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What Is Driving Home Care?
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HOME CARE: GLOBAL OVERVIEW

Home Care Market Growth
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HOME CARE: GLOBAL OVERVIEW

Home Care: Top 10 Growth Markets

Home Care: Top 10 Markets by Forecast Absolute Growth 2017-2022
Retail Value RSP USD million
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HOME CARE: GLOBAL OVERVIEW

Key Driver: Disposable Income

Hand Auto Modern

eHand Wash Detergents eStain Removers
eBleach e Automatic Detergents

eFine Fabric Detergents
eConcentrated Tablet Detergents

eConcentrated Automatic
Detergents

eEco-Friendly Products

*Bar Detergents eFabric Softeners
eHand Dishwashing

Disposable Income
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HOME CARE: GLOBAL OVERVIEW

The Concept Of Income Elevation

M USS$ 15,300

household disposable income per annum, current values 2017

© Euromonitor International |E[\=JTRE0R"[12'|N||(1)-3§L


http://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=N5Zbb-1BGfqZQM&tbnid=hPyqFuMBh-NLCM:&ved=0CAUQjRw&url=http://www.liby.ie/wash-calculator.html&ei=ZBX-UqqKJoaO0AWHuoDQBg&bvm=bv.61190604,d.ZGU&psig=AFQjCNGZ4FX9Dryl6dLtAwR9d8DTYVHVwA&ust=1392469663686140
https://www.google.co.uk/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&docid=sRzQVXbYcQ9nnM&tbnid=e5KvOa1UDxt35M:&ved=0CAUQjRw&url=https://www.iconfinder.com/icons/51304/black_house_home_house_icon&ei=1LGlUqWVLMSN7QazpoHYDw&bvm=bv.57752919,d.ZGU&psig=AFQjCNH98gtsex4GprxvaPMJAm_KxptGuA&ust=1386676375969682




BEAUTY & PERSONAL CARE: GLOBAL OVERVIEW

What Is Driving Beauty & Personal Care?

Income & : Routine Premium-
. Saturation : w
Population Expansion Isation
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BEAUTY & PERSONAL CARE: GLOBAL OVERVIEW

Steady Growth Driven By The Premium Segment
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Global Beauty Growth Premium Beauty Growth

2017 value salesin current terms
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BEAUTY & PERSONAL CARE: GLOBAL OVERVIEW

Skin Care Back In Focus, Colour Still Dynamic

BPC performance by category 2017 vs. 2016
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BEAUTY & PERSONAL CARE: GLOBAL OVERVIEW

Beauty & Personal Care: Top 10 Growth Markets

Beauty and Personal Care: Top 10 Markets by Forecast Absolute Growth
2017-2022
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INTRODUCTION TO MEGATRENDS

Our Eight Focus Trends Are Defining Consumer Behaviour

Shifting Market
Frontiers

Shopping

i Reinvented
.I
- - -
i W

Middle Class
Retreat
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INTRODUCTION TO MEGATRENDS

Key Drivers Of Euromonitor Consumer Trends

The underlying forces driving change and propelling long-term shifts in
consumer attitudes and behaviour

Drivers

¥

SHIFTING : ENVIRONMENTAL

ECONOMIC T@HNOLOGY POPULATION SHIFTS AND CHANGING

POWER | ' CHANGE PRESSURES VALUES
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Consumer Trend:
Healthy Living
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Healthy Living: At-Home Therapy
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HEALTHY LIVING

Healthy Living: At-Home Therapy

Air Care Forecast Absolute Value
Growth by Category 2017/2022
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HEALTHY LIVING

Healthy Living: Hygiene Boost

Laundry Sanitisers: Top Four Markets
by Retail Value Sales 2017 and CAGR

2013-2017
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Image source:Lysol Official Website
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HEALTHY LIVING

Dettol: A Pledge To Sanitation Education

Teaching new mums healthy habits
around the world

Image source: Dettol Official Website

Dettol recorded the strongest growth in global home disinfectants with US$156 million absolute value growth over
2012-2017.
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HEALTHY LIVING

