushes by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Toothbrushes 7.7 2.9 15.5 
- Manual Toothbrushes 6.3 0.1 0.7 
- Power Toothbrushes 8.6 4.8 26.4 
-- Battery Toothbrushes 3.0 1.2 6.3 
--- Battery Toothbrush Replacement Heads 1.3 0.0 -0.1 
--- Battery Toothbrush Units 3.8 1.9 9.6 
-- Electric Toothbrushes 10.7 6.3 35.6 
--- Electric Toothbrush Replacement 9.5 6.5 36.7 
    Heads    
--- Electric Toothbrush Units 11.8 6.1 34.6 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 91 Sales of Toothpaste by Type: % Value Breakdown 2017-2021 

 

% retail value rsp 
 2017 2018 2019 2020 2021 
 
Traditional/Standard/ 8.9 7.7 7.2 6.6 5.9 
    Basic      
Total Care/Complete Care 26.0 26.1 26.6 26.9 27.2 
Whitening 27.9 27.9 27.8 28.1 29.1 
Fresh Breath 7.3 7.3 7.3 7.0 6.7 

Data removed from sample 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

Data removed from sample 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  94 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Children's 6.4 6.4 6.7 6.9 7.1 
Sensitive 13.7 13.8 13.5 13.7 13.6 
Gum Health 2.5 2.5 2.5 2.6 2.6 
Acid Wear/Enamel 7.1 7.1 7.2 7.1 6.9 
    Strengthening      
Others 0.2 1.2 1.2 1.1 0.9 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 92 NBO Company Shares of Oral Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Procter & Gamble Co, The 31.7 31.8 32.3 32.9 33.5 
Colgate-Palmolive Co 19.4 19.6 19.5 19.7 20.1 
Johnson & Johnson 10.9 10.8 10.4 11.1 10.0 
    Consumer Products Inc      
GlaxoSmithKline 9.5 9.7 10.0 10.1 9.7 
    Consumer Health      
Philips Oral HealthCare 4.5 4.9 4.8 4.8 4.9 
    Inc      
Church & Dwight Co Inc 3.2 3.0 2.8 2.5 2.3 
Chattem Inc 1.5 1.5 1.5 1.5 1.4 
Sunstar Inc 1.3 1.3 1.2 1.2 1.1 
Prestige Consumer - 0.9 0.8 0.8 0.7 
    Healthcare Inc      
Dr Fresh LLC 0.7 0.7 0.7 0.7 0.6 
Combe Inc 0.3 0.3 0.3 0.3 0.2 
Ranir LLC 0.3 0.2 0.2 0.2 0.2 
Amway Corp 0.2 0.2 0.2 0.2 0.1 
CCA Industries Inc 0.2 0.1 0.1 0.1 0.1 
Prestige Brands 1.0 - - - - 
    Holdings Inc      
DenTek Oral Care Inc - - - - - 
Private Label 7.3 7.3 7.3 7.2 6.9 
Others 8.1 7.7 7.8 6.7 8.0 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 93 LBN Brand Shares of Oral Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Crest Procter & Gamble Co, The 18.8 19.1 19.9 20.3 
Colgate Colgate-Palmolive Co 17.6 17.5 17.7 18.2 
Oral-B Procter & Gamble Co, The 10.1 10.5 10.4 10.8 
Listerine (Johnson Johnson & Johnson 10.7 10.3 11.0 9.9 
    & Johnson Inc) Consumer Products Inc     
Sensodyne GlaxoSmithKline 6.6 6.9 7.3 7.1 
    (GlaxoSmithKline Plc) Consumer Health     
Philips Sonicare Philips Oral HealthCare 4.9 4.8 4.8 4.9 
    (Koninklijke Inc     
    Philips NV)      
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Tom's of Maine Colgate-Palmolive Co 1.9 1.9 1.9 1.8 
Fixodent Procter & Gamble Co, The 1.9 1.8 1.6 1.5 
ACT (Sanofi) Chattem Inc 1.5 1.5 1.5 1.4 
Poligrip GlaxoSmithKline 1.4 1.4 1.3 1.2 
    (GlaxoSmithKline Plc) Consumer Health     
Gum Sunstar Inc 1.3 1.2 1.2 1.1 
Arm & Hammer Church & Dwight Co Inc 1.3 1.2 1.1 1.0 
SpinBrush Church & Dwight Co Inc 1.3 1.2 1.1 1.0 
Scope Procter & Gamble Co, The 1.0 0.9 0.9 0.9 
Polident GlaxoSmithKline 1.0 1.0 0.9 0.9 
    (GlaxoSmithKline Plc) Consumer Health     
Aquafresh GlaxoSmithKline 0.7 0.7 0.6 0.6 
    (GlaxoSmithKline Plc) Consumer Health     
Firefly (Perrigo Co Dr Fresh LLC - - 0.5 0.5 
    Plc)      
Dentek Prestige Consumer 0.6 0.5 0.5 0.4 
 Healthcare Inc     
Efferdent Prestige Consumer 0.3 0.3 0.3 0.3 
 Healthcare Inc     
Sea-Bond Combe Inc 0.3 0.3 0.3 0.2 
Rembrandt Ranir LLC 0.2 0.2 0.2 0.2 
Glister Amway Corp 0.2 0.2 0.2 0.1 
Aim Church & Dwight Co Inc 0.2 0.2 0.2 0.1 
Mentadent Church & Dwight Co Inc 0.2 0.1 0.1 0.1 
Colgate Wisp Colgate-Palmolive Co 0.2 0.1 0.1 0.1 
Plus + White CCA Industries Inc 0.1 0.1 0.1 0.1 
Plax (Johnson & Johnson & Johnson 0.1 0.1 0.1 0.1 
    Johnson Inc) Consumer Products Inc     
Closeup (Unilever Church & Dwight Co Inc 0.1 0.1 0.1 0.1 
    Group)      
Pepsodent (Unilever Church & Dwight Co Inc 0.0 0.0 0.0 0.0 
    Group)      
Firefly (High Ridge Dr Fresh LLC 0.5 0.5 - - 
    Brands Co)      
Private label Private Label 7.3 7.3 7.2 6.9 
Others Others 7.9 8.0 6.9 8.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 94 LBN Brand Shares of Mouthwashes/Dental Rinses: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Listerine (Johnson Johnson & Johnson 48.9 47.2 50.2 46.3 
    & Johnson Inc) Consumer Products Inc     
Crest Procter & Gamble Co, The 14.1 14.4 14.2 14.5 
ACT (Sanofi) Chattem Inc 7.8 7.9 7.7 7.6 
Scope Procter & Gamble Co, The 5.1 4.8 4.7 4.7 
Colgate Colgate-Palmolive Co 4.3 3.9 3.8 4.1 
Tom's of Maine Colgate-Palmolive Co 0.5 0.5 0.5 0.5 
Plax (Johnson & Johnson & Johnson 0.5 0.5 0.5 0.5 
    Johnson Inc) Consumer Products Inc     
Private label Private Label 13.6 13.5 13.6 12.9 
Others Others 5.1 7.1 4.7 8.8 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 
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Table 95 LBN Brand Shares of Toothpaste: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Crest Procter & Gamble Co, The 34.2 34.4 35.6 35.5 
Colgate Colgate-Palmolive Co 33.3 33.4 33.7 34.7 
Sensodyne GlaxoSmithKline 17.5 18.1 18.7 18.5 
    (GlaxoSmithKline Plc) Consumer Health     
Tom's of Maine Colgate-Palmolive Co 3.7 3.7 3.6 3.6 
Arm & Hammer Church & Dwight Co Inc 3.5 3.2 2.9 2.6 
Aquafresh GlaxoSmithKline 1.8 1.7 1.6 1.5 
    (GlaxoSmithKline Plc) Consumer Health     
Aim Church & Dwight Co Inc 0.5 0.4 0.4 0.4 
Rembrandt Ranir LLC 0.4 0.4 0.4 0.3 
Glister Amway Corp 0.3 0.3 0.2 0.2 
Closeup (Unilever Church & Dwight Co Inc 0.2 0.2 0.2 0.1 
    Group)      
Listerine (Johnson Johnson & Johnson 0.1 0.1 0.1 0.1 
    & Johnson Inc) Consumer Products Inc     
Mentadent Church & Dwight Co Inc 0.1 0.1 0.1 0.1 
Nu Skin Nu Skin Enterprises Inc 0.1 0.1 0.1 0.1 
Pepsodent (Unilever Church & Dwight Co Inc 0.1 0.0 0.0 0.0 
    Group)      
Rembrandt (Johnson Johnson & Johnson - - - - 
    & Johnson Inc) Consumer Products Inc     
Zooth Procter & Gamble Co, The - - - - 
Private label Private Label 0.8 1.0 1.0 1.0 
Others Others 3.5 2.9 1.5 1.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 96 Forecast Sales of Oral Care by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Dental Floss 543.1 538.3 541.6 544.8 547.6 549.8 
Denture Care 441.2 406.1 382.7 366.1 353.5 344.3 
- Denture Cleansers 157.4 146.8 139.4 133.5 128.7 124.8 
- Denture Fixatives 283.8 259.4 243.3 232.5 224.8 219.5 
Mouth Fresheners 96.2 93.5 93.3 93.0 92.8 92.6 
Mouthwashes/Dental Rinses 1,798.8 1,739.0 1,700.9 1,666.5 1,642.5 1,629.0 
Tooth Whiteners 492.8 465.7 465.3 471.0 478.5 486.0 
Toothbrushes 2,483.9 2,433.3 2,414.5 2,415.8 2,428.2 2,445.7 
- Manual Toothbrushes 920.5 858.3 807.6 769.2 739.8 716.2 
- Power Toothbrushes 1,563.4 1,575.0 1,607.0 1,646.7 1,688.5 1,729.5 
Toothpaste 3,644.3 3,523.6 3,510.9 3,514.5 3,532.7 3,570.0 
Oral Care 9,500.3 9,199.5 9,109.3 9,071.7 9,075.7 9,117.3 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 97 Forecast Sales of Oral Care by Category: % Value Growth 2021-2026 
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% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Dental Floss -0.9 0.2 1.2 
Denture Care -7.9 -4.8 -22.0 
- Denture Cleansers -6.8 -4.5 -20.7 
- Denture Fixatives -8.6 -5.0 -22.6 
Mouth Fresheners -2.8 -0.8 -3.7 
Mouthwashes/Dental Rinses -3.3 -2.0 -9.4 
Tooth Whiteners -5.5 -0.3 -1.4 
Toothbrushes -2.0 -0.3 -1.5 
- Manual Toothbrushes -6.8 -4.9 -22.2 
- Power Toothbrushes 0.7 2.0 10.6 
Toothpaste -3.3 -0.4 -2.0 
Oral Care -3.2 -0.8 -4.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 98 Forecast Sales of Toothbrushes by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Toothbrushes 2,483.9 2,433.3 2,414.5 2,415.8 2,428.2 2,445.7 
- Manual Toothbrushes 920.5 858.3 807.6 769.2 739.8 716.2 
- Power Toothbrushes 1,563.4 1,575.0 1,607.0 1,646.7 1,688.5 1,729.5 
-- Battery Toothbrushes 410.4 394.3 379.0 366.1 355.3 346.8 
--- Battery Toothbrush 130.9 124.0 118.9 114.5 110.6 107.4 
    Replacement Heads       
--- Battery Toothbrush 279.5 270.3 260.2 251.6 244.7 239.5 
    Units       
-- Electric Toothbrushes 1,152.9 1,180.7 1,227.9 1,280.5 1,333.2 1,382.6 
--- Electric Toothbrush 526.7 542.9 565.3 588.1 610.6 632.6 
    Replacement Heads       
--- Electric Toothbrush 626.3 637.8 662.6 692.4 722.5 750.1 
    Units       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 99 Forecast Sales of Toothbrushes by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Toothbrushes -2.0 -0.3 -1.5 
- Manual Toothbrushes -6.8 -4.9 -22.2 
- Power Toothbrushes 0.7 2.0 10.6 
-- Battery Toothbrushes -3.9 -3.3 -15.5 
--- Battery Toothbrush Replacement Heads -5.2 -3.9 -18.0 
--- Battery Toothbrush Units -3.3 -3.0 -14.3 
-- Electric Toothbrushes 2.4 3.7 19.9 
--- Electric Toothbrush Replacement 3.1 3.7 20.1 
    Heads    
--- Electric Toothbrush Units 1.8 3.7 19.8 
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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SKIN CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 10% in current terms in 2021 to USD23.3 billion  

▪ Facial care is the best performing category in 2021, with retail value sales growing by 11% in 

current terms to USD16.4 billion 

▪ L’Oréal USA Inc is the leading player in 2021, with a retail value share of 13% 

▪ Retail sales are set to increase at a current value CAGR of 6% (2021 constant value CAGR of 

3%) over the forecast period to USD31.2 billion 

 

 

2021 DEVELOPMENTS 
 

Self-care and skinimalism trends propel skin care in 2021 

While adjusting to life in a pandemic, the wellness and self-care trends continued encouraging 

consumers to experiment with new skin care routines, allowing for a strong performance in 

2021. Premium skin care led recovery, following a more challenging 2020, but mass skin care 

was not too far behind, with the masstige and dermocosmetics segments driving the 

competition. Pandemic-induced trends that led to an increased focus on hygiene products 

continued to bode well for hand care and liquid/cream/gel/bar cleansers, with an uptick seen in 

exfoliator launches that heighten sensorial experiences (e.g., CeraVe Skin Renewing Nightly 

Exfoliating Treatment, Perricone MD Vitamin C Ester Peel, etc.). Products used to lower stress 

and anxiety, such as face masks, saw recent launches focus on delivery formats and sensorial 

changes, such as no-slip masks, bubbling masks, multi-masking, and mask layering, with the 

leave-on mask trend making its way from Asia Pacific beauty (e.g., Naturally G4U De-Stress 

Mineral Infusion Leave-On Mask). The boom in skin care also encouraged the launch of 

celebrity-backed brands, such as Ellen DeGeneres’s age-positive skin care line Kind Science, 

and KNOW Beauty from Vanessa Hudgens and Madison Beer, which gives a personalised skin 

care routine following an at-home DNA test. 

Skinimalism, or the less is more approach, started dictating consumers’ purchasing decisions, 

bolstering products that supported the bare-faced or dewy look. With the proliferation of the “no 

make-up make-up” look, formulae that emphasised improvements in complexion (e.g., reducing 

the appearance of dark spots or redness, hyperpigmentation, brightening pigments to blur 

imperfections, etc.) were highly sought after. As consumers started embracing their skin’s 

natural texture, they streamlined routines, focusing on finding products that work with their skin 

instead of simply covering it. Certain indie brands, such as Ilia, Glossier and Glow Recipe, 

benefited from this changing perception of beauty, as their sheer products let consumers’ 

features shine through, while legacy brands tend to encourage covering imperfections to 

achieve the desired look. Such trends have encouraged the outstanding growth of tinted 

moisturisers (e.g., Ilia’s Super Serum Skin Tint), which simplify routines by combining the 

functions of skin care, sun care and colour cosmetics, with Ilia’s success likely to encourage 

more launches from other players moving forward. 
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Innovation brings much-needed life to acne treatments and anti-agers 

Trends in acne treatments revealed the strong competition between mass and premium 

players. In 2020, value-driven consumers traded down and realised that affordability and 

efficacy are not mutually exclusive, with the trend continuing in 2021, to the downfall of premium 

acne treatments. In this segment, dermocosmetics brands such as CeraVe benefited from the 

interest in clinically backed efficacy and popularity on TikTok, launching new products such as 

its Acne Control Gel, that treats acne while restoring the skin’s barrier. 2021 saw innovation 

bring life to a category that had become stagnant, with Hero Cosmetics pushing new formats, 

including its Mighty Patch, a sticker-like spot-treatment for acne which was suitable for working 

from home, and more recently its Lightning Wand, a convenient to use pen with a serum to treat 

post-acne marks. Increasingly, players are repositioning their products to deal with adult acne, 

acne scarring and repair, which will open up much growth potential on a per capita basis in the 

forecast period (e.g., Peace Out Skincare Dark Spots Serum and Shae Moisture’s Even & 

Radiant collection). Indeed, according to Spate’s search data analysis, an uptick was seen in 

silicone scar sheets at the start of 2022 for acne-related skin damage. While few players are 

active in the niche currently, its potential could encourage other players to further develop such 

skin care applications. 

Likewise, anti-agers saw huge current value growth in 2021, as players adopted a “healthy 

ageing” positioning in response to the backlash against “anti-ageing” terminology. While 

historically the segment focused on products to prevent, cover or “cure” the ageing process for 

women, successful players leaned into the acceptance of beauty at all ages. Changes in 

terminology were seen (e.g., Youth to the People says age prevention, L’Oréal says age perfect, 

Dove says pro-age, etc.), as players focused on all age groups, ranging from those who have 

already aged and are looking for problem-focused solutions, to younger generations looking to 

prevent ageing. This dual positioning will open the doors to a variety of claims moving forward, 

such as hyperpigmentation, pollution, blue light, in addition to wrinkles and lines, etc.  

