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About Us
The Benchmarking Company (TBC) is an award-winning bi-

coastal consumer research firm that delivers need-to-know 

information about the beauty, personal care and wellness 

buyer. Whether it’s through our popular consumer in-home 

use testing, utilizing our 250K+ nationwide panelists, 

quantitative online surveys, intimate focus groups, or pilot 

testing programs, The Benchmarking Company’s 

multidisciplinary and focused approach to uncovering 

consumer buying behavior helps our clients sell-in and sell 

more by capturing new customers and retaining current 

customers.





What We Will Cover Today
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What’s New & Exciting

Scalp Health

Where She Learns about Brands

Claims & Motivations

Takeaways of Note

Methodology

TBC created online surveys designed to explore consumer 
trends related to hair care and scalp care. The studies 
explored purchase intent, influencers, attitudes and 
personal values that would drive her to purchase products 
in these categories. Two (2) survey instruments with 68+ 
questions were developed consisting of psychometric and 
demographic questions. The margin of error for an online 
survey of this sample size is +/- 5% and assumes a 95% 
level of confidence. 

Research Scope
▪ More than 4,000 US Female beauty buyers
▪ Ages: 18+
▪ Must have purchased hair care products for themselves in past 6 months
▪ Online Fielding – May 2023 (scalp), and February 2024 (hair care)



Frizz, Hydration, Volume Regularly Top Concerns
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2%

Frizz

Dry hair

Split ends

Lack of shine/lack of luster

Limp hair/lacks volume

Thinning hair

Dull, lifeless hair

Hair is graying or turning white

Fading color/lack of vibrancy

Damaged from blow drying/heat styling

Managing curls/coils

Dry scalp, not dandruff

Hair won’t hold style 

Wiry/brittle hair

Density of hair

Oily scalp/hair

Unruly/hard to tame hair

Dandruff

Over processed hair

Sun damaged hair

Other, please specify

1% - I don’t have any hair concerns

Brand Opportunity

99% - Have Hair Concerns



33% 35%
37%

41% 43% 44% 44%

59%

96%
99%

Hair serum Oils Dry shampoo Hair mask Hair spray Frizz
control/smoothing

product

Heat protectant Leave-in conditioner Conditioner Shampoo

Top 10 Hair Care Products Used

What She’s Using 



Her Typical Monthly Spend on Products

Under $20: 24% 

$21 to $30 : 23%

$31 to $45 : 16%

$46 to $65 : 13%

$66 to $85 :  7%

$86 to $100 : 6%

$101 to $125 :  4%
$126 to $150:  3%

>$150:  4%

2.6
Average number of 

shampoo and 
conditioner bottles in 

her shower



Where She Buys Hair Care Products

61%

55%

43%

36%

26%

23%

21%

17%

16%
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13%

9%

7%

5%

3%

3%

Superstore (i.e. Target, Walmart)

Amazon.com

Ulta or Ulta.com

Sephora or Sephora.com

Drug store

Specific brand’s website 

Discount department store (i.e. TJ Maxx, Marshall’s) 

Grocery store

Salon/Spa

Beauty specialty store (other than Sephora or Ulta)

Big box store (i.e. Sam’s Club, Costco) 

Subscription box (i.e. ipsy, Birchbox, etc.)

Department store (i.e. Nordstrom, Saks)

Beauty online retailer (i.e. dermstore, netaporter.com)

Direct sales (i.e. Avon, Rodan + Fields)

Home shopping channel (i.e. QVC, HSN)



Brand Loyalty? What’s That?
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Top 20 Brands She Uses

o 96% use a variety of hair care brands
o On average, 3.4 brands used in a week
o 67% switch their shampoo brands either 

every few weeks or every 3-6 months
o Only 6% never switch their shampoo, 

conditioner, or styling product brands



Hair Care: Home vs. Salon

Home Salon

Colored/Highlighted my hair 38% 29%

Touched up my roots 32% 19%

Cut/trimmed my hair 29% 61%

Scalp treatment 20% 7%

Keratin treatment 10% 8%

Professional blowout 7% 28%

Hair chemically straightened 4% 4%

Permed my hair 3% 5%



Looking Ahead – Hair Care Product Opportunities

Brand Opportunity

Hair Care Products Specifically Designed for…. Use Now
Don’t Use  But 

Would Like to Try

Life Stage (Menopause, etc.) 18% 63%

Lifestyle (active/sports, etc.) 19% 54%

Ethnicity 29% 46%

Hair Color (color depositing shampoo, etc.) 44% 40%

Hair Type (for curly hair, etc.) 68% 25%

Hair Texture (frizz control for fine hair, etc.) 76% 20%



Supplements to Promote Hair Health

2%

8%

9%

10%

13%

21%

Delay gray hair

Improve scalp
health

Reduce
shedding

Strengthen hair
folicle

Reduce hair loss

Make hair
healthier

28%
Take an ingestible 

supplement 
designed to promote 

hair health.