Tesco: Private Label Diversifies Portfolio
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Image source: Tesco Official Website
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HEALTHY LIVING

SC Johnson: Increased Transparency

OUR INGREDIENTS
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HEALTHY LIVING

Beauty Is Tapping Into Wellbeing

]
sound sleep cocoon
transformative night gel-cream
deep sleep
dermalogic bath soak
40 o st e and develapos by The Iniematons! el b Soothing Lavender and Vetivert salts
to help you get a good night’s sleep
thisworks
MODERN NATURAL BEAUTY
200g € 7.06 f1 0z
Image source: Dermatologica Official Website,
Deep Sleep Bath Soak Official Website
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Geneu: Same-Day DNA Testing

DNA
PERSONALISED @i
SKIN CARE
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HEALTHY LIVING

Healthy Living: Clean Labels
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Image source: Sephora Official Website,
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HEALTHY LIVING

Giki: Scanning Products For Information

giki.

Your Sustainable Shopping Companion

A mobile app that informs you about the products you buy and the companies you buy them from.

Image source: giki Official Website
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HEALTHY LIVING

Healthy Living: Conclusion

Support consumers’ needs for a healthy home beyond functional needs

Healthy living reinforces simplicity and a ‘back to basics’ approach

Rising interest in transparency and safe and healthy product choices

Focus on emotive aspects to enhance brand credibility
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Consumer Trend:
- Ethical Living




ETHICAL LIVING

Ethical Living

Regulation \

Ethical NE6
pressure
Corporate /

change
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ETHICAL LIVING

Ethical Living: From Less Water to Waterless

2
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ETHICAL LIVING 33

Ethical Living: Saving Water

Image source: Batiste Official Website
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ETHICAL LIVING

Ethical Living: Waterless Formulations In Colour Cosmetics

Image source: Pinch Of Colour Official Website
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ETHICAL LIVING 35

Splosh: ,,Wash Away Plastic Waste”

GET STARTED

Image source: Splosh Official Website
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ETHICAL LIVING

Ethical Living: Turning Laundry Detergents Green

st

’ |
plant-based
detergent’

with the

purcleah' cleaning power of Tide

*65% plant-based

Image source: Tide Official Website
EUROMONITOR
¥ INTERNATIONAL

© Euromonitor International



ETHICAL LIVING

Ethical Living: Link To Healthy Living

RXBAR

3 Egg Whites
6 Almonds

4 Cashews SINGREDIENTS

BASICS'

2 Dates
No B.S.

Image source: RXBAR Official Website,
SW Basics Official Website
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ETHICAL LIVING

Ethical Living: Conclusion

“Ethicalisation” of society is still pretty much a Western phenomenon, but it is changing

With successful role models, more companies will look to become more ethical

Ethical will increasingly become integrated into the mainstream

Carbon emissions, climate change and water preservation will remain highly important

Consumers are becoming more eco conscious, however products need to be affordable
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SHOPPING REINVENTED

Home Care: Grocery Channel Domination

Home Care: Retail Distribution by Outlet 2017
% CAGR historic period - USD million
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SHOPPING REINVENTED

Shopping Reinvented: Offline Retailers Are Here To Stay
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SHOPPING REINVENTED

Beauty & Personal Care: Strong Growth Of Internet

Beauty and Personal Care: Retail Distribution by Outlet 2017
% CAGR historic period - USD million
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SHOPPING REINVENTED

Shopping Reinvented: Shopper Journey In An “Unconnected World”

Pre Purchase Post Purchase
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SHOPPING REINVENTED

Shopping Reinvented: Shopper Journey In A “Connected World”

TWEETS ~ FOLLOWING  FOLLOWERS  FAVORMTES  LISTS
226K 1,593 624K 1,887 2

Gap @Gsap - Jun 13
Don'toverthink summer. Iced-coffee, shorts, tees & that's it #gapisms

Gap @ Gap 13
Summer style starts with a great pair of denim shorts. #GapSummer
Get yours here: gap.us/NAShopM

Totaf

\ ' "
L)

View photo

#R¥ 2 Lana @hercmannyc - Jun 12
A @Gap how wiill you boost sales by only having 2 cashiers and a ine of 12 people
&eZas waiting? Lunch hour=fast checkout.