 

Attention turns towards ingredients as consumers seek tailored skin 
solutions 

Ingredients were put in the spotlight in 2021, as more consumers started searching and 

shopping by skin care ingredients. With research increasingly taking place online, consumers 

were able to become “skintellectuals” and understand their skin needs, encouraging them to 

seek out specific actives to fit their personal skin concerns. No brand has capitalised on the 

trend as well as The Ordinary, with its ingredient-based product names pushing the brand 

towards the top of ingredient-led Google searches. In terms of actives, trends in 2021 pointed 

towards a focus on moisturisation and sensitive skin as the pandemic led to stress on skin (e.g., 

maskne, dryness from over-washing or harsh actives, etc.). Consumers searched for softer 

alternatives (e.g., tocopherols instead of vitamin C, bakuchiol instead of retinol, etc.) and 

ingredients that support the microbiome and protect the skin barrier, such as plant oils, 

hyaluronic acid, ceramides and niacinamide. Because of the growing appetite for nature-derived 

ingredients, formulae saw the addition of essential oils and plant extracts (e.g., snow mushroom, 

winter cherry, apple fruit, oat kernel), with inspiration also coming from marine life (e.g., plankton 

and algae (seaweed) extracts). While the pandemic curtailed the buzz around CBD, it is starting 

to show traction again with the help of brands such as KOVO Essentials. With this new search 

mechanism, successful brands have responded by making ingredient information and their 

benefits easily accessible to consumers via improved packaging, e-commerce filtration features, 

and various content efforts, such as blog posts, quizzes, or live-streaming events with 

influencers or dermatologists. 
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The ingredient focus was not exclusive to premium facial care products, as trends started 

trickling down to body care and mass players as well. For instance, in response to the growing 

demand for hydration, Olay launched its Body Collection using popularised facial ingredients 

including niacinamide, collagen, hyaluronic acid and vitamin C, while Glow Recipe’s Pink Body 

Cream featured AHA and hyaluronic acid. Meanwhile, Versed launched its FirmGround Retinol 

Body Lotion following the successful trend of retinol in facial care. Furthermore, plant-based 

Urban Hydration started expanding its portfolio to body care, using ingredients such as papaya 

and seaweed extract to address concerns including “bacne”. As skin health remains a top 

priority, skin care brands would benefit from educating consumers on the importance of caring 

for their skin head-to-toe, which could open up further opportunities for body care in the forecast 

period. Body care players could also take notes from Plant Apothecary’s revamp of its aromatic 

body collection (body wash/shower gel), tapping into mood-boosting fragrance trends with Start 

Happy, Calm Down, Get It On, and Be Well, to bring a spa-like experience into the home 

environment. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Innovation and novelty will be required to maintain skin care’s 
momentum 

While skin care and fragrances had an exceptional 2021, the expected recovery of colour 

cosmetics and economic constraints (e.g., rising inflation and the end to stimulus payments) 

could moderate growth in the forecast period. Indeed, mass skin care is set to fare better than 

premium in 2022, as value-driven consumers continue trading down, cannibalising premium skin 

care, supported by retail partnerships (such as Sephora + Kohl’s and Ulta Beauty + Target), 

which have elevated the masstige skin care experience. Consumers are expected to take a 

back-to-basics approach and streamline their daily routines to focus on cleansing, moisturising, 

protecting, and adding an SPF as home seclusion and home working dissipate, with players 

such as Cetaphil already responding with revamped and colour-coded packaging for specific 

skin types. Likewise, multifunctional products such as tinted moisturisers will drive growth in the 

forecast period, as they simplify routines for increasingly busy lifestyles. However, there will be 

pockets of opportunity for hero products that serve a specific function to the consumer, such as 

serums that treat dark spots, with players to benefit from rising awareness of the need to have 

concentrated ingredients in one’s skin care routine. 

Clean or conscious beauty, linked directly to growing demand from gen Z, will continue driving 

growth and innovation over the forecast period. Retailers such as CVS have cited the growing 

interest in better for you products, leading them to increase the shelf space for dermocosmetics 

brands and products without harmful ingredients. In turn, players which have a cruelty-free and 

vegan positioning in colour cosmetics entered skin care, such as CoverGirl with its Clean Fresh 

collection. Some players may turn to mergers and acquisitions to bolster product portfolios with 

brands appealing to younger generations (e.g., Procter & Gamble acquired Tula, L’Oréal 

acquired Youth to the People, Unilever acquired Paula’s Choice, etc). Meanwhile, players are 

focusing on streamlining their portfolios and shutting down underperforming brands, such as 

Estée Lauder announcing its Deciem business will focus on The Ordinary, while closing its other 

brands (HIF, Hylamide, Abnomaly and The Chemistry Brand) in early 2022. 

As the battle to become the go-to brand of younger generations heats up, further 

sustainability efforts will also be undertaken. Some players have undergone an entire relaunch 

to elevate the brand, such as Plant Apothecary, with a focus on plant-based ingredients, cruelty-

free formulations, sustainable packaging efforts (e.g., using manufacturers with zero landfill 

waste policies) and certifications from FSC (The Forest Stewardship Council), Climate Neutral 
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and 1% for the Planet. Other players have focused on product formulations and formats, with 

Seed Phytonutrients introducing Concentrated Cleansing Powders and W3ll People launching 

an exfoliating powder as concerns over water scarcity loom. More concentrated and water-

activated formulae could become more widespread, as players such as Beiersdorf and L’Oréal 

have made water consumption reduction pledges. However, players should not forget about 

social responsibility when it comes to sustainable efforts, with brands like Alaffia and Selfless by 

Hyram highlighting the success of brands that create a social impact via efforts to fund 

reforestation and clean drinking water initiatives, for example. 

 

Players should innovate in line with consumers’ quest for wellness and 
efficacious products 

As definitions of beauty become more intertwined with wellness rather than aesthetics, it 

could open up further development opportunities for skin care players. Already, the beauty from 

within trend is encouraging beauty players to launch supplements such as biotin, viral proteins, 

and collagen (e.g., Shiseido launched the supplement brand Inryu in 2022), helping consumers 

on their journey to support skin health inside out. According to Euromonitor International’s Voice 

of the Consumer: Beauty Survey 2021, when asked about definitions of beauty, US consumer 

responses increased for “embrace yourself” and “embrace ageing”, while “looking presentable” 

and “looking your best” went down, with anti-agers a prime example of the repositioning that will 

be required to keep up with changing consumer motivations. While anti-agers is set to see a 

slowdown in growth following a standout 2021, the category will benefit from efforts to broaden 

the consumer base, while social gatherings, professional engagements, and social media will 

continue putting pressure on consumers to build their self-image with efficacious products. 

Players that innovate or bring novelty into the category will fare best, such as Frownies, which 

offers various wrinkle patches, not only to instantly soften lines, but also to train muscles over 

time to physically prevent the creation of wrinkles. 

Emerging trends in 2021 suggest that DIY skin devices could play a more prominent part in 

skin care routines in the forecast period. Such devices are meant to replicate spa-like 

procedures at home, and even though they tend to have higher price points up front, consumers 

are showing a willingness to invest in their skin care. Indeed, Euromonitor International’s Voice 

of the Consumer: Beauty Survey 2021 revealed that the number of US respondents selecting 

“yes” to using beauty devices grew for derma rollers, skin analysis silicon masks, oxygen 

treatments and photo rejuvenation devices. In this segment, players such as Nu Skin, NuFace 

and Dr. Dennis Gross continue innovating, offering products that can compete with cosmetic 

treatments. While launching a skin care device may not be for every player, players could focus 

on meeting consumers’ demands for products that can compete with the results of skin services 

or prescription products (e.g., Stryke Club’s Knockout Adapalene Gel, delivering prescription-

strength retinoid treatment minus the prescription, and Murad’s Targeted Wrinkle Corrector 

filling wrinkles on contact, negating the need for filler). 

 

Investments in beauty apps to continue, as they empower consumers 
with educational content to find the right products 

Beauty apps offer prospects for further development, as consumer demand for information 

continues growing. According to Euromonitor International’s Voice of the Consumer: Beauty 

Survey 2021, the usage of beauty apps was on an uptrend, with a growing number of 

consumers selecting reasons such as seeking out beauty tips and the latest trends, or 

information on product usage and application. The Inkey List launched a 24/7 individual 

coaching programme, MyInkey, whereby consumers are paired with a coach for at least six 

weeks to receive personal product and habit recommendations. Its strategy is to put education 
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at the forefront of the brand, positioning itself as a beacon of information to consumers, with 

potential plans to bring the service to Sephora in 2022. Meanwhile, Beiersdorf was intrigued by 

teledermatology and invested in the start-up Dermanostic. The app is meant to eliminate the 

need for a cumbersome and expensive in-person patient visit, instead allowing consumers to 

receive a quick professional diagnosis from a dermatologist. Such efforts should streamline the 

digital path to purchase, negating the need for consumers to look at various platforms, such as 

brand websites and social media platforms, before committing to a product purchase. 

Skin care players may have the opportunity to tap into the emerging category of female 

sexual wellness in beauty, which is currently led by indie brands designed by and for women. 

Already, retailers such as Sephora, Ulta and Nordstrom have started creating or expanding their 

sexual wellness assortments, building on the momentum of the self-care and holistic wellness 

trends. Brands such as Maude, and Blume, which started with toys and lubricants, and period 

products respectively, have started expanding into beauty products, such as pH-balancing body 

washes and bubble baths, soaking bath salts, and acne washes, to name a few. L’Oréal is 

already leaning in, partnering with period tracking app Clue to uncover the connection between 

menstrual cycles/hormones and skin health, and then relaying that information to consumers via 

in-app skin care advice tailored to the stage of their hormone cycle. LaMaria’s products 

designed for women undergoing menopausal hormone changes highlight the segmentation and 

personalisation opportunities ahead as sexual wellness is brought under the wellness umbrella, 

much like self-care and mental health were during the pandemic. 

 

 

