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MAINTAIN FOCUS ON AREAS
OF GROWTH AS BEAUTY
SEARCHES CONTINVUE TO

DECLINE OVERALL.

2021 26.1M

24.5M

hair 2022

20.3m

2021 11.9m

skincare 2022 10.9M

2021 9.2M
2021 6.3M
fragrance 2022 _5.7M

CERTAIN BEAUTY PRODUCTS ARE GAINING
MORE INTEREST THAN OTHERS

Thecl
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WHAT WE THINK

This report reviews search behavior in February 2023 compared to February 2022.

This month's searches continue to align with the past few months as they fall below volumes compared to the last two years.
With searches maintaining a downward trend — and with more months of economic uncertainty ahead of us — it's critical for
brands to understand which areas are currently driving growth and decline.

In hair care, lice products remain at the top. Consumers are searching for shampoos, combs, and sprays to target this pesky issue.
In skincare, all eyes are on serums and pigmentation products. There’s an emphasis on glowing, healthy skin shown by searches
for vitamin C serum, niacinamide serum, and brightening serum. Consumers are doubling down on their desire for a radiant
complexion with searches for concealers and highlighters. Finally, there's proof of emerging price sensitivity in fragrances with
body spray on the rise as opposed to pricier perfume products.

Brands planning for the months ahead can use this data to support and hone their strategies to ensure they're meeting consumer

needs.
——

Lice products are the unsexy — but necessary — darling of the hair category as
they have been for many months. Consumers are seeking out shampoo, sprays,
and combs to tackle this pest. Other categories rising in hair include split end
remover, hair chalk, and hair mascara. Brands should look between the lines of
these rising categories and find ways to support this customer with other issues
they may want to solve from home.

oo

POPULARITY ANALYSIS

to 2!

the search volume of ha

below show

The line gr: tegories compa
s the change in search volume for hair c

February 2023 vs February 2022.

gories between

The bar graph below s

HAIR TRENDS COMPARED TO 2022

2022

2023

Search Volume

5.0M

February May September December

TOP HAIR TRENDS COMPARED TO 2022

Ao
z

Click on  bar to
pdate the trends

habove

600K -5 00K -300K -200K +100K +200K

4

Increase in Search Volume (vs. 2022)

SPOTLIGHT

SEA SALT SPRAY
95.6K e +39.8% YOV aroucr

Minimal-fuss styles are top of mind for consumers as sea salt spray
sea salt sprays trend upward. With a classic product — sea salt spray for hair
Bumble and bumble. Surf Spray — driving growth, sea salt spray men

bumble and bumble surf
spray

best sea salt spray

diy sea salt spray

salt water hair spray

there's room for new players. Searches for “men”
indicate an opportunity to target a specific customer
with this product. As consumers turn to DIY options
also, brands should take a moment to remind them

why theirs is best. what does sea salt spray do
—

Consumers are craving glowing, lit-from-within complexions this month. Serum
products drive growth, with consumers turning especially to vitamin C serum,
niacinamide serum, and brightening serums. This trend — on top of rising
interest in pigmentation products — shows how consumers are focusing on
even-toned, glowing skin. Skincare brands should place brightening,
tone-enhancing products front and center where possible.
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The bar graph below shows the change in search volume for skincare categories between

February 2023 vs February 2022.
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SPOTLIGHT

ANTI AGING PILLOW
2.5K woncres +1117.7% YOV g

This small — but growing trend — refersto a
number of oddly shaped pillows meant to relieve
pressure placed on the face during sleep for side
and stormach sleepers. Because of broad and

anti aging pillow
anti aging pillows

unbranded searches, there remains many
opportunities for someone to own this space. Even
those outside of the pillow market can employ this
trend for brand merch. Be sure to consider what
fabrics will pair best with skincare (e, those that
won't be ruined from slugging residug).

MAKEU

Complexion makeup continues to serve as a subcategory leader across makeup.
Consumers are turning especially to color correctors, concealer palettes, and
highlighters to refine and emphasize their features. Lip tint products are also showing
growth, putting a spotlight on the desire for a yours-but-better lip look.
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3 Consumers are seeking out tinted molsturizer rare beauty tinted moisturizer
g optians from several brands. Search queries for tinted moisturizer
® the Rare Beauty Positive Light Tinted best tinted molsturizer
tinted moisturizer with spf
] Moisturizer are higher in volume than those for
c th ( itself, indicati th best tinted maisturizer with spf
< el e drmtigy tinted maisturizer
] popularity of this product. Though many laura mercier tinted moisturizer
i brands appear, searches for “tinted moisturizer T T
‘with SPF" are unbranded. How can other lines baremninerals complexion rescue

use this to their advantage?

RAGRANCE

Fragrance growth is currently being driven by body sprays. Travel products —
consider portable, mini fragrances — are also trending upward. The rising interest in
these two subcategories points to an increasingly cost-conscious consumer who's
seeking budget-friendly body mists and travel-sized fragrances compared to
full-sized eau de parfums or colognes.
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SPOTLIGHT

COFFEE SCENTED CANDLE
81K wcoches +72.6% YO ouer

Despite declining interest in candles overall, coffee candle
consumers are still craving coffee scented candles campsite coffee candle
to keep things cozy during the winter months. coffee bean candle

coffee scented candles
but first coffee 3 wick candle
campfire coffee candle
caramel coffee candle

Interestingly, one of the top searches is for a now:
discontinued candle from Bath & Body Works
called Campsite Coffee. Brands in the scent space
should consider creating a dupe. Alse, fragrance
houses should consider the oppartunities for this
scent in a perfume or cologne.




