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EXECUTIVE SUMMARY

What you need to know — Summary

Meet women where they shop most with value-added, authentic products to drive the beauty revolution in India
Help establish a beauty regime for women — take cues from traditional Indian beauty regimes

Make beauty products that are easy to use, long-lasting and suited for the Indian climate

What it means

KEY DRIVERS

What it means

Key drivers

Social pressure to 'look good'

Rise in traditional products

Women's changing role in society

The changing face of the Indian beauty landscape led by launch of new products

New-age beauty retail helps cater to the growing demands of an evolving consumer base

Global trends and how they are playing out in India

Take the lead in getting women to pamper themselves

Single households will become the norm, not the exception

- Graph 1: Projected increase in number of one-person households in selected OECD countries, %, early-2000s to 2025-30
Use beauty product promotions to strengthen women empowerment

Beauty products must work as a catalyst to cater to the growing demand for gender equality

CONSUMER INSIGHTS

What it means

Beauty is basic in India

Upgrade women's basic beauty purchase pattern

- Graph 2: Beauty and personal care purchase, by age, Feb 2019

Go with age-specific promotions to help reach out to a wider audience

Offer holistic skincare and haircare products specifically designed for older women

Leverage the familiarity of bath products to push bodycare and fragrance ranges to women in West India

Bridge the consumption gap between low-tier cities and metros
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Bring beauty products to the daily lives of working women
- Graph 3: Consumption of beauty products, by employment status, Feb 2019

Make students the focal point for new innovations

Retail channels for beauty purchases

Meet women at their choice of retailer - kirana stores and supermarkets — and keep an eye on online retail for beauty as

it has huge potential

- Graph 4: Choice of retailer for beauty products, by age, Feb 2019

Leverage traditional retailers to push newer beauty products among women; capitalise on their knowledge of consumer

choices to promote beauty

Encourage women to embrace modern retail channels

Build on the acceptance of online beauty shopping among mothers for whom convenience is key
Attract consumers from West India to shop at dedicated beauty retailers

- Graph 5: Preferred choice of retailer by region

Understand the route to beauty for women, which varies by city

Product expectations

Focus on the efficacy and functionality of beauty products to be a popular choice among women

- Graph 6: Key purchase factors for beauty products, by age, Feb 2019

Play up the claims sought by consumers in product launches

- Graph 7: Top 10 clains in skincare, % launches, 2017-18

- Graph 8: Top 10 claims in colour cosmetics, % launches, 2017-18

New beauty launches

Cater to diverse purchase influencers by region - ingredients for the North and reviews for West India
- Graph 9: Key purchase factors for beauty products, by region, Feb 2019

Emphasise efficacy to meet demands of consumers in low-tier cities

Communicate ingredients to stay-at-home mums and encourage them to post online reviews

MARKET APPLICATIONS

Opportunities: What you need to know

Opportunities

Increase touchpoints to connect with women
Help women feel proud of what they are
Expand the scope of beauty products and go beyond young women

Build on the digital penetration to connect with women about beauty

Local innovations

Dove attempts to break the typical attributes associated with beauty
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« Changing face of Indian advertisments - Personal care brand talks about the many faces of, and challenges for, modern

women

« The digital expansion has led to availability of niche, premium beauty products online

« Vedix - India's customised Ayurvedic haircare regimen

Global innovations
« Brands can lead with lifestyle and wellbeing
+ The connection spectrum: a holistic retail experience

« Intensify the experience with responsive single doses

APPENDIX

« Consumer methodology

MINTEL INDIAN CONSUMER - OTHER REPORTS AVAILABLE
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About Mintel India Consumer

Access our reports now and we'll tell you how
major trends are affecting India. We also hone in
on the regional differences from socio-economic
groups to demographics such as age, gender
and household composition. We research
consumers in Metro and Tier 11o 3 cities across
the 4 main regions and in 6 local languages.

In each report, we're analysing the trends and
the innovations, the behaviours and the
influencers of consumers across India. Our local
expert analysts then examining the primary
research and consumer data and translating it
into what it means for you.

(¥) Find out what Indian consumers
want, what they need and what
influences their purchasing
decisions.

(¥) Understand the Indian market and
see how it fits into wider trends on
a local and global level.

(©) Take advantage of the gaps and
opportunities that exist today,
tomorrow and beyond.

How Mintel Indian Consumer will help your business grow:

Segment consumers Analyse the latest trends See action-oriented

across India according to and innovations and see summaries fo understand an
their regional and how they fit at a local area quickly or investigate the
demographic differences level to identify data to get an in-depth

so you can target them opportunities for your understanding of your market.
more effectively. next big idea.

BUY THIS REPORT NOW
€2600.00 | £2195.00 | $2995.00"

store.mintel.com | storeemintel.com

Americas: +1(312) 932 0400
China: +86 (21) 6032 7300
Germany: +49 (0) 211 3399 7411
India: +9122 44451045
Singapore: +65 6653 3600
Thailand: +66 2 821 5122

UK: +44 (0) 20 7606 4533

*These prices are correct at time of publication, but are subject to change due to currency fluctuations. MINTEL
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Disclaimer

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

market survey agent (see Research Methodology

Asia-Pacific 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.

Published by Mintel Group Ltd
www.mintel.com
email: store@mintel.com

Help desk

UK +44 (0)20 7778 7155
U +1 (312) 932 0600
Australia +61 (0)2 8284 8100
China +86 (21) 6386 6609
India +91 22 4090 7217
NETEN] +81 (3) 6228 6595
Singapore +65 (0)6 818 9850
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