CATEGORY DATA 
 

Table 100 Sales of Skin Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Body Care 3,397.8 3,449.7 3,688.5 3,814.3 3,999.6 4,222.4 
- Firming/Anti- 56.6 50.7 49.5 49.7 48.5 46.1 
    Cellulite Body Care       
-- Premium Firming/Anti- 23.4 22.0 21.6 21.3 19.3 16.4 
    Cellulite Body Care       
-- Mass Firming/Anti- 33.2 28.7 28.0 28.4 29.1 29.7 
    Cellulite Body Care       
- General Purpose Body 3,341.2 3,398.9 3,638.9 3,764.6 3,951.1 4,176.3 
    Care       
-- Premium General 214.4 222.1 260.4 274.1 279.1 327.7 
    Purpose Body Care       
-- Mass General Purpose 3,126.8 3,176.8 3,378.6 3,490.6 3,672.0 3,848.6 
    Body Care       
Facial Care 12,186.9 12,900.3 13,912.1 14,837.3 14,762.0 16,393.7 
- Acne Treatments 1,392.6 1,413.7 1,413.4 1,440.5 1,425.0 1,515.3 
-- Premium Acne 170.4 209.6 213.5 228.7 183.4 145.5 
    Treatments       
-- Mass Acne Treatments 1,222.2 1,204.1 1,199.9 1,211.8 1,241.6 1,369.8 
- Face Masks 204.2 256.6 276.5 296.0 290.8 301.4 
-- Premium Face Masks 147.5 191.4 207.1 225.5 213.9 220.5 
-- Mass Face Masks 56.7 65.2 69.4 70.5 76.9 80.8 
- Facial Cleansers 2,619.8 2,865.0 3,140.9 3,353.9 3,440.8 3,622.1 
-- Liquid/Cream/Gel/Bar 2,189.5 2,394.7 2,636.9 2,824.6 2,959.3 3,124.3 
    Cleansers       
--- Premium Liquid/ 678.7 724.3 764.4 823.4 818.2 933.0 
    Cream/Gel/Bar Cleansers       
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--- Mass Liquid/Cream/ 1,510.7 1,670.4 1,872.5 2,001.2 2,141.2 2,191.3 
    Gel/Bar Cleansers       
-- Facial Cleansing Wipes 430.3 470.3 504.0 529.3 481.4 497.8 
--- Premium Facial 21.1 23.6 26.3 28.2 24.2 24.2 
    Cleansing Wipes       
--- Mass Facial 409.2 446.7 477.7 501.1 457.2 473.6 
    Cleansing Wipes       
- Moisturisers And 6,762.5 7,123.9 7,758.9 8,338.6 8,221.9 9,466.8 
    Treatments       
-- Basic Moisturisers 2,858.6 3,053.4 3,419.9 3,815.9 3,900.8 4,522.8 
--- Premium Basic 1,604.1 1,719.6 1,903.7 2,077.0 1,975.5 2,302.0 
    Moisturisers       
--- Mass Basic 1,254.6 1,333.8 1,516.2 1,738.9 1,925.3 2,220.8 
    Moisturisers       
-- Anti-Agers 3,903.9 4,070.5 4,339.0 4,522.7 4,321.1 4,944.0 
--- Premium Anti-Agers 2,322.3 2,482.6 2,725.6 2,901.5 2,698.7 3,200.1 
--- Mass Anti-Agers 1,581.6 1,587.9 1,613.4 1,621.2 1,622.4 1,743.9 
- Lip Care 854.0 867.4 904.7 951.5 927.2 996.0 
-- Premium Lip Care 37.9 43.2 51.6 58.8 56.9 64.2 
-- Mass Lip Care 816.2 824.1 853.1 892.7 870.4 931.8 
- Toners 353.7 373.7 417.7 456.7 456.2 492.2 
-- Premium Toners 259.9 278.1 319.2 360.0 354.3 395.0 
-- Mass Toners 93.8 95.6 98.6 96.8 101.9 97.2 
Hand Care 206.9 211.7 228.4 238.5 252.0 274.1 
- Premium Hand Care 50.7 53.3 59.4 63.2 64.4 76.9 
- Mass Hand Care 156.2 158.4 169.0 175.3 187.6 197.3 
Skin Care Sets/Kits 2,017.8 2,268.2 2,440.7 2,452.1 2,236.1 2,432.0 
- Premium Skin Care 1,390.9 1,613.3 1,704.8 1,668.3 1,429.2 1,602.1 
    Sets/Kits       
- Mass Skin Care Sets/ 626.9 654.9 735.9 783.7 806.9 829.9 
    Kits       
Skin Care 17,809.4 18,829.8 20,269.7 21,342.1 21,249.7 23,322.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 101 Sales of Skin Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Body Care 5.6 4.4 24.3 
- Firming/Anti-Cellulite Body Care -4.9 -4.0 -18.6 
-- Premium Firming/Anti-Cellulite Body -15.0 -6.9 -30.0 
    Care    
-- Mass Firming/Anti-Cellulite Body Care 1.8 -2.2 -10.6 
- General Purpose Body Care 5.7 4.6 25.0 
-- Premium General Purpose Body Care 17.4 8.9 52.8 
-- Mass General Purpose Body Care 4.8 4.2 23.1 
Facial Care 11.1 6.1 34.5 
- Acne Treatments 6.3 1.7 8.8 
-- Premium Acne Treatments -20.7 -3.1 -14.6 
-- Mass Acne Treatments 10.3 2.3 12.1 
- Face Masks 3.6 8.1 47.6 
-- Premium Face Masks 3.1 8.4 49.5 
-- Mass Face Masks 5.1 7.3 42.5 
- Facial Cleansers 5.3 6.7 38.3 
-- Liquid/Cream/Gel/Bar Cleansers 5.6 7.4 42.7 
--- Premium Liquid/Cream/Gel/Bar 14.0 6.6 37.5 
    Cleansers    
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--- Mass Liquid/Cream/Gel/Bar Cleansers 2.3 7.7 45.0 
-- Facial Cleansing Wipes 3.4 3.0 15.7 
--- Premium Facial Cleansing Wipes 0.1 2.8 14.7 
--- Mass Facial Cleansing Wipes 3.6 3.0 15.7 
- Moisturisers And Treatments 15.1 7.0 40.0 
-- Basic Moisturisers 15.9 9.6 58.2 
--- Premium Basic Moisturisers 16.5 7.5 43.5 
--- Mass Basic Moisturisers 15.3 12.1 77.0 
-- Anti-Agers 14.4 4.8 26.6 
--- Premium Anti-Agers 18.6 6.6 37.8 
--- Mass Anti-Agers 7.5 2.0 10.3 
- Lip Care 7.4 3.1 16.6 
-- Premium Lip Care 13.0 11.2 69.7 
-- Mass Lip Care 7.1 2.7 14.2 
- Toners 7.9 6.8 39.1 
-- Premium Toners 11.5 8.7 52.0 
-- Mass Toners -4.7 0.7 3.5 
Hand Care 8.8 5.8 32.5 
- Premium Hand Care 19.4 8.7 51.7 
- Mass Hand Care 5.1 4.8 26.3 
Skin Care Sets/Kits 8.8 3.8 20.5 
- Premium Skin Care Sets/Kits 12.1 2.9 15.2 
- Mass Skin Care Sets/Kits 2.8 5.8 32.4 
Skin Care 9.8 5.5 31.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 102 NBO Company Shares of Skin Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 10.4 10.3 10.2 11.5 12.8 
Johnson & Johnson 9.2 9.0 8.7 8.5 8.1 
    Consumer Products Inc      
Estée Lauder Cos Inc 8.4 8.0 8.0 7.8 7.7 
Bath & Body Works Inc - - - - 3.8 
Procter & Gamble Co, The 4.0 3.9 4.0 4.0 3.8 
Mary Kay Inc 3.3 3.2 3.0 3.2 3.0 
Proactiv Co, The 3.2 3.1 2.9 3.0 2.9 
Rodan & Fields LLC 6.7 6.0 4.7 3.6 2.7 
Unilever Home & 3.6 3.3 3.0 2.8 2.6 
    Personal Care USA      
Beiersdorf Inc 2.2 2.2 2.4 2.6 2.5 
Kao Brands Co 2.8 2.6 2.4 2.4 2.3 
Shiseido Americas Corp 2.2 2.0 2.0 1.7 1.8 
Galderma Laboratories Inc 1.2 1.3 1.4 1.7 1.7 
Deciem Inc 0.5 0.5 0.7 1.1 1.4 
LVMH Perfums & 1.1 1.1 1.2 1.2 1.2 
    Cosmetics USA Inc      
Guthy-Renker Corp 1.2 1.1 1.1 1.1 1.0 
Murad Inc 1.0 1.1 1.1 1.0 1.0 
Burt's Bees Inc 0.9 1.0 1.0 1.0 1.0 
L'Occitane en Provence 0.9 0.9 1.0 0.9 0.9 
Jeunesse Global USA 1.0 1.0 1.0 1.0 0.9 
GSK Consumer Healthcare - - 0.9 0.9 0.9 
Arbonne International Inc 0.9 0.9 0.9 0.9 0.9 
Clarins SA 1.0 0.9 0.9 0.9 0.9 
ET Browne Drug Co Inc 0.4 0.3 0.8 0.8 0.7 
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Chattem Inc 0.8 0.8 0.8 0.7 0.7 
Victoria's Secret & Co - - - - 0.7 
Philosophy Inc 0.7 0.6 0.6 0.7 0.7 
Revlon Products Corp 0.8 0.8 0.7 0.7 0.6 
New Avon Co - - 0.6 0.6 0.6 
Chanel USA Inc 0.6 0.6 0.6 0.6 0.6 
L Brands Inc 4.9 4.7 4.7 4.6 - 
Wyeth Consumer 0.8 0.8 - - - 
    Healthcare Inc      
New Avon LLC 0.7 0.6 - - - 
Other Private Label 2.5 2.3 2.3 2.3 2.0 
Others 22.1 24.9 26.4 26.3 27.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 103 LBN Brand Shares of Skin Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Neutrogena (Johnson Johnson & Johnson 5.1 5.1 4.7 4.6 
    & Johnson Inc) Consumer Products Inc     
CeraVe (L'Oréal L'Oréal USA Inc 1.2 1.4 2.7 3.8 
    Groupe)      
Bath & Body Works Bath & Body Works Inc - - - 3.8 
Olay Procter & Gamble Co, The 3.5 3.4 3.4 3.2 
Mary Kay Mary Kay Inc 3.2 3.0 3.2 3.0 
Proactiv (Galderma Proactiv Co, The - 2.9 3.0 2.9 
    SA)      
Clinique Estée Lauder Cos Inc 2.8 2.8 2.7 2.8 
Rodan + Fields Rodan & Fields LLC 6.0 4.7 3.6 2.7 
Lancôme (L'Oréal L'Oréal USA Inc 2.8 2.7 2.6 2.6 
    Groupe)      
Estée Lauder Estée Lauder Cos Inc 2.5 2.5 2.5 2.3 
L'Oréal Paris L'Oréal USA Inc 1.9 1.8 1.9 1.9 
    (L'Oréal Groupe)      
Aveeno (Johnson & Johnson & Johnson 2.2 2.0 2.0 1.9 
    Johnson Inc) Consumer Products Inc     
Cetaphil (Galderma Galderma Laboratories Inc - 1.4 1.7 1.7 
    SA)      
Jergens (Kao Corp) Kao Brands Co 1.5 1.5 1.5 1.4 
Kiehl's (L'Oréal L'Oréal USA Inc 1.4 1.3 1.4 1.4 
    Groupe)      
Shiseido (Shiseido Shiseido Americas Corp 1.6 1.5 1.4 1.4 
    Co Ltd)      
The Ordinary (Estée Deciem Inc - - - 1.4 
    Lauder Cos Inc)      
Nivea (Beiersdorf AG) Beiersdorf Inc 0.8 1.0 1.1 1.1 
Garnier (L'Oréal L'Oréal USA Inc 1.0 1.0 1.0 1.1 
    Groupe)      
Murad (Unilever Murad Inc 1.1 1.1 1.0 1.0 
    Group)      
Burt's Bees (Clorox Burt's Bees Inc 1.0 1.0 1.0 1.0 
    Co, The)      
L'Occitane L'Occitane en Provence 0.9 1.0 0.9 0.9 
    (L'Occitane      
    International SA)      
Instantly Ageless Jeunesse Global USA 1.0 1.0 1.0 0.9 
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    (Jeunesse Global LLC)      
Eucerin (Beiersdorf Beiersdorf Inc 0.8 0.8 0.9 0.9 
    AG)      
Chapstick GSK Consumer Healthcare - 0.9 0.9 0.9 
    (GlaxoSmithKline Plc)      
Arbonne Arbonne International Inc 0.9 0.9 0.9 0.9 
Meaningful Beauty Guthy-Renker Corp 0.9 0.9 0.9 0.9 
Clarins Clarins SA 0.9 0.9 0.9 0.9 
Palmer's Cocoa Butter ET Browne Drug Co Inc 0.3 0.8 0.8 0.7 
Clean & Clear Johnson & Johnson 0.8 0.7 0.7 0.7 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
Bath & Body Works L Brands Inc 3.5 3.6 3.9 - 
Victoria's Secret L Brands Inc 1.3 1.1 0.7 - 
Proactiv (Nestlé SA) Proactiv Co, The 3.1 - - - 
Cetaphil (Nestlé SA) Galderma Laboratories Inc 1.3 - - - 
Chapstick (Pfizer Wyeth Consumer 0.8 - - - 
    Inc) Healthcare Inc     
Other Private Label Other Private Label 2.3 2.3 2.3 2.0 
    (Private Label)      
Others Others 41.6 42.9 42.7 43.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 104 LBN Brand Shares of Basic Moisturisers: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
CeraVe (L'Oréal L'Oréal USA Inc 2.9 3.6 5.4 7.0 
    Groupe)      
Clinique Estée Lauder Cos Inc 7.5 7.0 6.4 6.3 
Lancôme (L'Oréal L'Oréal USA Inc 5.0 4.5 4.2 4.2 
    Groupe)      
Estée Lauder Estée Lauder Cos Inc 4.3 4.0 3.9 3.4 
Mary Kay Mary Kay Inc 4.0 3.6 3.8 3.4 
Neutrogena (Johnson Johnson & Johnson 3.5 3.4 3.3 3.0 
    & Johnson Inc) Consumer Products Inc     
Shiseido (Shiseido Shiseido Americas Corp 3.6 3.4 2.9 2.9 
    Co Ltd)      
Olay Procter & Gamble Co, The 2.7 2.5 2.4 2.2 
Arbonne Arbonne International Inc 2.1 2.0 2.0 1.8 
Rodan + Fields Rodan & Fields LLC 2.9 3.1 2.4 1.5 
The Ordinary (Estée Deciem Inc - - - 1.4 
    Lauder Cos Inc)      
Aveeno (Johnson & Johnson & Johnson 1.8 1.5 1.4 1.3 
    Johnson Inc) Consumer Products Inc     
Cetaphil (Galderma Galderma Laboratories Inc - 1.2 1.4 1.2 
    SA)      
Kiehl's (L'Oréal L'Oréal USA Inc 1.3 1.2 1.2 1.2 
    Groupe)      
Murad (Unilever Murad Inc 1.4 1.4 1.2 1.1 
    Group)      
Chanel (Chanel SA) Chanel USA Inc 1.4 1.3 1.2 1.1 
Clarins Clarins SA 1.4 1.3 1.2 1.1 
Kiehl's for Men L'Oréal USA Inc 1.1 1.0 1.0 0.9 
    (L'Oréal Groupe)      
Lush (Lush Retail Lush Handmade Cosmetics 1.4 1.1 0.8 0.8 
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    Ltd) Ltd     
La Mer Estée Lauder Cos Inc 0.7 0.7 0.7 0.8 
Origins Estée Lauder Cos Inc 0.8 0.8 0.7 0.7 
Neostrata (Johnson Neostrata Co Inc 0.8 0.8 0.7 0.7 
    & Johnson Inc)      
Fresh (LVMH Moët Fresh Inc 0.8 0.8 0.7 0.7 
    Hennessy Louis      
    Vuitton SA)      
Boots N°7 (Private Walgreen Co 0.7 0.7 0.7 0.7 
    Label)      
Pond's (Unilever Unilever Home & 0.9 0.8 0.7 0.6 
    Group) Personal Care USA     
Dior (LVMH Moët LVMH Perfums & 0.7 0.6 0.6 0.6 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
bareMinerals Bare Escentuals Inc - - - 0.5 
    (Orveon Global US      
    LLC)      
Monat Monat Global Corp - 0.1 0.6 0.5 
Farmasi (Tanalize Farmasi US LLC - - 0.6 0.5 
    Kosmetik AS)      
Artistry Amway Corp 0.6 0.6 0.6 0.5 
The Ordinary Deciem Inc 0.7 0.8 1.3 - 
bareMinerals Bare Escentuals Inc 0.9 0.7 0.6 - 
    (Shiseido Co Ltd)      
Cetaphil (Nestlé SA) Galderma Laboratories Inc 1.2 - - - 
Other Private Label Other Private Label 0.9 0.8 0.7 0.6 
    (Private Label)      
Others Others 42.1 44.7 44.7 46.5 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 105 LBN Brand Shares of Anti-agers: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Olay Procter & Gamble Co, The 9.8 9.7 10.3 9.3 
L'Oréal Paris L'Oréal USA Inc 7.5 7.2 8.0 7.8 
    (L'Oréal Groupe)      
Lancôme (L'Oréal L'Oréal USA Inc 6.1 5.9 5.8 5.7 
    Groupe)      
Estée Lauder Estée Lauder Cos Inc 6.4 6.3 6.5 5.6 
Instantly Ageless Jeunesse Global USA 4.6 4.7 4.8 4.4 
    (Jeunesse Global LLC)      
The Ordinary (Estée Deciem Inc - - - 3.8 
    Lauder Cos Inc)      
Mary Kay Mary Kay Inc 3.8 3.7 4.0 3.6 
Neutrogena (Johnson Johnson & Johnson 4.0 3.9 3.7 3.4 
    & Johnson Inc) Consumer Products Inc     
Clinique Estée Lauder Cos Inc 3.5 3.4 3.4 3.4 
Rodan + Fields Rodan & Fields LLC 4.6 3.9 4.1 3.0 
Garnier (L'Oréal L'Oréal USA Inc 2.5 2.4 2.6 2.5 
    Groupe)      
StriVectin-SD Klein-Becker USA - - - 2.4 
    (Crown Laboratories      
    Inc)      
Clarins Clarins SA 2.3 2.3 2.2 2.1 
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Shiseido (Shiseido Shiseido Americas Corp 2.2 2.1 1.9 1.9 
    Co Ltd)      
Kiehl's (L'Oréal L'Oréal USA Inc 1.8 1.8 2.0 1.9 
    Groupe)      
La Mer Estée Lauder Cos Inc 1.7 1.8 1.9 1.9 
L'Occitane L'Occitane en Provence 1.7 1.9 1.8 1.8 
    (L'Occitane      
    International SA)      
Avon (LG Household New Avon Co - 1.4 1.5 1.3 
    & Health Care Ltd)      
Murad (Unilever Murad Inc 1.4 1.4 1.3 1.3 
    Group)      
CeraVe (L'Oréal L'Oréal USA Inc 0.4 0.4 0.9 1.3 
    Groupe)      
Chanel (Chanel SA) Chanel USA Inc 1.4 1.4 1.4 1.3 
La Roche-Posay L'Oréal USA Inc 1.1 1.1 1.2 1.3 
    (L'Oréal Groupe)      
Artistry Amway Corp 1.2 1.1 1.2 1.1 
Nu Skin Nu Skin Enterprises Inc 1.1 1.1 1.2 1.1 
Boots N°7 (Private Walgreen Co 1.2 1.2 1.2 1.1 
    Label)      
Dior (LVMH Moët LVMH Perfums & 1.1 1.2 1.2 1.1 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
RoC (RoC Opco LLC) Johnson & Johnson - 1.3 1.6 1.1 
 Consumer Products Inc     
Neostrata (Johnson Neostrata Co Inc 1.1 1.1 1.1 1.0 
    & Johnson Inc)      
Arbonne Arbonne International Inc 1.0 1.0 1.1 1.0 
Aveeno (Johnson & Johnson & Johnson 0.9 0.9 0.9 0.9 
    Johnson Inc) Consumer Products Inc     
The Ordinary Deciem Inc 1.4 1.9 3.1 - 
StriVectin-SD Klein-Becker USA 2.6 2.6 2.5 - 
    (StriVectin      
    Operating Co Inc)      
Avon New Avon LLC 1.4 - - - 
RoC (Johnson & Johnson & Johnson 1.4 - - - 
    Johnson Inc) Consumer Products Inc     
Other Private Label Other Private Label 0.7 0.6 0.6 0.5 
    (Private Label)      
Others Others 18.0 19.2 15.3 20.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 106 LBN Brand Shares of Firming/Anti-cellulite Body Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Nivea Body Beiersdorf Inc 17.9 17.8 18.3 21.2 
    (Beiersdorf AG)      
Clarins Clarins SA 12.1 12.3 12.1 13.0 
Mary Kay Mary Kay Inc 10.6 10.8 11.5 9.8 
Shiseido (Shiseido Shiseido Americas Corp 6.6 6.7 6.4 7.6 
    Co Ltd)      
Murad (Unilever Murad Inc 15.7 15.4 11.4 4.8 
    Group)      
Nu Skin Nu Skin Enterprises Inc 4.0 3.7 3.9 4.3 
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Mustela Expanscience SA, 2.2 2.2 2.2 2.5 
 Laboratoires     
Yves Rocher Yves Rocher SA 0.7 0.7 0.7 0.8 
BeautiControl Youngevity 0.2 0.2 0.2 0.2 
 International Inc     
Avon Avon Products Inc - - - - 
BeautiControl BeautiControl Inc - - - - 
    (Tupperware Brands      
    Corp)      
Jafra (Vorwerk & Co JAFRA Cosmetics - - - - 
    KG) International Inc     
Murad Murad Inc - - - - 
Private label Private Label - - - - 
Others Others 30.0 30.1 33.3 35.7 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 107 LBN Brand Shares of General Purpose Body Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Bath & Body Works Bath & Body Works Inc - - - 19.6 
Jergens (Kao Corp) Kao Brands Co 8.4 8.3 8.2 8.0 
Aveeno (Johnson & Johnson & Johnson 7.1 6.8 6.4 6.4 
    Johnson Inc) Consumer Products Inc     
Nivea (Beiersdorf AG) Beiersdorf Inc 4.7 5.7 5.8 5.9 
CeraVe (L'Oréal L'Oréal USA Inc 1.9 2.0 3.5 4.9 
    Groupe)      
Eucerin (Beiersdorf Beiersdorf Inc 3.9 3.8 4.1 4.3 
    AG)      
Palmer's Cocoa Butter ET Browne Drug Co Inc 1.9 4.3 4.2 4.2 
Gold Bond (Sanofi) Chattem Inc 4.4 4.3 4.0 4.0 
Victoria's Secret Victoria's Secret & Co - - - 4.0 
Vaseline (Unilever Unilever Home & 4.0 3.4 3.2 3.1 
    Group) Personal Care USA     
Lubriderm (Johnson Johnson & Johnson 3.1 2.9 2.9 2.8 
    & Johnson Inc) Consumer Products Inc     
Mary Kay Mary Kay Inc 2.9 2.8 2.9 2.7 
Cetaphil (Galderma Galderma Laboratories Inc - 2.2 2.5 2.5 
    SA)      
Suave (Unilever Unilever Home & 2.2 2.1 1.9 1.8 
    Group) Personal Care USA     
Curel (Kao Corp) Kao Brands Co 1.9 1.9 1.7 1.7 
Olay Procter & Gamble Co, The 1.5 1.5 1.4 1.4 
St Ives Swiss Unilever Home & 1.3 1.2 1.1 1.2 
    Formula (Unilever Personal Care USA     
    Group)      
Avon (LG Household New Avon Co - 1.1 1.1 1.1 
    & Health Care Ltd)      
Kiehl's (L'Oréal L'Oréal USA Inc 1.1 1.0 1.0 1.1 
    Groupe)      
Lush (Lush Retail Lush Handmade Cosmetics 1.5 1.2 0.9 1.0 
    Ltd) Ltd     
The Body Shop Body Shop Inc, The 0.5 1.0 0.8 0.9 
    (Natura&Co)      
Origins Estée Lauder Cos Inc 0.7 0.7 0.7 0.9 
Burt's Bees (Clorox Burt's Bees Inc 0.8 0.8 0.8 0.8 
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    Co, The)      
L'Occitane L'Occitane en Provence 0.7 0.8 0.8 0.8 
    (L'Occitane      
    International SA)      
Neutrogena (Johnson Johnson & Johnson 0.7 0.7 0.6 0.6 
    & Johnson Inc) Consumer Products Inc     
Farmasi (Tanalize Farmasi US LLC - - 0.5 0.4 
    Kosmetik AS)      
Rodan + Fields Rodan & Fields LLC 1.3 0.8 0.6 0.4 
Philosophy (Coty Inc) Philosophy Inc 0.3 0.3 0.3 0.3 
Natura (Natura&Co) Natura International Inc - - - 0.3 
Arbonne Arbonne International Inc 0.3 0.3 0.3 0.3 
Bath & Body Works L Brands Inc 17.6 18.6 19.1 - 
Victoria's Secret L Brands Inc 7.2 6.1 4.0 - 
Cetaphil (Nestlé SA) Galderma Laboratories Inc 2.0 - - - 
Avon New Avon LLC 1.1 - - - 
Private label Private Label 4.0 4.1 3.9 3.1 
Others Others 11.0 9.2 10.7 9.3 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 108 LBN Brand Shares of Premium Skin Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Clinique Estée Lauder Cos Inc 7.0 6.8 7.1 7.0 
Rodan + Fields Rodan & Fields LLC 14.8 11.4 9.3 6.8 
Lancôme (L'Oréal L'Oréal USA Inc 6.9 6.6 6.7 6.6 
    Groupe)      
Estée Lauder Estée Lauder Cos Inc 6.3 6.2 6.6 5.8 
Kiehl's (L'Oréal L'Oréal USA Inc  3.4 3.3 3.7 3.6 
    Groupe)      
Shiseido (Shiseido Shiseido Americas Corp 3.9 3.8 3.6 3.5 
    Co Ltd)      
The Ordinary (Estée Deciem Inc - - - 3.4 
    Lauder Cos Inc)      
Murad (Unilever Murad Inc 2.6 2.7 2.5 2.5 
    Group)      
L'Occitane L'Occitane en Provence 2.2 2.4 2.4 2.4 
    (L'Occitane      
    International SA)      
Instantly Ageless Jeunesse Global USA 2.4 2.4 2.5 2.3 
    (Jeunesse Global LLC)      
Arbonne Arbonne International Inc 2.2 2.2 2.3 2.2 
Clarins Clarins SA 2.3 2.2 2.3 2.2 
Origins Estée Lauder Cos Inc 1.6 1.7 1.8 1.8 
La Mer Estée Lauder Cos Inc 1.5 1.6 1.7 1.8 
Philosophy (Coty Inc) Philosophy Inc 1.6 1.6 1.7 1.6 
Chanel (Chanel SA) Chanel USA Inc 1.5 1.5 1.5 1.4 
SK-II Procter & Gamble Co, The 0.9 1.5 1.4 1.3 
StriVectin-SD Klein-Becker USA - - - 1.3 
    (Crown Laboratories      
    Inc)      
Neostrata (Johnson Neostrata Co Inc 1.2 1.2 1.2 1.2 
    & Johnson Inc)      
Fresh (LVMH Moët Fresh Inc 1.2 1.2 1.2 1.2 
    Hennessy Louis      
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    Vuitton SA)      
The Ordinary Deciem Inc 1.3 1.7 2.9 - 
StriVectin-SD Klein-Becker USA 1.4 1.4 1.3 - 
    (StriVectin      
    Operating Co Inc)      
Others Others 33.8 36.7 36.2 40.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 109 Forecast Sales of Skin Care by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Body Care 4,222.4 4,302.6 4,379.9 4,455.9 4,529.9 4,602.4 
- Firming/Anti- 46.1 44.6 43.3 42.2 41.2 40.2 
    Cellulite Body Care       
-- Premium Firming/Anti- 16.4 15.3 14.5 13.9 13.4 12.9 
    Cellulite Body Care       
-- Mass Firming/Anti- 29.7 29.3 28.8 28.3 27.8 27.4 
    Cellulite Body Care       
- General Purpose Body 4,176.3 4,258.0 4,336.7 4,413.7 4,488.7 4,562.2 
    Care       
-- Premium General 327.7 345.4 363.6 380.8 397.8 414.9 
    Purpose Body Care       
-- Mass General Purpose 3,848.6 3,912.6 3,973.1 4,032.9 4,090.9 4,147.3 
    Body Care       
Facial Care 16,393.7 16,846.9 17,542.9 18,240.7 18,922.8 19,637.4 
- Acne Treatments 1,515.3 1,510.0 1,525.9 1,540.5 1,553.4 1,560.2 
-- Premium Acne 145.5 149.0 152.6 155.7 158.8 161.6 
    Treatments       
-- Mass Acne Treatments 1,369.8 1,361.0 1,373.3 1,384.8 1,394.6 1,398.5 
- Face Masks 301.4 310.7 319.8 329.0 338.3 347.7 
-- Premium Face Masks 220.5 229.5 237.8 246.4 255.0 263.7 
-- Mass Face Masks 80.8 81.3 82.0 82.7 83.3 84.1 
- Facial Cleansers 3,622.1 3,747.8 3,866.7 3,989.3 4,109.0 4,260.2 
-- Liquid/Cream/Gel/Bar 3,124.3 3,246.8 3,364.5 3,480.3 3,594.1 3,738.5 
    Cleansers       
--- Premium Liquid/ 933.0 968.3 1,001.9 1,033.8 1,063.6 1,124.4 
    Cream/Gel/Bar Cleansers       
--- Mass Liquid/Cream/ 2,191.3 2,278.5 2,362.6 2,446.5 2,530.5 2,614.2 
    Gel/Bar Cleansers       
-- Facial Cleansing Wipes 497.8 501.0 502.3 509.0 514.9 521.7 
--- Premium Facial 24.2 23.8 23.7 23.9 24.2 25.0 
    Cleansing Wipes       
--- Mass Facial 473.6 477.2 478.5 485.1 490.7 496.7 
    Cleansing Wipes       
- Moisturisers And 9,466.8 9,744.9 10,253.4 10,760.5 11,256.1 11,758.6 
    Treatments       
-- Basic Moisturisers 4,522.8 4,827.9 5,134.7 5,433.0 5,736.4 6,033.4 
--- Premium Basic 2,302.0 2,395.0 2,484.3 2,575.2 2,669.0 2,764.1 
    Moisturisers       
--- Mass Basic 2,220.8 2,432.9 2,650.4 2,857.8 3,067.4 3,269.4 
    Moisturisers       
-- Anti-Agers 4,944.0 4,917.0 5,118.7 5,327.5 5,519.7 5,725.1 
--- Premium Anti-Agers 3,200.1 3,166.9 3,353.7 3,543.0 3,715.0 3,894.4 
--- Mass Anti-Agers 1,743.9 1,750.1 1,765.0 1,784.5 1,804.8 1,830.7 
- Lip Care 996.0 1,014.2 1,033.4 1,053.1 1,072.6 1,091.9 
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-- Premium Lip Care 64.2 66.4 71.6 76.8 81.6 85.6 
-- Mass Lip Care 931.8 947.8 961.8 976.2 991.0 1,006.3 
- Toners 492.2 519.3 543.8 568.3 593.3 618.8 
-- Premium Toners 395.0 419.1 444.0 468.6 493.7 519.4 
-- Mass Toners 97.2 100.2 99.8 99.7 99.6 99.4 
Hand Care 274.1 278.0 283.6 288.7 293.5 298.1 
- Premium Hand Care 76.9 79.4 82.3 85.0 87.6 90.2 
- Mass Hand Care 197.3 198.6 201.3 203.7 205.9 207.9 
Skin Care Sets/Kits 2,432.0 2,458.3 2,499.1 2,539.1 2,577.6 2,610.6 
- Premium Skin Care 1,602.1 1,626.9 1,657.8 1,686.3 1,712.3 1,731.5 
    Sets/Kits       
- Mass Skin Care Sets/ 829.9 831.4 841.4 852.8 865.2 879.1 
    Kits       
Skin Care 23,322.3 23,885.7 24,705.6 25,524.5 26,323.7 27,148.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 110 Forecast Sales of Skin Care by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Body Care 1.9 1.7 9.0 
- Firming/Anti-Cellulite Body Care -3.2 -2.7 -12.6 
-- Premium Firming/Anti-Cellulite Body -6.8 -4.8 -21.6 
    Care    
-- Mass Firming/Anti-Cellulite Body Care -1.2 -1.6 -7.7 
- General Purpose Body Care 2.0 1.8 9.2 
-- Premium General Purpose Body Care 5.4 4.8 26.6 
-- Mass General Purpose Body Care 1.7 1.5 7.8 
Facial Care 2.8 3.7 19.8 
- Acne Treatments -0.4 0.6 3.0 
-- Premium Acne Treatments 2.4 2.1 11.1 
-- Mass Acne Treatments -0.6 0.4 2.1 
- Face Masks 3.1 2.9 15.4 
-- Premium Face Masks 4.0 3.6 19.5 
-- Mass Face Masks 0.6 0.8 4.1 
- Facial Cleansers 3.5 3.3 17.6 
-- Liquid/Cream/Gel/Bar Cleansers 3.9 3.7 19.7 
--- Premium Liquid/Cream/Gel/Bar 3.8 3.8 20.5 
    Cleansers    
--- Mass Liquid/Cream/Gel/Bar Cleansers 4.0 3.6 19.3 
-- Facial Cleansing Wipes 0.6 0.9 4.8 
--- Premium Facial Cleansing Wipes -1.8 0.6 3.1 
--- Mass Facial Cleansing Wipes 0.8 1.0 4.9 
- Moisturisers And Treatments 2.9 4.4 24.2 
-- Basic Moisturisers 6.7 5.9 33.4 
--- Premium Basic Moisturisers 4.0 3.7 20.1 
--- Mass Basic Moisturisers 9.5 8.0 47.2 
-- Anti-Agers -0.5 3.0 15.8 
--- Premium Anti-Agers -1.0 4.0 21.7 
--- Mass Anti-Agers 0.4 1.0 5.0 
- Lip Care 1.8 1.9 9.6 
-- Premium Lip Care 3.4 5.9 33.3 
-- Mass Lip Care 1.7 1.6 8.0 
- Toners 5.5 4.7 25.7 
-- Premium Toners 6.1 5.6 31.5 
-- Mass Toners 3.1 0.5 2.4 
Hand Care 1.4 1.7 8.7 
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- Premium Hand Care 3.3 3.3 17.4 
- Mass Hand Care 0.7 1.1 5.4 
Skin Care Sets/Kits 1.1 1.4 7.3 
- Premium Skin Care Sets/Kits 1.5 1.6 8.1 
- Mass Skin Care Sets/Kits 0.2 1.2 5.9 
Skin Care 2.4 3.1 16.4 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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SUN CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 24% in current terms in 2021 to USD2.7 billion  