Gap &Gap - Jun 12

Post Purchase

E gy Max Summit Gmaxsummt - Jun 12
ﬁ LOVING the latest @Gap ads on #socialmedia especially this one feat. Natasha
Lo from @Airbnb pic.twitter.com/I07sImIOSN

\iew photo
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SHOPPING REINVENTED

Shopping Reinvented: Alexa, How Do | Maintain My Customers’
Loyalty?”

amazon dash

Replenishment
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SHOPPING REINVENTED

Auto-Dosing Creates Direct-To-Consumer
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Image source: Miele Official Website
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SHOPPING REINVENTED

Shopping Reinvented: Alternate Business Models

Image source: Smol Official Website
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SHOPPING REINVENTED

Laundry Delivery Services Are Popping Up

Image source: Zipjet Official Website
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Shopping Reinvented: Experiential Shopping
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SHOPPING REINVENTED

Shopping Reinvented: Frictionless Payments Of The Future
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SHOPPING REINVENTED

Shopping Reinvented: Conclusion

Shopper experience defines value more than price for some customers

Move beyond the transaction to ease consumers into the purchase

Provide a positive shopping experience, beyond the actual transaction

Re-enforce the experience and encourage a re-start of the journey

In-store experience still has a major role to play in Shopping Reinvented
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RECOMMENDATIONS AND KEY TAKEAWAYS

Beauty & Personal Care: Forecast Of Regions

Beauty and Personal Care: Region Size and Growth by Category
2012-2022
Retail Value RSP USD million
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RECOMMENDATIONS AND KEY TAKEAWAYS

Beauty & Personal Care: Areas of Opportunity

Premiumisation: Healthy And Ethical

Mass Market: Use Potential In Developing Markets

Distribution: Importance Of Creating A Shopping Experience
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RECOMMENDATIONS AND KEY TAKEAWAYS

Home Care: Forecast Of Regions

Home Care: Region Size and Growth by Category 2012-2022
Retail Value RSP USD million

North Western Latin Middle East  Eastern
Asia Pacific  America Europe America and Africa Europe  Australasia
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RECOMMENDATIONS AND KEY TAKEAWAYS
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RECOMMENDATIONS AND KEY TAKEAWAYS

Home Care: Areas of Opportunity

Tap Into Consumer Trends: Healthy, Ethical, Convenient

Stimulate Routine Expansion Through Innovation

Distribution: E-Commerce Will Be Essential
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Euromonitor International Home Care team:

Current Strategic Research Topic

CGender roles in L.;:undry\and “Men who Clean” }
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Euromonitor International Home Care team:

Current Strategic Research Topics

CGender roles in Laundry and “Men who Clean” " Global Briefing publishing Dec 18 @ @

n -

CFuII laundry automation is close to being real " ‘ !x !'o!l !rle!mgs pu!llslem 't !! ) m
CAuto-AIchemy: a customised smart experience \ m( -!! m

-
CSmart Home, Al & Voice create new business models “ ) @ res

T A

CWater Scarcity is of rising relevance to all strategy ‘3
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(Cold Washing is more than just energy savings -‘ﬁ Global Briefing publishing Dec 18 res
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(Changes@home: technology, surfaces & fibres “ Pulled from trends/files 2018
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CAmazon in Home Care shakes up the channels " al Briefing published Jun

't IBone an! rea!y!o sHare J C Not planned yet )

© Euromonitor International

EUROMONITOR

INTERNATIONAL



Thank you

Filip Hoffmann-HauRler —Senior Analyst

XX Filip.Hoffmann@Euromonitor.com
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