ATTITUDES TOWARDS
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Purchasing of sustainable BPC is flat, but NPD is at an all-time high.
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This report looks at the following areas:

- Sustainable behaviours adopted by consumers, Pu rCthing of sustainable

most notably bringing their own bags when . .
shopping BPC is f.lo’r, b.u’r NPD is at
+ Purchase of eco-friendly BPC products which an all-time hlg h.

saw little change compared with 2020 Consumers re|y on

« Usage of and interest in using BPC refill corporo’rions and

concepts, with refill pouches coming out on top ) )
Ao P financial rewards to
- Barriers to using refills including lack of

availability and convenience nudge them towards

« Developments in sustainable launch activity and 'greener' habits.
innovation in BPC

« Attitudes towards sustainability, many of which are coloured by anticipatory anxiety

Overview

Younger consumers are not the sole demographic interested in sustainable living: Over-55s
are in fact more likely than average to recycle household packaging (81% vs 63%) and shop
locally all the time (51% vs 38%). For them, interest in sustainability doesn't constitute a barrier
to uptake; instead, it's breaking established habits. In order to achieve that, financial
rewards can be instrumental.

Despite some encouraging signs of post-pandemic recovery, inflation is tangible in the
German market and will likely drive BPC consumers towards private label brands and local
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companies. Also, rising plastic prices will continue to push innovation and sustainable efforts,

albeit out of necessity.

One of the biggest threats in the market is a lack of industry-wide eco standards as well as
the resulting disillusionment on the part of consumers. Pending EU legislation as well as
efforts by brands and manufacturers to intfroduce common eco standards can help to clear
up confusion.

Refillables are one of the biggest opportunities in sustainable BPC. Positioning them as a
lifestyle choice can boost their appeal; so can making sure that they're financially viable for
consumers, especially those who struggle the most with rising prices. Sustainable ingredients
present another opportunity, seeing that there is a direct link to purchases of eco-friendly
BPC.
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Report Content

EXECUTIVE SUMMARY

Key issues covered in this Report
+  Overview

+ The five year outlook for sustainability in BPC

Market context

+ Slower growth expected after period of post-pandemic recovery
- Graph 1: key economic dataq, in real terms, 2019-23

« Rising costs set to benefit private label and localism

- Graph 2: household and lifestyle issues faced in the last two months, 2022

Mintel predicts

+ Legislation is a key sustainability driver

+ Sustainability success hinges on affordability

+  Onus to drive sustainable change falls on big brands
+ Price hikes put the final nail in the plastic coffin

- Graph 3: BPC launches with plastic (unspecified) packaging, 2017-21

Opportunities

+ Enhance lifestyle appeal of refills

+ Use financial incentives

« Appeal to Gen Z and Millennials with reward and collection concepts
+ Focus on ingredients to attract sustainability advocates

+ Plug gaps in eco-friendly fragrance, hair removal

+  Quick download resources

MARKET DRIVERS

« German economy hit hard by COVID-19 disruptions
+ Strong post-COVID-19 bounceback followed by a period of slower growth
- Graph 4: key economic dataq, in real terms, 2019-23
« Rising inflation will impact everyday spending habits
- Graph 5: household and lifestyle issues faced in the last two months, March 2022
+ Situation in Ukraine means tightening belts for (almost) everyone
+ Private label set to benefit

+  BPC and food &amp; drink compete for resources
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- Graph 6: launches of skincare vs all BPC products containing sunflower oil, 2012-22

Natural ingredients and localism will see a boost

WHAT CONSUMERS WANT AND WHY

Behaviours around sustainable living in general

Some behaviours are more ingrained than others

- Graph 7: consumer behaviours around sustainability, 2022

Legislation can facilitate sustainable routines

Over-55s are creatures of habit

- Graph 8: selected sustainable behaviours, by age, 2022

Limiting water usage is a priority (especially for women)

Economic necessity and sustainability overlap

- Graph 9: selected sustainable behaviours, by financial situation, 2022

Incentivise sustainable behaviours

Types of BPC products purchased

Most purchased personal care categories overall are also the 'greenest’

- Graph 10: purchase of eco-friendly and regular personal care products, 2022

Performance trumps eco-friendliness in personal care

Sustainable hair removal: the next big frontier?

Deodorants suffer from misinformation

Focus on formats

Purchase of eco-friendly personal care products remains unchanged

- Graph 11: eco-friendly personal care products purchased, 2020 and 2022
Spotlight on eco-friendly skincare

- Graph 12: purchase of eco-friendly and regular beauty products, 2022
Eco-friendly fragrance declines in an otherwise stable purchase environment
- Graph 13: eco-friendly beauty products purchased, 2020 and 2022

A solid solution for fragrance

Promote fragrance layering to boost purchases

Eco-friendly hair styling still has a way to go

Usage of and interest in refills

Refill concepts are edging into the mainstream
Popularity of refill pouches shows that convenience is key
Refills appeal to young consumers and city dwellers
Position refills as a lifestyle choice

Old habits die hard
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Tout cost savings to boost in-store refills

Engage Gen Z and Millennials with reward and collection systems
- Graph 14: interest in refill concepts, by country, 2021 and 2022
Inspiration from Spain: a reward-based recycling system

Lack of availability and convenience are deterrents for Germans
- Graph 15: barriers to using BPC refill concepts, 2022

Lifestyle positioning to enhance appeal of refills

Make refills financially rewarding to boost brand profits

Behaviours around sustainability

Consumers' beliefs are at odds with their actions

- Graph 16: attitudes towards sustainable BPC, 2022

Overcome say-do gap with convenient eco solutions

Strong link between sustainable ingredients and purchase behaviour
Standardisation can address greenwashing and consumer confusion
Need for more legislation

Buyers want big brands to drive sustainable change

LAUNCH ACTIVITY AND INNOVATION

Eco-friendly NPD reaches new heights

- Graph 17: NPD in BPC with ethical and environmental claims, 2017-21

Cocokind showcases proof on pack

Room for more eco-friendly NPD fragrance

- Graph 18: total vs ethical/environmental launches in BPC, per category, 2021
Eco/ethical launches are highest in colour cosmetics

Environmental claims gain importance as animal-centric ones stall

- Graph 19: NPD in BPC carrying ethical and environmental claims, by claim, 2019-21
Plastic packaging has fallen out of favour

- Graph 20: BPC launches with plastic (unspecified) packaging, 2017-21

Refillables are taking off

Aldi Sid launches multipurpose refillable bottle

Refillable beauty packaging is becoming aspirational

What's next: zero waste, carbon positivity and environmental fate

LVMH ramps back up while others launch selectively

- Graph 21: launches with ethical/environmental claims, by ultimate company, 2019-21
LVMH's acquisition strategy zeroes in on Gen Z

dm launches Pro Climate PL brand
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Advertising and marketing activity

« Rossmann spotlights shower 'activism'

+ Dr Hauschka sponsors Zart Bleiben podcast
+ Pinterest bans climate change misinformation

+  Weleda sows the seeds for soil regeneration

APPENDIX

Appendix - products covered, abbreviations, consumer research methodology and language usage

+ Products covered in this Report

+ Abbreviations

+ Consumer research methodology
+  CHAID Analysis

»  CHAID - Tree output

« Anote on language
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Disclaimer

This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a German licensed

market survey agent (See Research Methodology

for more information).

Terms and Conditions of use

Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.
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