▪ Adult sun care is the best performing category in 2021, with retail value sales increasing by 

26% in current terms to USD2.4 billion 

▪ Edgewell Personal Care Brands LLC is the leading player in 2021, with a retail value share of 

16% 

▪ Retail sales are set to increase at a current value CAGR of 7% (2021 constant value CAGR of 

4%) over the forecast period to USD3.7 billion 

 

 

2021 DEVELOPMENTS 
 

Strong domestic travel contributes to recovery of sun protection, but 
daily use remains the key driving force 

The strong revival of domestic leisure travel, following the mass COVID-19 vaccination efforts 

in the US, allowed the proportion of sun protection sales tied to holiday consumption to recover 

in 2021, despite the relatively low level of international tourists. As restrictions were lifted there 

was a spike in domestic summer travel, with destinations that require sun protection, such as 

sunny southern US states and national parks, being amongst the top choices. Likewise, the 

reopening of major US cities, such as Los Angeles, allowed events such as festivals and sports 

games to take place. Such activities and events encouraged replenishment purchases, while 

limited options to travel outside the US encouraged more in-country purchases. Furthermore, 

consumers continued to engage in various outdoor activities (e.g., hiking, walking, biking, etc.), 

contributing to the growth of sun protection, especially sports lines, which are formulated to 

better withstand sweat and other elements. 

While travel played a role in recovery, the main driving factor was the adoption of daily facial 

sun protection. With the pandemic encouraging consumers to reassess and prioritise their 

health, the messaging of daily application finally drove home, perfectly timed with the rising 

interest in and education about skin care. The importance of adding sun protection as the final 

step in skin care routines was strengthened, with players such as Tula and Bondi Sands 

launching online skin quizzes to help their customers find personalised routines and products. 

Indeed, according to Euromonitor International’s online tracking platform VIA (2020-2021), the 

number of SKUs in sun protection with a “face” claim grew by 14%. In addition, as US 

consumers wore less facial make-up and focused on embracing their skin instead of covering it, 

this encouraged the search for proactive prevention solutions to ensure long-term skin health, 

rather than reactive treatment products. Growth in sun protection was therefore bolstered by its 

ability to serve as a preventative health measure against not only skin cancer, but also ageing, 

and to maintain the overall health of one’s skin. 

The interest in sun protection encouraged both retailers and players to double-down on their 

educational efforts of instilling everyday application. For example, Neutrogena and Walgreens 

entered a sun safety partnership with the Melanoma Research Foundation, educating 

Walgreens beauty consultants on sun safety to better serve their customers. Likewise, as part of 
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its new content initiative, Neutrogena Studios launched “In the Sun”, a full-length documentary 

produced by Kerry Washington, highlighting the various real-life impacts of sun damage. Such 

educational efforts are giving consumers the tools to safely enjoy being in the sun, while further 

reinforcing the importance of daily application. In fact, when consumers were asked if sunscreen 

was part of their daily routine in Euromonitor’s Voice of the Consumer: Beauty Survey 2021, 

only 15% of US consumers selected “no” in 2021, down significantly from 31% in 2020. 

 

Momentum for self-tanning continues as players improve formulations 
and distribution 

In 2021, consumers still wanted the look of tanned skin and the confidence it brought them, 

but they searched for safer ways to reach their goal amidst the dangers of sun exposure and 

limited international travel opportunities, which benefited self-tanning tremendously. With the 

momentum growing, brands continued improving their formulations to offer the best user 

experience in terms of providing a clean smell, easy application and no transfer. Several 

players, such as Tanologist, Tan Luxe and Isle of Paradise, launched tanning drops which are 

added to moisturisers, allowing users to customise their tan while also hydrating their skin. Isle 

of Paradise took notes directly from its consumers, with its Self-Tanning Water Refills selling out 

after a viral TikTok video showcased consumers using the product with their own mister bottles, 

encouraging the brand to quickly launch its own kit with a continuous mister. Several other 

players, such as St Tropez, offered self-tanning kits, consisting of the self-tanning product and 

applicators such as mitts, brushes, and spray misters, to improve the application process and 

help achieve the desired look without streaking or missing hard to reach places. 

In the premium segment, players leaned into skinification as demand for better for you 

products grew, encouraging the addition of more moisturising ingredients, such as glycerine, 

hyaluronic acid, and squalene, to name just a few. Tanceuticals took it one step further with its 

CC Self Tanning Body Lotion, adding colour correctors which can blur imperfections and 

improve the skin’s texture – an improvement from standard formulations, which can sometimes 

highlight blemishes like acne. Furthermore, the high level of consumer interest encouraged 

mass retailers such as CVS to add more premium brands to their store offering, including Bondi 

Sands and Tanologist, with the retailer citing particularly strong demand for products with better 

skin health benefits. Efforts towards sustainability continued in terms of packaging and natural 

formulations as well. For instance, the Clarins Self Tan range is now made with 99.8% natural 

ingredients and comes in recycled plastic. 

 

Expanding competitive pressures force players to expedite new product 
development and focus on digital channels for educational efforts 

A point of contention emerged in sun protection regarding mineral versus chemical 

formulations, with natural beauty enthusiasts turning to mineral offerings. While mineral 

sunscreens were once heavily skewed towards premium, they have now been accepted in the 

mass segment through players such as Olay and Banana Boat. However, as daily use led to 

concerns about greasy residue and white marks, chemical formulations remained preferred by 

some consumers. The quest to find the right sunscreen encouraged players such as Sun Bum 

and Supergoop! to offer mini sun protection sets for sampling purposes, allowing consumers to 

test a variety of formulations before committing to a full-size purchase. Likewise, it has 

encouraged the entrance of DTC brands, including Bask and Vacation, which are taking a more 

youthful approach to sun protection, as well as Kinlò and Bolden, which cater specifically to 

melanin-rich consumers, a group that has historically been overlooked when it comes to sun 

protection formulations.  
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The focus on sun protection and skin health has led to the blurring of skin care and sun care, 

encouraging more established cosmetics and skin care players to spin into sun care, and vice 

versa. For example, sensitive skin care brand Cetaphil launched a sheer mineral sunscreen 

collection in 2021, while Sun Bum launched a skin care line, further cementing sun protection’s 

role in daily skin care routines. The blurring boundaries continued encouraging the skinification 

of sun protection, with more products being infused with anti-ageing or hydrating ingredients that 

are more often seen in skin care, such as ceramides. Likewise, claims such as “glow” are 

growing in popularity, as consumers want their sun protection products to work harder on 

meeting skin care goals such as the dewy look.  

