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3A FRAGILE RECOVERY IS UNDERWAY
MACRO VIEW
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4UNEMPLOYMENT SEEN AS THIRD WAVE OF CRISIS
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5HOW WILL THE ECONOMY PERFORM?

 Near term outlook remains uncertain

 Growth to be driven by emerging markets – especially in Asia

 Unemployment to remain high

 Consumer spending still under pressure

 Government debt to remain a key area of concern

 Shift in global power to emerging markets will continue

MACRO VIEW
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6NEW CONSUMER EMERGING

Looking for value: Manufacturers are grappling 
with a profound shift in consumer buying habits. 
Consumers are reacting to recession by searching 
for value for money and reassessing what is 
important to them. They trade down on brands and 
shop across channels in search of bargain prices. 
They look out for vouchers, coupons and 
promotions in order to save money.

Making things last/swapping/buying 
second-hand: Consumers are saving by cutting 
down on superfluous purchases, making things 
last, reusing and re-purchasing second-hand 
products through specialised sites such as eBay. 
Thrift is becoming acceptable socially. 

 Focus on experience over purchase: A greater 
focus is now put on the experience, not the 
purchase and the product itself. For example, there 
has been sustained interest in spas; a luxury treat 
as a substitute for a more expensive holiday.

 Switching channels/buying online: 
Discounters, supermarkets and the internet have 
benefited most, as consumers search for better 
prices while trying to maintain more balanced 
budgets but still hoping to enjoy the products they 
are accustomed to. 

CONSUMERS IN 2011 AND BEYOND

Consumer spending 
squeezed and is not 
expected to recover 

in short term

Stagnant income growth 
- the outcome of high 

unemployment. Incomes 
are not expected to 
return to 2007 levels 

until 2012

Unemployment - the 
International Labour 

Organization does not 
expect employment to 
return to pre-recession 

levels until 2015

Wealth destruction - declining house 
values in some countries have been 

equivalent to the loss of a whole 
year’s disposable income

High debt - both 
personal and 

government debt 
mean that credit-

fuelled consumption is 
a thing of the past

Increased savings -
saving rates are rising 

sharply in some 
countries, with an 

inevitable impact on 
consumer spending
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7THE CONSUMER IN 2011 AND BEYOND
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8CHANGING DEMOGRAPHICS AND CULTURAL ATTITUDES 

 Ageing consumers

 Younger consumers staying single/childless longer

 Rising disposable incomes in emerging markets

 Increasingly urban populations

 Busy lifestyle and longer working hours

CONSUMERS IN 2011 AND BEYOND
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9POPULATION BREAKDOWN 2005/2010/2015
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10RISE OF THE EMERGING MIDDLE CLASS

 Emerging middle class makes US$5,000 annually in disposable income

 Emerging countries expected to grow faster than developed countries

CONSUMERS IN 2011 AND BEYOND
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11GOOD HEALTH AND WELLNESS ARE CENTRE STAGE

Consumers are clearer on the 
empowering link between health and 
wellness and fuller, happier lifestyles:

Beauty and youth

Self-treating

Staying well

STAYING WELL



© Euromonitor International

12EMERGING MARKETS TO LEAD GROWTH
STAYING WELL
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STAYING WELL

Prevention driven by “instant” gratification A promise of a long-term health benefit
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Value Efficacy

Personal 
touch Experience

CONSUMER NEEDS BECOMING MORE DIVERSE 
STAYING WELL
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15RE-CREATING THE SPA EXPERIENCE

Health and wellness factor to drive
interest in spas

New consumer targets

Innovative retail concepts

Mobile beauty becomes prominent

Key Spa Tourism Markets, 
absolute growth 2010-15 (million)

USA US$ 1,660
Japan US$ 1,350
China US$ 1,030
France US$ 856
Israel US$ 362
India US$ 363
Austria US$ 266
Vietnam US$ 221 

BEAUTY AND YOUTH
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16PREMIUM COSMETICS ON THE REBOUND
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17MASS COSMETICS TO DRIVE FUTURE GROWTH
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182X
China’s premium cosmetics 
market will double by 2015, 
to reach $7billion 

80%
of Latin America’s industry 
value will be accounted for by 
mass products in 2015

$83 
Latin America industry value 
in 2015, third largest region
globally
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19INCREASING IMPORTANCE IN BEAUTY RETAILING
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BEAUTY AND YOUTH
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20VARIED PENETRATION ACROSS KEY MARKETS 
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21INTERNET CONTINUES TO RESHAPE THE WORLD
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More than 40% of the world’s 
population  will be on the 

Internet in 2020

BRANDS AND CONNECTIVITY
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22NEW WAYS OF ENGAGING WITH BEAUTY CONSUMERS 

Social Media

New           
In-store 

Experience
Mobile 

Technology

BRANDS AND CONNECTIVITY
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23THE POWER OF THE SMARTPHONE APP 

Key success factors:

Personalised
Added value

Interactive experience
Real-time updates 

BRANDS AND CONNECTIVITY
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• Facebook users500 million500 million

• Pieces of content 
per month30 billion30 billion

• Minutes of log-in 
time per month 700 billion 700 billion 

• Average friends per 
user 130 130 

• Of users between 
the age of 18-3462% 62% 

• Users of Facebook
are female50%50%

• Registered tweets 
per day55 million55 million

BRANDS AND CONNECTIVITY
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25ONLINE PRESENCE AND SOCIAL MEDIA NOT TO BE IGNORED 

Key players increasing online presence

Opportunities for smaller brands

Social commerce still limited

Blogging/’vlogging’ offer new experience 

1,614,613
people like this

BRANDS AND CONNECTIVITY
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Learn More

To find out more about Euromonitor International's complete range of business 
intelligence on industries, countries and consumers please visit www.euromonitor.com
or contact your local Euromonitor International office:

London + 44 (0)20 7251 8024
Chicago +1 312 922 1115
Singapore +65 6429 0590
Shanghai +86 21 63726288
Vilnius +370 5 243 1577
Dubai +971 4 372 4363
Santiago +56 2 9157200
Sydney +61(0)2 9275 8870
Tokyo +81 3-5403-4790