Hair Care Product and Treatment Trends of Interest

23%
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74%

Hair products that can be bought on a subscription basis

Scalp makeup to cover thinning of the hair

Powdered hair care products to replace aerosols

Waterless hair products/solid shampoo bar, etc.

Natural texture/curls untamed

Pollution protection products

Personalized hair care products for my microbiome

Scalp/hair treatments to prevent gray hair

Scalp-specific SPF or sunscreen products

Scalp exfoliator

Pre-shampoo oil treatment

Hair styling products w/SPF or sunscreen

Hair care products w/SPF or sunscreen

Probiotic hair care products that work with your microbiome

Detoxifying treatment

Gentler hair care products to treat issues like scalp irritation, etc.

Scalp/hair treatments to prevent hair loss

Supplements designed to boost hair growth

Supplements to support healthy hair and scalp

Split end serum applied to ends of hair, binding it & giving you…

Brand Opportunity



The global hair and scalp care market is 
valued at $80.1B in 2021 and is expected 

to grow at a compound annual growth rate 
of 6.6% from 2021 to 2028. - Grandview 

Research

• 99% believe that hair health can be impacted by stress, nutrition and 

underlying health issues

• 98% agree healthy looking and feeling hair begins with the health of 

your scalp

• 96% believe it’s just as important to care for your scalp as your facial 

skin

• 62% use more than three products daily to improve or maintain hair 

health

Women report suffering a range of scalp conditions:

o Itchy scalp - 42%

o Dry scalp - 23%

o Dandruff - 14%

o Oily scalp - 18%

Scalp Care Specifics



What She’s Using

Brand Opportunity

Scalp Treatments Currently Use Would Like to Use

Calming Treatment 5% 72%

Scalp Serum 10% 70%

Scalp Detox Treatment 7% 70%

Scalp Cleanser 15% 69%

Scalp Tonic 4% 68%

Hair Growth Scalp Treatment 10% 67%

Soothing Serum 16% 67%



Scalp Care Go-To’s

Brand Favorites (scalp massagers also rated highly)

#1 Head & Shoulders

#2 Ouai

#3 Briogeo

#4 L’Oréal

#5 Olaplex
 

  



Learning about Hair Care and Scalp Care Products

Gen-Z:
• 49%  In a store

• 46%  TikTok influencer/celeb ad

• 35%  Friend/family member

• 31%   Instagram influencer/celeb ad

• 28%  TikTok brand video/how-to

Everyone else:
• 45%  In-store

• 35%  Friend/family member

• 32%  Hair stylist

• 24%  A brand’s own website

• 23%  Sample received in-store



Top Buying Influencers (other than price)

Gen-Z:
• 66%  Clear benefits statements on package (what will it do for me?)

• 53%  Lots of proof the product works: consumer claims, clinical claims

• 29%  Free sample

• 26%  Education on what product does, concern it addresses

• 22%  Before & Afters

Everyone else:
• 60%  Clear benefit statements on package

• 46%  Free sample

• 45%  Lots of proof the product works

• 21%  Before & Afters

• 20%  Stylist recommendation/smell of the product



1. Healthier Hair
2. Hydration/Conditioning
3. Frizz Control/Elimination
4. Shine
5. Volume
6. Damage Repair
7. Stronger Hair
8. Reduction in Split Ends
9. Thicker Hair
10. Healthy Scalp

Claims She Looks For On Package, Social, Ads, POS, etc.

“97% of women said their hair looked and felt healthier in 
just one week.”

“After two weeks of use, 89% of users said their 
hair was visibly less frizzy.”



Brand Takeaways

So many issues, so little loyalty. But there is room 
in her powder room for your hair care brand.

Opportunity abounds. Make it personal.

Social media strength and consistency.

Prove it! 
• Consumer Claims/independent studies

• Before & Afters

• Product Reviews

• Clinicals



11710 Plaza America Drive, Reston, VA 

703.871.5300

www.benchmarkingcompany.com

info@benchmarkingcompany.com

jenn@benchmarkingcompany.com

denise@benchmarkingcompany.com
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