The pandemic has also changed the way in which consumers shop for products and engage 

with brands, continuing to search for and educate themselves on products online before making 

a purchase. Social media, especially apps such as TikTok, which were previously only 

associated with entertainment, have now become important educational platforms for beauty, 

with consumers, dermatologists, influencers, and brands using the space for discovery, 

education, and recommendations. Brands like Tula have recognised the power TikTok holds, 

especially for young consumers, who are turning to sun protection to prevent skin ageing, 

creating educational yet playful content that appeals to skin care enthusiasts. Much like in skin 

care, K-Beauty products have started gaining traction on social media, as they offer a superior 

user experience in terms of consistency, application, white cast, and added skin health benefits. 

For example, Korean skin care brand Abib offers a Quick Sunstick Protection Bar, with 

consumer testimonials on TikTok touting it as the best product for easily reapplying sun 

protection over make-up without disrupting it. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Self-care and preventative health trends provide A strong outlook 

Although a gradual deceleration is expected as replenishment purchases and travel flows 

normalise, sun protection is set to post a strong performance over the forecast period, benefiting 

from high consumer interest in skin care and preventative health measures, which will 

encourage daily use and increase per capita consumption. The skin health benefits of sun 

protection, including its ability to prevent skin damage, signs of ageing and discoloration, will 

continue appealing to consumers focused on maintaining regimens to support their skin in the 

long term. Already, players are stepping up their investments, such as Beiersdorf’s new North 

American innovation centre, which will focus on research and development for skin and sun 

care.  

Likewise, promising prospects are on the horizon for self-tanning. While a slowdown is 

expected to follow the pandemic-induced boom, its ability to provide a safer tan will drive growth 

as the dangers of natural tanning become more apparent. Already, brands such as Coola and 

Dr. Dennis Gross have leaned into skinification, launching a sunless tan anti-ageing face serum 

boasting argan oil, vitamin C and hyaluronic acid, and Alpha Beta anti-ageing Glow Pads to tan 

the skin while fighting hyperpigmentation and acne, respectively. Such multifunctional products 

are expected to drive growth in the forecast period, as they allow consumers to streamline their 

routines, negating the need for separate self-tanning and body or facial care products. However, 

players should be aware that the EU has restricted the maximum amount of DHA to 10% in self-

tanners, and while there are no such regulatory prospects for the US, it may encourage global 

brands to reformulate or even find alternative ingredients to the widely used DHA. 

An emerging trend for online searches for body foundation reported by Spate could point to 

further segmentation opportunities regarding sun care products for the body. Spate reports that 

searches peak in the summer months, and terms such as SPF are often related, signalling an 
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opportunity for hybrid products for the body, expanding on the successful segmentation efforts 

seen in facial sun care with the boom of skin tints in 2021. While many facial skin tints are 

available to consumers, a much smaller selection is available for the body (e.g., TIZO Ultra Zinc 

Body Face Sunscreen Tinted and La Roche-Posay Anthelios Mineral Tinted Body Sunscreen), 

and as consumers attempt to achieve glowing skin head-to-toe it could open the door for more 

entrants moving forward. Self-tanning could also capitalise on the trend, as Euromonitor’s Voice 

of the Consumer: Beauty Survey 2021 revealed the number of consumers looking for skin 

brightening/luminosity/ radiance in self tanners nearly doubled from 2020. Already, players such 

as Isle of Paradise have leaned into this trend, with the launch of its Glow Clear Color 

Correcting Self-Tanning Mousse, that not only tans the skin, but also improves its complexion.  

 

The appetite for multifunctional products will encourage competitive 
pressure from other beauty categories 

Growing interest in multifunctional products and competition from skin care and colour 

cosmetics could temper the growth for sun protection moving forward, especially for facial 

products. A streamlining of routines is anticipated as consumers’ lifestyles become busier and 

more social, with the expectation that consumers will buy fewer items, but more functional 

products. So, the competition will intensify as various beauty categories attempt to meet 

consumers’ SPF demands. For example, Ilia’s Super Serum Skin Tint delivers complexion 

enhancement and SPF protection, as the one product can serve the function of skin care, sun 

care and colour cosmetics for day-to-day activities. As consumers look at products suitable for 

daily use, facial moisturisers with SPF may become more attractive due to meeting both sun 

care and skin care concerns. Already, the number of respondents selecting “yes” to looking for 

sun protection/SPF claims in facial moisturisers in Euromonitor’s Voice of the Consumer: Beauty 

Survey increased in 2021 over 2020, as did the number of respondents selecting “dries out my 

skin” as a reason to not use sunscreen. Therefore, players should lean into skinification and 

improve their formulations to offer consumers benefits besides sun protection by adding 

ingredients that hydrate the skin and support its microbiome to better compete with the growing 

number of skin care and colour cosmetics products with SPF. 

Despite the expectation of a more challenging competitive environment, sun care players 

have an opportunity to ward off the competition by delivering on consumer demand for products 

with added benefits and superior application methods. When asked about desired product 

features in sun protection products in the Euromonitor Beauty Survey 2021, 13% of US 

consumers selected “type of applicator”, nearly doubling from 2020, signalling the improvements 

that still need to be overcome to achieve daily use and consistent reapplication. Likewise, Spate 

confirms that sunscreen mists experienced the highest search growth in sun protection in 2021, 

signalling the bubbling interest in easy-to-use formats. New entrant Habit has been particularly 

successful in this regard, going viral on TikTok in 2021 with its content highlighting the ease of 

application with its No. 41 Mister. Therefore, as pressure from other beauty categories grows, 

players should experiment with new formats and application methods that can compete on a 

multi-benefit level and are convenient to use, particularly as home seclusion trends dissipate 

and the demand for convenience is reignited. 

 

Safety concerns will remain top-of-mind, which may open up further 
opportunities for dermocosmetics players 

The safety of sun protection products is set to undergo further scrutiny over the forecast 

period, as wellness will remain top-of-mind in a post-pandemic world. In 2021, concerns were 

raised when online laboratory Valisure released a report finding that several popular sun 

protection products, from brands such as Neutrogena and Coppertone, were contaminated with 
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benzene in the manufacturing process. Likewise, the Hawaii Reef Bill, which blocks the sale of 

products with oxybenzone and octinoxate (or non-mineral sunscreens), went into effect in 2021. 

These events led the FDA to propose a “Deemed Final Order”, which would update 

requirements related to active ingredients and their safety, as well as maximum SPF labelling, 

amongst other provisions; however, it had not been approved at the time of writing. 

Nevertheless, the entire beauty industry is set to see more stringent regulations moving forward, 

as the proposed Safer Beauty Bill Package is pushing for federal cosmetics laws to be updated, 

which would include banning 11 toxic chemicals and making ingredient transparency an industry 

standard, amongst other goals. 

Even if regulations are not updated soon, players should still focus on meeting the consumer 

demand for safety and transparency, as consumers will continue digging deeper into the safety 

of ingredients. In fact, the consumer appetite for safety, ingredient transparency and science-

backed claims is set to continue growing, and dermocosmetics players are well-positioned to 

meet these needs. Already, clinical and doctor-backed brands such as Cetaphil and CeraVe are 

starting to carry more weight in sun care, increasing the pressure on other players, further 

winning consumers over in regard to their clinical efficacy and safety. 

 

 

CATEGORY DATA 
 

Table 111 Sales of Sun Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Adult Sun Care 1,833.8 1,904.0 1,970.0 2,058.9 1,939.8 2,448.1 
- Aftersun 70.6 72.6 75.1 78.5 97.3 84.7 
-- Premium Aftersun 3.8 4.0 4.1 4.2 4.4 4.0 
-- Mass Aftersun 66.8 68.6 71.1 74.3 92.9 80.8 
- Self-Tanning 171.0 178.7 186.2 201.3 211.7 275.4 
-- Premium Self-Tanning 103.1 111.0 117.0 124.9 127.5 169.3 
-- Mass Self-Tanning 67.9 67.7 69.2 76.5 84.2 106.1 
- Sun Protection 1,592.2 1,652.7 1,708.6 1,779.1 1,630.8 2,088.0 
-- Premium Sun Protection 165.8 183.8 213.0 236.0 231.9 332.0 
-- Mass Sun Protection 1,426.4 1,468.9 1,495.6 1,543.1 1,399.0 1,756.0 
Baby and Child-specific 220.1 224.6 224.9 226.7 212.5 217.3 
    Sun Care       
Sun Care 2,053.9 2,128.6 2,194.9 2,285.6 2,152.3 2,665.4 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 112 Sales of Sun Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Adult Sun Care 26.2 5.9 33.5 
- Aftersun -12.9 3.7 20.0 
-- Premium Aftersun -9.7 0.8 3.8 
-- Mass Aftersun -13.0 3.9 20.9 
- Self-Tanning 30.1 10.0 61.0 
-- Premium Self-Tanning 32.8 10.4 64.2 
-- Mass Self-Tanning 26.0 9.3 56.2 
- Sun Protection 28.0 5.6 31.1 
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-- Premium Sun Protection 43.2 14.9 100.2 
-- Mass Sun Protection 25.5 4.2 23.1 
Baby and Child-specific Sun Care 2.3 -0.3 -1.3 
Sun Care 23.8 5.4 29.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 113 NBO Company Shares of Sun Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Edgewell Personal Care 18.9 18.1 16.8 16.9 16.3 
    Brands LLC      
Johnson & Johnson 15.9 16.6 16.8 16.3 15.0 
    Consumer Products Inc      
Beiersdorf Inc 0.5 0.5 9.7 9.1 8.8 
L'Oréal USA Inc 5.4 5.7 6.0 6.2 6.4 
Supergoop LLC 0.9 1.9 2.7 3.5 3.8 
Sun Bum LLC 0.7 1.3 2.3 3.8 3.7 
PZ Cussons Beauty LLP 2.2 2.3 2.4 2.6 2.6 
Bayer Corp 13.4 12.9 2.6 2.4 2.1 
Shiseido Americas Corp 1.6 1.6 1.6 1.4 1.4 
Australian Gold LLC 1.4 1.4 1.5 1.5 1.4 
Mary Kay Inc 2.0 1.8 1.7 1.6 1.4 
Nu Skin Enterprises Inc 0.1 0.3 0.3 0.9 1.1 
Fresh Inc 1.2 1.2 1.2 1.1 1.0 
Estée Lauder Cos Inc 1.3 1.2 1.1 0.9 0.9 
Solar Cosmetics Labs Inc 1.2 1.1 1.1 1.0 0.8 
Clarins SA 0.5 0.5 0.5 0.5 0.5 
Rodan & Fields LLC 1.1 1.0 0.7 0.7 0.5 
Tarte Inc 0.4 0.5 0.5 0.5 0.4 
Drunk Elephant LLC 0.1 0.2 0.3 0.3 0.3 
New Avon Co - - 0.1 0.1 0.1 
JAFRA Cosmetics 0.1 0.1 0.1 0.1 0.1 
    International Inc      
Fruit of the Earth Inc 0.1 0.1 0.1 0.1 0.1 
Yves Rocher SA 0.1 0.1 0.1 0.1 0.1 
New Avon LLC 0.1 0.1 - - - 
Avon Products Inc - - - - - 
Merck & Co Inc - - - - - 
Energizer Holdings Inc - - - - - 
Valeant Pharmaceuticals - - - - - 
    Inc      
Private Label 12.0 11.7 10.9 12.1 10.0 
Others 18.7 17.7 19.0 16.2 21.1 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 114 LBN Brand Shares of Sun Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Neutrogena (Johnson Johnson & Johnson 14.5 14.7 14.2 13.1 
    & Johnson Inc) Consumer Products Inc     
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Banana Boat Edgewell Personal Care 14.6 13.4 13.4 12.9 
 Brands LLC     
Coppertone Beiersdorf Inc - 9.2 8.6 8.3 
    (Beiersdorf AG)      
Supergoop Supergoop LLC 1.9 2.7 3.5 3.8 
Sun Bum (SC Johnson Sun Bum LLC - 2.3 3.8 3.7 
    & Son Inc)      
Hawaiian Tropic Edgewell Personal Care 3.5 3.4 3.5 3.4 
 Brands LLC     
St Tropez (PZ PZ Cussons Beauty LLP 2.3 2.4 2.6 2.6 
    Cussons Plc)      
CeraVe (L'Oréal L'Oréal USA Inc 2.0 2.0 2.1 2.4 
    Groupe)      
La Roche-Posay L'Oréal USA Inc 1.7 2.0 2.2 2.3 
    (L'Oréal Groupe)      
Aveeno (Johnson & Johnson & Johnson 1.7 1.7 1.7 1.5 
    Johnson Inc) Consumer Products Inc     
Shiseido (Shiseido Shiseido Americas Corp 1.6 1.6 1.4 1.4 
    Co Ltd)      
Australian Gold Australian Gold LLC 1.4 1.5 1.5 1.4 
    (Australian Gold SA)      
Mary Kay Mary Kay Inc 1.8 1.7 1.6 1.4 
Coppertone Water Bayer Corp - 1.4 1.4 1.3 
    Babies (Beiersdorf      
    AG)      
Nu Skin Sunright Nu Skin Enterprises Inc 0.2 0.2 0.9 1.0 
    Insta Glow      
Fresh (LVMH Moët Fresh Inc 1.2 1.2 1.1 1.0 
    Hennessy Louis      
    Vuitton SA)      
Coppertone Kids Bayer Corp - 1.0 1.0 0.9 
    (Beiersdorf AG)      
L'Oréal Dermo- L'Oréal USA Inc 0.9 0.9 0.9 0.8 
    Expertise (L'Oréal      
    Groupe)      
Clinique Estée Lauder Cos Inc 0.9 0.9 0.8 0.8 
Aquaphor Beiersdorf Inc 0.5 0.5 0.5 0.5 
    (Beiersdorf AG)      
Clarins Clarins SA 0.5 0.5 0.5 0.5 
Rodan + Fields Rodan & Fields LLC 1.0 0.7 0.7 0.5 
Tarte (Kosé Corp) Tarte Inc 0.5 0.5 0.5 0.4 
No-Ad (Sun & Skin Solar Cosmetics Labs Inc 0.6 0.5 0.5 0.4 
    Care Research Inc)      
Ocean Potion (Sun & Solar Cosmetics Labs Inc 0.5 0.5 0.5 0.4 
    Skin Care Research      
    Inc)      
Aveeno Baby Johnson & Johnson 0.4 0.4 0.4 0.4 
    (Johnson & Johnson Consumer Products Inc     
    Inc)      
L'Oréal Sublime Sun L'Oréal USA Inc 0.5 0.4 0.4 0.3 
    (L'Oréal Groupe)      
Lancôme Bienfait L'Oréal USA Inc 0.4 0.4 0.3 0.3 
    (L'Oréal Groupe)      
Drunk Elephant Drunk Elephant LLC - 0.3 0.3 0.3 
    (Shiseido Co Ltd)      
Lancôme Sôleil L'Oréal USA Inc 0.3 0.3 0.3 0.2 
    (L'Oréal Groupe)      
Coppertone (Bayer AG) Bayer Corp 10.1 - - - 
Coppertone Water Bayer Corp 1.5 - - - 
    Babies (Bayer AG)      
Sun Bum Sun Bum LLC 1.3 - - - 
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Coppertone Kids Bayer Corp 1.1 - - - 
    (Bayer AG)      
Private label Private Label 11.7 10.9 12.1 10.0 
Others Others 18.9 19.9 16.9 21.7 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 115 LBN Brand Shares of Premium Adult Sun Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Supergoop Supergoop LLC 12.6 16.6 20.5 20.2 
St Tropez (PZ PZ Cussons Beauty LLP 15.2 14.8 15.4 13.7 
    Cussons Plc)      
La Roche-Posay L'Oréal USA Inc 11.0 12.7 13.0 12.3 
    (L'Oréal Groupe)      
Shiseido (Shiseido Shiseido Americas Corp 10.6 10.1 8.5 7.6 
    Co Ltd)      
Fresh (LVMH Moët Fresh Inc 8.1 7.8 6.4 5.0 
    Hennessy Louis      
    Vuitton SA)      
Clinique Estée Lauder Cos Inc 6.1 5.7 4.8 4.3 
Clarins Clarins SA 3.4 3.1 3.2 2.6 
Rodan + Fields Rodan & Fields LLC 6.3 4.4 4.3 2.5 
Tarte (Kosé Corp) Tarte Inc 3.2 3.0 3.0 2.3 
Lancôme Bienfait L'Oréal USA Inc 2.5 2.3 2.0 1.6 
    (L'Oréal Groupe)      
Drunk Elephant Drunk Elephant LLC - 1.9 1.6 1.4 
    (Shiseido Co Ltd)      
Lancôme Sôleil L'Oréal USA Inc 1.7 1.6 1.6 1.2 
    (L'Oréal Groupe)      
Glossier Glossier Inc 0.1 0.3 0.4 0.3 
Aesop (Natura&Co) Aesop USA Inc 0.3 0.3 0.2 0.2 
Weleda Weleda AG 0.2 0.2 0.1 0.1 
Drunk Elephant Drunk Elephant LLC 1.5 - - - 
Origins Estée Lauder Cos Inc 0.4 - - - 
Aesop (Natura Aesop USA Inc - - - - 
    Cosméticos SA)      
Estée Lauder Estée Lauder Cos Inc - - - - 
Others Others 16.9 15.2 15.1 24.7 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 116 Forecast Sales of Sun Care by Category: Value 2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Adult Sun Care 2,448.1 2,644.6 2,773.6 2,860.1 2,906.7 2,933.4 
- Aftersun 84.7 83.9 83.2 82.7 82.4 82.2 
-- Premium Aftersun 4.0 3.9 3.9 3.8 3.8 3.8 
-- Mass Aftersun 80.8 80.0 79.3 78.8 78.6 78.4 
- Self-Tanning 275.4 294.6 305.1 312.5 317.0 317.7 
-- Premium Self-Tanning 169.3 182.5 190.0 196.2 200.1 201.2 
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-- Mass Self-Tanning 106.1 112.1 115.1 116.3 116.9 116.5 
- Sun Protection 2,088.0 2,266.1 2,385.3 2,464.9 2,507.4 2,533.4 
-- Premium Sun Protection 332.0 369.1 394.6 412.9 426.4 436.9 
-- Mass Sun Protection 1,756.0 1,897.0 1,990.7 2,052.0 2,081.0 2,096.6 
Baby and Child-specific 217.3 223.3 231.9 241.2 252.4 264.4 
    Sun Care       
Sun Care 2,665.4 2,867.9 3,005.5 3,101.3 3,159.1 3,197.9 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 117 Forecast Sales of Sun Care by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Adult Sun Care 8.0 3.7 19.8 
- Aftersun -1.0 -0.6 -2.9 
-- Premium Aftersun -1.3 -0.8 -4.2 
-- Mass Aftersun -1.0 -0.6 -2.9 
- Self-Tanning 7.0 2.9 15.4 
-- Premium Self-Tanning 7.8 3.5 18.9 
-- Mass Self-Tanning 5.6 1.9 9.8 
- Sun Protection 8.5 3.9 21.3 
-- Premium Sun Protection 11.2 5.6 31.6 
-- Mass Sun Protection 8.0 3.6 19.4 
Baby and Child-specific Sun Care 2.8 4.0 21.7 
Sun Care 7.6 3.7 20.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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PREMIUM BEAUTY AND PERSONAL 
CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales rise by 24% in current terms in 2021 to USD36.1 billion  

▪ Premium fragrances is the best performing category in 2021, with retail value sales rising by 

46% in current terms to USD10.5 billion 

▪ Estée Lauder Cos Inc is the leading player in 2021, with a retail value share of 18% 

▪ Retail sales are set to rise at a current value CAGR of 6% (2021 constant value CAGR of 3%) 

over the forecast period to USD47.7 billion 

 

 

2021 DEVELOPMENTS 
 

Premium fragrances contributes largest absolute value gains to 
premium beauty and personal care 

US consumers’ appetite for premium beauty and personal care returned in 2021, marked not 

only by high growth from dismal 2020 figures, but also driven by higher sales than in 2019 in 

certain categories. The stand-out category was premium fragrances, which after decline in 2020 

saw exceptional current value growth in 2021, exceeding even the 2019 sales by 36%. And, 

although 2021 was characterised by price increases due to inflation and COVID-19-related 

supply disruption, the growth of premium fragrances was not simply a function of price rises. In 

volume terms, premium men’s, women’s and unisex fragrances and fragrance sets/kits in the 

US all registered dynamic volume growth in 2021, indicating that the performance of premium 

fragrances was also a reflection of increased consumption. While fragrances were previously 

reserved for special occasions, and often used to appeal to others, consumers’ usage 

motivations have shifted to evoking positive memories or emotions, repositioning fragrance into 

a feel-good, self-care item. Marc Jacobs shifted its messaging to emphasise self-care in its 

TikTok #PerfectAsIAm campaign, while others debuted discovery kits that encouraged 

experimentation. Premium fragrance players should continue to support their success through 

new digitalisation efforts that reach and build connections with consumers. 

 

Skinification helps premium colour cosmetics rebound 

Premium colour cosmetics registered dynamic growth in current value terms in 2021, and 

accounted for nearly a quarter of the absolute value gains in premium beauty and personal care 

in this year. Premium facial make-up was a significant contributor, accounting for 41% of the 

absolute value gains in premium colour cosmetics in 2021. The easing of face covering rules, 

higher vaccination rates, the return of social occasions and in-store sampling, and increased 

consumer confidence contributed to growth. Premium players shifted to colour cosmetics with 

skin care benefits and SPF protection, in response to the growing consumer demand for 

multifunctionality over the past few years. Consumer favourites include RMS Beauty’s “Un” 

Cover-Up Cream Foundation, that also contains nourishing coconut oil, Iris&Romeo’s Best Skin 

Days, that contains Bulgarian rose extract, vitamin C, moringa oil and hyaluronic acid, and 
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Armani Beauty’s Power Fabric Foundation, that also includes SPF25. These investments are 

likely to drive take-up and strengthen habit persistence amongst consumers and contribute to a 

more resilient colour cosmetics category, which despite a healthy performance in 2021, was still 

slightly below the 2019 level of value sales. 

 

Premium dermocosmetics ripe for expansion despite smaller footprint 
compared with mass 

Premium dermocosmetics beauty and personal care saw solid growth in current value terms 

in 2021 in the US, up from a fairly static performance in 2020, although growth was still behind 

that of mass dermocosmetics. Despite being six times smaller than mass dermocosmetics 

beauty and personal care in 2021, the premium segment is expanding, amidst a backdrop of 

consumer demand for safety and transparency and a stronger reliance on medical guidance. 

L’Oréal Groupe’s Skinceuticals is more actively promoting anti-ageing body care through the 

launch of its Body Tightening Concentrate, while other players, such as Crown Laboratories 

Inc’s StriVectin-SD, expanded distribution to the beauty specialist retailer Sephora in 2021. 

Premium dermocosmetics players should look to expand in untapped areas, such as 

dermocosmetics hair care and dermocosmetics sun care, and leverage partnerships in the 

dermatology field and build consumer trust in their more well-established segments, such as 

dermocosmetics skin care.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Sustainable features to ramp up in premium beauty and personal care 

Most sustainable innovations in the US beauty and personal care industry are focused on 

reducing players’ environmental impact. Adding eco-friendly features to products is becoming 

more common, especially amongst premium players who strive to maintain the same aesthetic 

but with a lower environmental footprint. Clarins swapped out virgin plastic for recycled plastic 

for its self-tanning range in premium sun care, while in premium fragrances, Chanel launched a 

limited edition of its Nº5 fragrance in a bottle made of recycled materials. Refillables has also 

been an area of innovation, used by Giorgio Armani, Dior, Mugler and Lanco^me in their 

premium fragrances. Even in categories with a smaller premium footprint, such as premium 

deodorants, sustainable packaging remains core to a premium brand positioning, with brands 

switching from less sustainable practices to more sustainable alternatives. All parts of 

Biossance’s Squalane + Magnesium Deodorant, for example, are made from post-consumer 

recycled plastic; the product can also enter major recycling streams. Incorporating sustainable 

ingredient sources requires more effort due to formulation changes, but in some cases, can help 

to achieve a better alignment between product offering and brand mission. For example, 

premium skin care brand Plant Apothecary relaunched to focus on plant-based ingredients, 

cruelty-free formulations, sustainable packaging efforts (e.g., using manufacturers with zero 

landfill waste policies) and certifications from The Forest Stewardship Council, Climate Neutral, 

and 1% for the Planet. Creating an infrastructure for circularity or carbon-offsetting is another 

ambitious strategy, such as Tula Skincare’s partnership with TerraCycle to return used Tula 

packaging, and its partnership with Cloverly for carbon-neutral shipping. This momentum is 

expected to hasten in the forecast period, driven by the growth of clean/conscious beauty, 

increased consumer pressure, and company-driven initiatives to appeal to younger consumers. 
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Mergers and acquisitions activity to focus on premium indie brands and 
clean beauty 

Self-care and wellness were amplified in 2021, and they were a lifeline to cope with external 

anxieties, by empowering consumers to take ownership of their individual health and wellbeing 

in a more holistic sense. Business activity amongst premium beauty and personal care brands 

in the US reflected these themes. L'Oréal Groupe’s acquisition of Youth to the People (known 

for its superfood ingredients), Unilever’s acquisition of Paula’s Choice (known for its 

dermocosmetics heritage and price accessibility within the premium tiers), and Estée Lauder 

Companies’s increased ownership in Canada-based Deciem Beauty Group (which owns 

skinimalistic pioneer The Ordinary) are some examples of how attractive premium skin care has 

grown, especially amongst clean-positioned brands. Procter & Gamble continues to build up its 

arsenal of premium indie brands through its 2021 and 2022 acquisitions of Tula (probiotic-

focused skin care brand), OUAI (premium hair care influencer and lifestyle brand), and indie 

skin care brand Farmacy Beauty. The timing suggests the company is aggressively building up 

its premium portfolio, which currently includes SK-II and First Aid Beauty. Blackstone Growth’s 

investment in Supergoop!, known for its innovative sun care product formats, also signals 

staying power behind brands that prioritise sun care, ingredient safety and wellness. With the 

likelihood of record price increases in non-discretionary items dampening the consumption of 

discretionary items to some degree, premium players should be attentive to whether they should 

expand their portfolios to include brands that fulfil both aspirational luxury and affordable luxury. 

 

Personalisation to enhance the premium beauty consumer experience 

Rising consumer interest in personalisation is a defining trend in the industry, with the 

likelihood of this continuing if supported by science-based evidence. A little over 18% of US 

respondents expressed a willingness to pay a price 20% or more higher for personalised 

consultation services in 2021 (up from 15% in 2020), according to Euromonitor International’s 

Beauty Survey. Personalisation technologies will continue to reinvent skin care and hair care. In 

2021, hair care personalisation brand Function of Beauty, known for its mass customisation 

popularised through e-commerce, acquired Atolla Custom Skin Care. Individually, each brand 

was a pioneer in its respective category, but the acquisition is likely to scale up a monthly 

consumer feedback system that allows the brand to change and update consumers’ 

formulations over time. As digitalisation and social media continue to magnify the appetite for 

individualism in an already individualistically value-driven US, premium beauty and personal 

care players should pay close attention to how personalisation can enhance their offerings; 

especially if US consumers are willing to pay more. After all, Euromonitor’s Beauty Survey found 

that personalisation was increasingly associated with premium beauty and personal care 

amongst US consumers over the past few years. 

 

 

CATEGORY DATA 
 

Table 118 Sales of Premium Beauty and Personal Care by Category: Value 2016-2021 

 

USD million 
 2016 2017 2018 2019 2020 2021 
 
Premium Baby and Child- 327.7 342.9 359.2 374.4 391.9 402.7 
    specific Products       
Premium Bath and Shower 313.2 326.0 344.7 360.4 379.8 309.3 
Premium Colour Cosmetics 9,289.9 10,424.4 10,826.8 10,681.6 7,934.0 9,566.2 
- Premium Eye Make-Up 2,556.8 2,814.1 2,831.8 2,752.7 2,159.0 2,700.0 
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- Premium Facial Make-Up 3,650.7 4,151.8 4,414.7 4,416.9 3,266.1 3,937.6 
- Premium Lip Products 2,100.0 2,396.7 2,532.6 2,512.0 1,722.2 2,039.9 
- Premium Nail Products 121.2 122.3 118.5 114.7 131.8 136.2 
- Premium Colour 861.1 939.5 929.2 885.3 654.9 752.5 
    Cosmetics Sets/Kits       
Premium Deodorants 159.3 165.5 171.2 189.1 187.2 206.4 
Premium Fragrances 6,890.2 7,205.3 7,536.6 7,726.9 7,169.5 10,473.0 
- Premium Men's 1,498.4 1,552.4 1,627.9 1,683.2 1,551.2 2,164.1 
    Fragrances       
- Premium Women's 4,012.8 4,191.5 4,355.6 4,453.8 4,115.7 6,114.7 
    Fragrances       
- Premium Unisex 369.0 422.2 488.4 515.4 490.1 717.1 
    Fragrances       
- Premium Fragrance 1,009.9 1,039.2 1,064.6 1,074.7 1,012.6 1,477.0 
    Sets/Kits       
Premium Hair Care 3,965.8 4,138.3 4,385.1 4,750.8 4,509.9 5,324.2 
Premium Skin Care 6,921.4 7,583.1 8,257.4 8,730.0 8,117.1 9,307.7 
- Premium Body Care 237.8 244.1 282.0 295.3 298.4 344.1 
- Premium Facial Care 5,242.0 5,672.4 6,211.3 6,703.1 6,325.1 7,284.6 
- Premium Hand Care 50.7 53.3 59.4 63.2 64.4 76.9 
- Premium Skin Care 1,390.9 1,613.3 1,704.8 1,668.3 1,429.2 1,602.1 
    Sets/Kits       
Premium Adult Sun Care 272.7 298.8 334.1 365.1 363.7 505.2 
- Premium Aftersun 3.8 4.0 4.1 4.2 4.4 4.0 
- Premium Self-Tanning 103.1 111.0 117.0 124.9 127.5 169.3 
- Premium Sun Protection 165.8 183.8 213.0 236.0 231.9 332.0 
Premium Beauty and 28,140.1 30,484.3 32,215.0 33,178.5 29,053.2 36,094.7 
    Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Premium beauty and personal care sales are additionally included within baby and child-specific 
products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 

 

 

Table 119 Sales of Premium Beauty and Personal Care by Category: % Value Growth 
2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Premium Baby and Child-specific Products 2.8 4.2 22.9 
Premium Bath and Shower -18.6 -0.3 -1.2 
Premium Colour Cosmetics 20.6 0.6 3.0 
- Premium Eye Make-Up 25.1 1.1 5.6 
- Premium Facial Make-Up 20.6 1.5 7.9 
- Premium Lip Products 18.5 -0.6 -2.9 
- Premium Nail Products 3.3 2.4 12.4 
- Premium Colour Cosmetics Sets/Kits 14.9 -2.7 -12.6 
Premium Deodorants 10.3 5.3 29.6 
Premium Fragrances 46.1 8.7 52.0 
- Premium Men's Fragrances 39.5 7.6 44.4 
- Premium Women's Fragrances 48.6 8.8 52.4 
- Premium Unisex Fragrances 46.3 14.2 94.3 
- Premium Fragrance Sets/Kits 45.9 7.9 46.2 
Premium Hair Care 18.1 6.1 34.3 
Premium Skin Care 14.7 6.1 34.5 
- Premium Body Care 15.3 7.7 44.7 
- Premium Facial Care 15.2 6.8 39.0 
- Premium Hand Care 19.4 8.7 51.7 
- Premium Skin Care Sets/Kits 12.1 2.9 15.2 
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Premium Adult Sun Care 38.9 13.1 85.3 
- Premium Aftersun -9.7 0.8 3.8 
- Premium Self-Tanning 32.8 10.4 64.2 
- Premium Sun Protection 43.2 14.9 100.2 
Premium Beauty and Personal Care 24.2 5.1 28.3 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Premium beauty and personal care sales are additionally included within baby and child-specific 
products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 

 

 

Table 120 NBO Company Shares of Premium Beauty and Personal Care: % Value 2017-
2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Estée Lauder Cos Inc 21.9 21.4 20.9 19.0 17.6 
L'Oréal USA Inc 14.4 14.1 14.0 15.0 14.5 
LVMH Perfums & 6.0 6.3 6.5 6.5 6.4 
    Cosmetics USA Inc      
Coty Inc 4.5 4.1 3.8 4.4 4.2 
Shiseido Americas Corp 4.2 4.0 3.9 4.0 3.5 
Chanel USA Inc 3.2 3.2 3.1 3.4 3.4 
John Paul Mitchell 2.4 2.5 2.5 2.6 2.4 
    Systems Inc      
Rodan & Fields LLC 5.0 4.5 3.6 3.2 2.1 
Puig Prestige Beauty 1.1 1.1 1.2 1.1 1.6 
Urban Decay Cosmetics 2.2 2.0 1.8 1.5 1.4 
Fenty Beauty LLC 0.5 1.4 1.8 1.4 1.4 
Monat Global Corp 0.8 1.0 0.7 1.9 1.2 
YSL Beauté SA 1.0 1.0 1.0 1.0 1.0 
Olaplex SA - - 0.2 0.5 1.0 
Bare Escentuals Inc 1.7 1.4 1.2 1.0 1.0 
L'Occitane en Provence 0.8 0.9 1.0 1.1 1.0 
Tarte Inc 1.0 1.1 1.1 1.1 0.9 
Deciem Inc 0.3 0.4 0.5 0.9 0.9 
Elizabeth Arden Co 1.3 1.1 1.0 1.0 0.9 
Anastasia Beverly Hills 1.1 1.1 1.1 0.9 0.9 
    Inc      
Philosophy Inc 0.8 0.8 0.9 1.0 0.9 
Arbonne International Inc 0.9 0.9 0.9 1.0 0.8 
Clarins SA 1.2 1.2 1.2 0.9 0.8 
Inter Parfums Inc 0.5 0.6 0.5 0.6 0.8 
Murad Inc 0.6 0.7 0.7 0.7 0.6 
Jeunesse Global USA 0.6 0.6 0.6 0.7 0.6 
Unilever Home & 0.7 0.7 0.6 0.7 0.6 
    Personal Care USA      
Colomer USA 0.7 0.6 0.6 0.6 0.6 
Procter & Gamble Co, The 0.3 0.3 0.5 0.5 0.4 
Revlon Products Corp 0.5 0.5 0.5 0.5 0.4 
Kylie Jenner Inc 0.8 0.8 0.8 - - 
Others 18.9 19.7 21.3 21.4 26.2 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 121 LBN Brand Shares of Premium Beauty and Personal Care: % Value 2018-2021 
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% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Clinique Estée Lauder Cos Inc 4.5 4.4 4.4 4.0 
Lancôme (L'Oréal L'Oréal USA Inc 3.6 3.5 3.4 3.2 
    Groupe)      
Estée Lauder Estée Lauder Cos Inc 3.4 3.3 3.2 2.5 
Paul Mitchell John Paul Mitchell 2.5 2.5 2.6 2.4 
 Systems Inc     
Mac Estée Lauder Cos Inc 3.5 3.3 2.4 2.3 
Rodan + Fields Rodan & Fields LLC 4.5 3.6 3.2 2.1 
Urban Decay Urban Decay Cosmetics 2.0 1.8 1.5 1.4 
    (L'Oréal Groupe)       
Redken (L'Oréal L'Oréal USA Inc 1.1 1.1 1.5 1.4 
    Groupe)      
Fenty Beauty by Fenty Beauty LLC 1.4 1.8 1.4 1.4 
    Rihanna (LVMH Moët      
    Hennessy Louis      
    Vuitton SA)      
Chanel (Chanel SA) Chanel USA Inc 1.4 1.4 1.5 1.4 
Shiseido (Shiseido Shiseido Americas Corp 1.4 1.4 1.4 1.3 
    Co Ltd)      
Monat Monat Global Corp 1.0 0.7 1.9 1.2 
IT Cosmetics L'Oréal USA Inc 1.3 1.3 1.1 1.1 
    (L'Oréal Groupe)      
Aveda Estée Lauder Cos Inc 1.1 1.1 1.1 1.0 
Olaplex Olaplex SA - 0.2 0.5 1.0 
Tom Ford Estée Lauder Cos Inc 1.0 1.0 1.0 1.0 
Too Faced Estée Lauder Cos Inc 1.4 1.3 1.1 1.0 
bareMinerals Bare Escentuals Inc - - - 1.0 
    (Orveon Global US      
    LLC)      
L'Occitane L'Occitane en Provence 0.9 1.0 1.1 1.0 
    (L'Occitane      
    International SA)      
Tarte (Kosé Corp) Tarte Inc 1.1 1.1 1.1 0.9 
The Ordinary (Estée Deciem Inc - - - 0.9 
    Lauder Cos Inc)      
Kiehl's (L'Oréal L'Oréal USA Inc 0.9 0.9 1.0 0.9 
    Groupe)      
Anastasia Beverly Anastasia Beverly Hills 1.1 1.1 0.9 0.9 
    Hills Inc     
Philosophy (Coty Inc) Philosophy Inc 0.8 0.9 1.0 0.9 
Arbonne Arbonne International Inc 0.9 0.9 1.0 0.8 
Matrix (L'Oréal L'Oréal USA Inc 0.7 0.7 0.8 0.8 
    Groupe)      
Nars (Shiseido Co Shiseido Americas Corp 1.0 0.9 0.8 0.8 
    Ltd)      
Smashbox Estée Lauder Cos Inc 1.1 1.1 0.8 0.8 
Clarins Clarins SA 0.8 0.8 0.9 0.8 
BeneFit (LVMH Moët LVMH Perfums & 0.8 0.8 0.8 0.7 
    Hennessy Louis Cosmetics USA Inc     
    Vuitton SA)      
bareMinerals Bare Escentuals Inc 1.4 1.2 1.0 - 
    (Shiseido Co Ltd)      
Kylie Kylie Jenner Inc 0.8 - - - 
Others Others 52.5 54.8 55.7 59.1 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 122 Forecast Sales of Premium Beauty and Personal Care by Category: Value 
2021-2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Premium Baby and Child- 402.7 406.8 417.3 429.3 443.6 458.8 
    specific Products       
Premium Bath and Shower 309.3 314.6 432.8 337.0 349.9 364.4 
Premium Colour Cosmetics 9,566.2 10,047.6 10,412.6 10,670.6 10,866.5 11,015.7 
- Premium Eye Make-Up 2,700.0 2,786.1 2,863.3 2,926.4 2,974.7 3,011.5 
- Premium Facial Make-Up 3,937.6 4,076.2 4,178.8 4,255.2 4,310.0 4,346.9 
- Premium Lip Products 2,039.9 2,237.5 2,378.6 2,465.2 2,534.4 2,586.9 
- Premium Nail Products 136.2 133.8 134.8 136.3 138.1 140.7 
- Premium Colour 752.5 813.9 857.0 887.5 909.2 929.7 
    Cosmetics Sets/Kits       
Premium Deodorants 206.4 214.8 221.6 228.5 235.6 242.4 
Premium Fragrances 10,473.0 10,478.3 10,874.7 11,222.2 11,556.4 11,874.7 
- Premium Men's 2,164.1 2,117.1 2,183.9 2,243.9 2,299.3 2,349.0 
    Fragrances       
- Premium Women's 6,114.7 6,239.0 6,477.0 6,681.8 6,880.5 7,070.5 
    Fragrances       
- Premium Unisex 717.1 708.1 745.2 780.0 814.0 848.7 
    Fragrances       
- Premium Fragrance 1,477.0 1,414.1 1,468.7 1,516.6 1,562.5 1,606.5 
    Sets/Kits       
Premium Hair Care 5,324.2 5,498.6 5,636.6 5,734.4 5,803.2 5,867.4 
Premium Skin Care 9,307.7 9,485.0 9,887.8 10,289.5 10,672.1 11,087.6 
- Premium Body Care 344.1 360.7 378.1 394.7 411.2 427.7 
- Premium Facial Care 7,284.6 7,418.0 7,769.6 8,123.5 8,461.0 8,838.1 
- Premium Hand Care 76.9 79.4 82.3 85.0 87.6 90.2 
- Premium Skin Care 1,602.1 1,626.9 1,657.8 1,686.3 1,712.3 1,731.5 
    Sets/Kits       
Premium Adult Sun Care 505.2 555.5 588.5 612.9 630.3 641.9 
- Premium Aftersun 4.0 3.9 3.9 3.8 3.8 3.8 
- Premium Self-Tanning 169.3 182.5 190.0 196.2 200.1 201.2 
- Premium Sun Protection 332.0 369.1 394.6 412.9 426.4 436.9 
Premium Beauty and 36,094.7 37,001.3 38,471.9 39,524.7 40,557.5 41,552.8 
    Personal Care       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Premium beauty and personal care sales are additionally included within baby and child-specific 
products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 

 

 

Table 123 Forecast Sales of Premium Beauty and Personal Care by Category: % Value 
Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Premium Baby and Child-specific Products 1.0 2.6 13.9 
Premium Bath and Shower 1.7 3.3 17.8 
Premium Colour Cosmetics 5.0 2.9 15.2 
- Premium Eye Make-Up 3.2 2.2 11.5 
- Premium Facial Make-Up 3.5 2.0 10.4 
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- Premium Lip Products 9.7 4.9 26.8 
- Premium Nail Products -1.7 0.7 3.4 
- Premium Colour Cosmetics Sets/Kits 8.2 4.3 23.5 
Premium Deodorants 4.1 3.3 17.4 
Premium Fragrances 0.1 2.5 13.4 
- Premium Men's Fragrances -2.2 1.7 8.5 
- Premium Women's Fragrances 2.0 2.9 15.6 
- Premium Unisex Fragrances -1.3 3.4 18.3 
- Premium Fragrance Sets/Kits -4.3 1.7 8.8 
Premium Hair Care 3.3 2.0 10.2 
Premium Skin Care 1.9 3.6 19.1 
- Premium Body Care 4.8 4.4 24.3 
- Premium Facial Care 1.8 3.9 21.3 
- Premium Hand Care 3.3 3.3 17.4 
- Premium Skin Care Sets/Kits 1.5 1.6 8.1 
Premium Adult Sun Care 10.0 4.9 27.1 
- Premium Aftersun -1.3 -0.8 -4.2 
- Premium Self-Tanning 7.8 3.5 18.9 
- Premium Sun Protection 11.2 5.6 31.6 
Premium Beauty and Personal Care 2.5 2.9 15.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Premium beauty and personal care sales are additionally included within baby and child-specific 
products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 
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MASS BEAUTY AND PERSONAL 
CARE IN THE US - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 4% in current terms in 2021 to USD52.9 billion  

▪ Mass adult sun care is the best performing category in 2021, with retail value sales rising by 

23% in current terms to USD1.9 billion 

▪ L’Oréal USA Inc is the leading player in 2021, with a retail value share of 12% 

▪ Retail sales are set to rise at a current value CAGR of 4% (2021 constant value CAGR of 1%) 

over the forecast period to USD64.7 billion 

 

 

2021 DEVELOPMENTS 
 

Wellness drives up skinification, dermocosmetics and self-care 
positioning 

The COVID-19 pandemic magnified the preventative health and wellness trends that were 

already gaining momentum in 2019 and earlier. As a result, self-care and wellness were 

amplified, and they served as a lifeline to cope with external anxieties by empowering 

consumers to take further ownership of their individual health and wellbeing in a more holistic 

sense. Demand for safety and transparency and a stronger reliance on medical guidance have 

also reinforced the need for “clinical” efficacy and elevated levels of trust. 

Dermocosmetics was a direct beneficiary of this momentum, characterised by a “back to 

basics” approach to beauty that relies on scientific claims and underscores healthy living trends. 

According to Euromonitor International’s Beauty Survey, 36% of global respondents cited 

skin/hair health benefits as their main motivation for using dermocosmetics in 2021. This was 

the most-cited reason for usage in 2019, 2020 and 2021. Ingredient efficacy has also been a 

focus in dermocosmetics, as it has been for the overall skin care industry. About 24% of global 

respondents felt that medicated ingredients were more effective. Suitability for sensitive skin is a 

leading prerequisite feature amongst dermocosmetics brands. Dermocosmetics brands also 

focus on a series of “free from” claims that are associated with safety, and more suited for 

inflammatory skin conditions, such as “hypoallergenic”, “fragrance free”, “no parabens” and “no 

alcohol”. For these brands, the absence of ingredients carries more weight in consumers’ path 

to purchase than the inclusion of certain ingredients. Pricing has been at the forefront of 

changes in beauty and personal care since early 2020. Similar to overall beauty, the boundaries 

between mass and premium dermocosmetics are becoming less distinct, causing brands to 

embrace lifestyle marketing, efficacy and ingredients as unique selling points rather than 

focusing on price.  

In the US, the median average price of online SKUs did not differ drastically between total 

skin care and skin care with “dermocosmetics” attributes in either YTD 2022 or in the same time 

frame in 2021. In fact, dermocosmetics skin care was slightly cheaper than overall skin care at 

the median price tier, due in part to the large presence of mass dermocosmetics brands such as 

Aveeno, Eucerin and CeraVe. This was not the case for dermocosmetics hair care, however, 
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which was on average USD5.85 more expensive than total hair care at the median price tier in 

both years. A larger presence of masstige or premium brands in dermocosmetics hair care 

could be driving this difference, as well as more expensive formulations to effectively compete 

against medicated shampoos. Dermocosmetics hair care is largely under-penetrated globally 

compared with dermocosmetics skin care, but beauty players that can successfully emphasise 

the link between scalp and skin health may be able to overcome this challenge. 

As we progress into 2022, the overarching question remains whether the high growth 

witnessed by dermocosmetics in 2020 and 2021 can be sustained in the next few years. The 

advantage of dermocosmetics is that they are sought out both by consumers looking for 

targeted solutions – such as those with hyper-pigmentation, acne, etc. – and consumers 

seeking to maintain overall skin and scalp health. Brands should continue to capitalise on 

ingredient efficacy, partnerships with the dermatology field and digitalisation. Due to its broad 

appeal, wide price spectrum, wide channel availability, and inherent focus on science-backed 

efficacy, dermocosmetics has the potential to exceed historic growth. 

 

Demand for mass hygiene products slows, but remains above pre-
COVID-19 levels 

After a year of explosive growth amidst the COVID-19 pandemic, mass hygiene products saw 

a significant slowdown in 2021. In particular, sales of hand sanitiser and liquid soap, which in 

2020 grew at historically unprecedented rates, saw double-digit percentage drops, as an 

increasingly vaccinated consumer base grew less fearful of COVID-19 and ceased the panic-

buying practices that characterised the early pandemic phase. Bar soap also experienced a 

similar, although not as dramatic, drop in sales. Meanwhile, other categories, such as body 

wash and mouthwashes/dental rinses, continued to grow, but at a slower rate than in the 

previous year. However, it is worth noting that for every mass hygiene category sales remained 

well above pre-2019 levels, suggesting that consumer demand for affordable hygiene products 

remains relatively high, and that the population may not revert to pre-pandemic consumption 

levels for some time. 

 

Mass brands expand “clean” offerings with refillable packaging 

In 2021, several mass brands further embraced trends such as clean beauty and eco-friendly 

product design. Unilever led the way in this movement, and particularly so in several products 

under the Dove umbrella. In 2021, Dove released a stainless steel reusable deodorant case with 

refill cartridges, along with a similar system made for body wash concentrate, so that consumers 

could cut down on plastic waste and purchase refills instead. Another Unilever brand, Love 

Beauty and Planet, released refillable aluminium cases for its shampoo and conditioner 

offerings under the same concept. Procter & Gamble also released refillable deodorant products 

in 2021, under its Secret and Old Spice brands; these refillable cases are not made from single-

use plastics, and refills come in fully recyclable paper tubes designed for easy eco-friendly 

disposal. Mass brands are likely to continue to expand their offerings in clean beauty and 

personal care to meet more widespread consumer demand for environmentally-conscious 

products. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Increasing hybridity between beauty and personal care products 

Products with both beauty and personal care facets, sometimes referred to as “hybrid” 

products, have become increasingly popular in recent years. Although the most prominent of 
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these products have been premium cosmetics with skin care benefits or ingredients, hybrid 

beauty is now coming to other personal care categories, including mass brands. For example, 

CeraVe has launched products in the bar soap space which aim to moisturise and exfoliate skin 

along with cleansing it, while Dove has released an antiperspirant that claims to even out dark 

spots on underarm skin. Multifunctional products in the mass space appeal to consumers who 

are looking for greater value for fewer purchases, and who are seeking to simplify their routines 

while still maintaining their beauty standards. In the coming years, more mass brands are likely 

to seek to incorporate popular beauty-focused ingredients such as retinol and hyaluronic acid 

into their personal care products, further blurring the line between the two categories. 

 

Mass brands adopt innovative solutions to make sustainability 
achievable and affordable 

Looking at premium beauty, there is no shortage of brands offering sustainable packaging, 

clean ingredients, and a reduction of carbon footprint during production. There is a belief that 

mass brands cannot achieve the same level of sustainability at lower price points, making mass 

products inherently “unsustainable”. While mass beauty products will face difficulty achieving the 

same number of claims as clean premium beauty products, brands such as Colgate and PYT 

Beauty have taken strides to educate consumers on how both brands and consumers can work 

together to limit waste. Colgate rolled out its new high-density polyethylene (HDPE) tubes for 

four of its popular toothpaste products, with a friendly reminder to “Recycle Me!” on the 

packaging. The company also launched manual toothbrushes with replaceable heads, reducing 

plastic use by 80%. PYT Beauty has taken a similar strategy by utilising post-consumer recycled 

plastic in its packaging. The brand also provides instruction on how to properly recycle its 

products, as well as listing the packaging composition on its website, under a “How I’m 

Sustainable” tab. Transparency and education are two roles brands can assume, while 

consumers need to be willing to take action to achieve minimal waste objectives. As more gen Z 

and millennial consumers endeavour to move towards environmentally-conscious beauty 

consumption, economies of scale will create avenues to expand sustainability into mass beauty. 

 

Social media key to renewing interest in beauty discovery amongst 
mass brands 

With beauty specialists and department stores closed in the early stages of the pandemic, 

mass beauty categories fared better than their premium counterparts, as consumers shopped at 

lower price points and discovery was largely limited to hypermarkets, drugstores and mass 

merchandisers. However, as non-essential retailers reopened their doors, so consumer interest 

in premium beauty increased. While premium beauty categories rebounded strongly in 2021, 

sometimes at the expense of mass brands, social media and digital beauty engagement was a 

bright spot for mass brands that went viral. Beauty influencers latched onto products from 

CeraVe and NYX, and with peers sharing their opinions and insights about skin care and colour 

cosmetics, both brands garnered a cult following on platforms such as TikTok, and saw a 

subsequent boost in sales. Following the major shift towards online consumption as a result of 

the COVID-19 pandemic, mass beauty brands can no longer solely rely on discovery in the 

aisles of food and drug channels; rather, digital engagement needs to be a staple in promotion 

and marketing strategies. 

 

 

CATEGORY DATA 
 

Table 124 Sales of Mass Beauty and Personal Care by Category: Value 2016-2021 
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USD million 
 2016 2017 2018 2019 2020 2021 
 
Mass Baby and Child- 2,678.7 2,729.0 2,787.5 2,827.3 2,989.4 3,058.1 
    specific Products       
Mass Bath and Shower 7,536.2 7,720.1 8,015.9 8,226.6 10,776.1 10,069.4 
Mass Colour Cosmetics 7,733.2 7,756.3 7,600.5 7,323.3 6,703.5 7,529.5 
- Mass Eye Make-Up 2,528.0 2,498.9 2,442.1 2,334.9 2,167.4 2,525.5 
- Mass Facial Make-Up 2,653.2 2,722.0 2,673.2 2,560.8 2,252.7 2,522.4 
- Mass Lip Products 1,340.8 1,386.3 1,360.8 1,328.1 1,086.2 1,260.1 
- Mass Nail Products 931.8 861.1 819.4 802.4 926.3 941.6 
- Mass Colour Cosmetics 279.5 287.9 305.0 297.2 270.9 279.9 
    Sets/Kits       
Mass Deodorants 4,278.2 4,431.7 4,563.7 4,775.0 4,676.7 5,101.2 
Mass Fragrances 1,153.4 1,096.8 1,043.6 1,010.7 924.9 1,011.2 
- Mass Men's Fragrances 249.6 239.2 229.3 224.1 216.3 225.9 
- Mass Women's Fragrances 695.2 664.3 630.9 606.6 556.0 626.4 
- Mass Unisex Fragrances 5.3 5.1 5.0 4.9 4.6 4.9 
- Mass Fragrance Sets/ 203.3 188.2 178.5 175.0 148.0 154.0 
    Kits       
Mass Hair Care 9,071.4 9,089.8 9,318.8 9,482.6 9,867.3 10,164.7 
Mass Skin Care 10,888.0 11,246.7 12,012.3 12,612.1 13,132.6 14,014.6 
- Mass Body Care 3,160.0 3,205.5 3,406.5 3,519.0 3,701.2 3,878.3 
- Mass Facial Care 6,944.9 7,227.9 7,700.8 8,134.2 8,436.9 9,109.1 
- Mass Hand Care 156.2 158.4 169.0 175.3 187.6 197.3 
- Mass Skin Care Sets/ 626.9 654.9 735.9 783.7 806.9 829.9 
    Kits       
Mass Adult Sun Care 1,561.1 1,605.2 1,635.9 1,693.8 1,576.0 1,942.9 
- Mass Aftersun 66.8 68.6 71.1 74.3 92.9 80.8 
- Mass Self-Tanning 67.9 67.7 69.2 76.5 84.2 106.1 
- Mass Sun Protection 1,426.4 1,468.9 1,495.6 1,543.1 1,399.0 1,756.0 
Mass Beauty and 44,900.3 45,675.6 46,978.1 47,951.4 50,646.5 52,891.6 
    Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Mass beauty and personal care sales are additionally included within baby and child-specific products, 
bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 

 

 

Table 125 Sales of Mass Beauty and Personal Care by Category: % Value Growth 2016-
2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Mass Baby and Child-specific Products 2.3 2.7 14.2 
Mass Bath and Shower -6.6 6.0 33.6 
Mass Colour Cosmetics 12.3 -0.5 -2.6 
- Mass Eye Make-Up 16.5 0.0 -0.1 
- Mass Facial Make-Up 12.0 -1.0 -4.9 
- Mass Lip Products 16.0 -1.2 -6.0 
- Mass Nail Products 1.6 0.2 1.1 
- Mass Colour Cosmetics Sets/Kits 3.3 0.0 0.2 
Mass Deodorants 9.1 3.6 19.2 
Mass Fragrances 9.3 -2.6 -12.3 
- Mass Men's Fragrances 4.4 -2.0 -9.5 
- Mass Women's Fragrances 12.7 -2.1 -9.9 
- Mass Unisex Fragrances 5.4 -1.6 -7.9 
- Mass Fragrance Sets/Kits 4.0 -5.4 -24.2 
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Mass Hair Care 3.0 2.3 12.1 
Mass Skin Care 6.7 5.2 28.7 
- Mass Body Care 4.8 4.2 22.7 
- Mass Facial Care 8.0 5.6 31.2 
- Mass Hand Care 5.1 4.8 26.3 
- Mass Skin Care Sets/Kits 2.8 5.8 32.4 
Mass Adult Sun Care 23.3 4.5 24.5 
- Mass Aftersun -13.0 3.9 20.9 
- Mass Self-Tanning 26.0 9.3 56.2 
- Mass Sun Protection 25.5 4.2 23.1 
Mass Beauty and Personal Care 4.4 3.3 17.8 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note: Mass beauty and personal care sales are additionally included within baby and child-specific products, 
bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care 

 

 

Table 126 NBO Company Shares of Mass Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal USA Inc 12.2 12.2 12.0 11.1 12.3 
Unilever Home & 12.9 12.9 12.7 12.3 12.1 
    Personal Care USA      
Procter & Gamble Co, The 9.8 9.7 9.9 9.8 9.9 
Johnson & Johnson 7.3 7.3 7.2 6.6 6.7 
    Consumer Products Inc      
Bath & Body Works Inc - - - - 5.9 
Coty Inc 5.2 4.8 4.1 2.8 2.9 
Mary Kay Inc 3.3 3.2 3.1 2.8 2.7 
Beiersdorf Inc 1.1 1.2 1.7 1.7 1.8 
Victoria's Secret & Co - - - - 1.7 
Colgate-Palmolive Co 1.5 1.5 1.5 1.8 1.5 
Revlon Inc 2.2 2.0 1.8 1.4 1.4 
Dial Corp, The 1.7 1.6 1.5 1.6 1.3 
Proactiv Co, The 1.3 1.3 1.3 1.3 1.3 
Kimberly-Clark Corp 1.1 1.1 1.1 1.1 1.1 
Kao Brands Co 1.2 1.2 1.1 1.1 1.1 
Galderma Laboratories Inc 0.7 0.8 0.8 0.9 1.0 
Edgewell Personal Care 0.9 0.8 0.8 0.7 0.8 
    Brands LLC      
New Avon Co - - 0.7 0.7 0.7 
Lush Handmade Cosmetics 1.1 1.0 0.8 0.6 0.6 
    Ltd      
Walmart Inc 0.6 0.6 0.6 0.6 0.6 
Combe Inc 0.6 0.6 0.6 0.6 0.6 
Wella Operations US LLC - - - 0.7 0.6 
Burt's Bees Inc 0.6 0.6 0.6 0.5 0.6 
Guthy-Renker Corp 0.7 0.6 0.6 0.6 0.5 
PDC Brands 0.4 0.5 0.5 0.5 0.5 
Farmasi US LLC - - - 0.6 0.5 
elf Beauty Inc 0.5 0.5 0.5 0.5 0.5 
Walgreen Co 0.5 0.5 0.5 0.5 0.4 
Markwins International 0.6 0.6 0.5 0.4 0.4 
    Corp      
Henkel Corp 0.4 0.5 0.5 0.4 0.4 
L Brands Inc 7.5 7.6 7.6 7.4 - 
New Avon LLC 0.9 0.8 - - - 
Other Private Label 4.2 4.2 4.1 4.7 4.1 
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Others 18.9 20.0 21.1 23.8 23.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 127 LBN Brand Shares of Mass Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Bath & Body Works Bath & Body Works Inc - - - 5.9 
Dove (Unilever Group) Unilever Home & 3.5 3.6 3.7 3.6 
 Personal Care USA     
Neutrogena (Johnson Johnson & Johnson 3.7 3.7 3.3 3.4 
    & Johnson Inc) Consumer Products Inc     
L'Oréal Paris L'Oréal USA Inc 3.2 3.1 2.7 3.0 
    (L'Oréal Groupe)      
Mary Kay Mary Kay Inc 3.2 3.1 2.8 2.7 
Maybelline New York L'Oréal USA Inc 2.9 2.8 2.2 2.4 
    (L'Oréal Groupe)      
Olay Procter & Gamble Co, The 2.1 2.1 2.1 2.1 
CeraVe (L'Oréal L'Oréal USA Inc 0.7 0.8 1.3 2.0 
    Groupe)      
Old Spice Procter & Gamble Co, The 1.5 1.7 1.8 1.9 
Suave (Unilever Unilever Home & 1.9 1.8 1.7 1.7 
    Group) Personal Care USA     
Pantene Procter & Gamble Co, The 1.6 1.6 1.6 1.6 
Cover Girl Coty Inc 2.1 1.7 1.3 1.4 
Garnier (L'Oréal L'Oréal USA Inc 1.3 1.3 1.3 1.4 
    Groupe)      
TRESemmé (Unilever Unilever Home & 1.4 1.4 1.3 1.3 
    Group) Personal Care USA     
Proactiv (Galderma Proactiv Co, The - 1.3 1.3 1.3 
    SA)      
Secret Procter & Gamble Co, The 1.3 1.3 1.3 1.3 
Victoria's Secret Victoria's Secret & Co - - - 1.1 
Axe (Unilever Group) Unilever Home & 1.3 1.2 1.1 1.1 
 Personal Care USA     
Huggies Kimberly-Clark Corp 1.1 1.1 1.1 1.1 
Aveeno (Johnson & Johnson & Johnson 1.2 1.1 1.1 1.1 
    Johnson Inc) Consumer Products Inc     
Dove Men + Care Unilever Home & 1.0 1.1 1.0 1.0 
    (Unilever Group) Personal Care USA     
Cetaphil (Galderma Galderma Laboratories Inc - 0.8 0.9 1.0 
    SA)      
Dial (Henkel AG & Dial Corp, The 1.1 1.0 1.2 0.9 
    Co KGaA)      
NYX (L'Oréal Groupe) L'Oréal USA Inc 1.1 1.1 0.8 0.9 
Head & Shoulders Procter & Gamble Co, The 1.0 1.0 0.9 0.9 
Softsoap Colgate-Palmolive Co 0.7 0.8 1.0 0.9 
OGX (Johnson & Johnson & Johnson 0.8 0.8 0.8 0.8 
    Johnson Inc) Consumer Products Inc     
Clairol Herbal Procter & Gamble Co, The 0.7 0.8 0.8 0.8 
    Essences      
Revlon Revlon Inc 1.2 1.1 0.7 0.7 
Avon (LG Household New Avon Co - 0.7 0.7 0.7 
    & Health Care Ltd)      
Bath & Body Works L Brands Inc 5.2 5.5 5.7 - 
Victoria's Secret L Brands Inc 1.6 1.4 1.1 - 
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Proactiv (Nestlé SA) Proactiv Co, The 1.3 - - - 
Cetaphil (Nestlé SA) Galderma Laboratories Inc 0.8 - - - 
Avon New Avon LLC 0.8 - - - 
Other Private Label Other Private Label 4.2 4.1 4.7 4.1 
    (Private Label)      
Others Others 44.3 44.9 46.6 46.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 128 Forecast Sales of Mass Beauty and Personal Care by Category: Value 2021-
2026 

 

USD million 
 2021 2022 2023 2024 2025 2026 
 
Mass Baby and Child- 3,058.1 3,051.6 3,084.8 3,116.8 3,155.3 3,192.2 
    specific Products       
Mass Bath and Shower 10,069.4 9,934.1 9,811.8 10,013.0 10,083.8 10,184.2 
Mass Colour Cosmetics 7,529.5 7,693.1 7,832.1 7,936.1 8,014.2 8,068.5 
- Mass Eye Make-Up 2,525.5 2,580.6 2,627.9 2,667.6 2,698.7 2,721.9 
- Mass Facial Make-Up 2,522.4 2,567.0 2,605.1 2,634.4 2,650.4 2,653.6 
- Mass Lip Products 1,260.1 1,340.9 1,399.3 1,433.8 1,455.3 1,469.7 
- Mass Nail Products 941.6 919.1 908.6 906.1 913.7 926.0 
- Mass Colour Cosmetics 279.9 285.5 291.1 294.3 296.1 297.3 
    Sets/Kits       
Mass Deodorants 5,101.2 5,239.8 5,323.8 5,390.7 5,441.1 5,485.0 
Mass Fragrances 1,011.2 1,009.4 1,007.7 1,003.0 995.4 984.1 
- Mass Men's Fragrances 225.9 226.6 225.3 222.9 219.6 214.8 
- Mass Women's Fragrances 626.4 624.6 625.7 625.4 623.9 620.7 
- Mass Unisex Fragrances 4.9 4.9 4.9 5.0 4.9 4.9 
- Mass Fragrance Sets/ 154.0 153.2 151.8 149.8 146.9 143.6 
    Kits       
Mass Hair Care 10,164.7 10,106.4 10,141.9 10,145.3 10,132.5 10,108.6 
Mass Skin Care 14,014.6 14,400.7 14,817.8 15,235.0 15,651.6 16,061.0 
- Mass Body Care 3,878.3 3,941.9 4,001.9 4,061.2 4,118.6 4,174.7 
- Mass Facial Care 9,109.1 9,428.8 9,773.3 10,117.2 10,461.8 10,799.3 
- Mass Hand Care 197.3 198.6 201.3 203.7 205.9 207.9 
- Mass Skin Care Sets/ 829.9 831.4 841.4 852.8 865.2 879.1 
    Kits       
Mass Adult Sun Care 1,942.9 2,089.1 2,185.1 2,247.1 2,276.5 2,291.5 
- Mass Aftersun 80.8 80.0 79.3 78.8 78.6 78.4 
- Mass Self-Tanning 106.1 112.1 115.1 116.3 116.9 116.5 
- Mass Sun Protection 1,756.0 1,897.0 1,990.7 2,052.0 2,081.0 2,096.6 
Mass Beauty and 52,891.6 53,524.2 54,204.9 55,087.0 55,750.4 56,375.1 
    Personal Care       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Mass beauty and personal care sales are additionally included within baby and child-specific products, 
bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care. 

 

 

Table 129 Forecast Sales of Mass Beauty and Personal Care by Category: % Value 
Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B E A U T Y  A N D  P E R S O N A L  C A R E  I N  T H E  U S  P a s s p o r t  139 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

Mass Baby and Child-specific Products -0.2 0.9 4.4 
Mass Bath and Shower -1.3 0.2 1.1 
Mass Colour Cosmetics 2.2 1.4 7.2 
- Mass Eye Make-Up 2.2 1.5 7.8 
- Mass Facial Make-Up 1.8 1.0 5.2 
- Mass Lip Products 6.4 3.1 16.6 
- Mass Nail Products -2.4 -0.3 -1.6 
- Mass Colour Cosmetics Sets/Kits 2.0 1.2 6.2 
Mass Deodorants 2.7 1.5 7.5 
Mass Fragrances -0.2 -0.5 -2.7 
- Mass Men's Fragrances 0.3 -1.0 -4.9 
- Mass Women's Fragrances -0.3 -0.2 -0.9 
- Mass Unisex Fragrances 0.7 0.1 0.7 
- Mass Fragrance Sets/Kits -0.5 -1.4 -6.7 
Mass Hair Care -0.6 -0.1 -0.6 
Mass Skin Care 2.8 2.8 14.6 
- Mass Body Care 1.6 1.5 7.6 
- Mass Facial Care 3.5 3.5 18.6 
- Mass Hand Care 0.7 1.1 5.4 
- Mass Skin Care Sets/Kits 0.2 1.2 5.9 
Mass Adult Sun Care 7.5 3.4 17.9 
- Mass Aftersun -1.0 -0.6 -2.9 
- Mass Self-Tanning 5.6 1.9 9.8 
- Mass Sun Protection 8.0 3.6 19.4 
Mass Beauty and Personal Care 1.2 1.3 6.6 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note: Mass beauty and personal care sales are additionally included within baby and child-specific products, 
bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and sun care. 
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