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INTRODUCTION

Sensory Can Make or Break the Routine

Sensorial performance is particularly exposed in body care: 
absorption speed, tack, cushion, glide and residue are highly 
visible parts of product experience.

This is also an area where formulation expertise can create 
meaningful differentiation. At THG LABS, our teams work at 
this level of sensory detail, refining texture, rheology, slip, 
absorption and afterfeel alongside active delivery, stability and 
product performance.

The formulation needs to be considered as a complete 
experience on skin, with hands-on evaluation and technical 
refinement informing how it behaves from first application 
through to dry-down.

For body care in particular, that matters. A strong ingredient 
story can attract attention, but how a formula is experienced 
often determines whether a product earns a place in the 
routine.

Fragrance is adding further creative territory. Scent layering 
and products designed around different moments of the day 
are giving consumers more ways to personalise body care.

Taken together, these developments point towards a body 
care category with greater technical ambition and far more 
opportunity for brands to differentiate.

Body Care Gets Specialised

Body care has become one of beauty's most experiential 
and playful categories. For us as product developers, it’s 
also become one of the most exciting.

Expectations around efficacy have risen, ingredient 
literacy is stronger and consumers are paying closer 
attention to what body products actually deliver. The 
result is a category that’s more precise in the concerns it 
addresses, the formats it uses and the way performance 
is experienced on skin.

Facial skincare actives have helped raise the bar 
alongside higher expectations around testing, claims and 
visible results. However, some of the most interesting 
work is happening where body care starts to respond 
more specifically to the physiology, concerns and 
usage patterns of the body’s surface itself: it presents 
formulators with a very different set of conditions, 
concerns and sensory expectations depending which 
area of the body we’re developing for.

Body Skin Dictates the Brief

This opens up a richer range of innovation opportunities 
around uneven texture, pigmentation, blemishes, dryness, 
firmness and barrier resilience.

It is also supporting a broader mix of formats catering 
to different lifestyles and need-states which is allowing 
brands to address body care with much greater 
specificity. Longevity is influencing product development 
too, with greater focus on resilience, firmness, texture and 
maintaining skin quality over time.

More sophisticated body care does not have to mean 
a more complicated routine. Some of the strongest 
opportunities come from products that combine 
treatment, hydration and sensorial appeal in formats that 
already have a clear place in the day.

In 2026, the rise of science-backed, 
clinically minded interventions 

will steer self-care.
SOURCE: GWI, 2025

81% of Gen Z are 
likely to try a beauty, 

personal care or home 
care product with a 

nostalgic or memory-
evoking fragrance.  

SOURCE: UNILEVER, 2025

BODY CARE 2.0 
The Rebirth of a Category



MARKET OVERVIEW

The global bath/body ecosystem is a sizeable and steadily 
growing space, but the growth story is not evenly distributed.
Looking at body care-related categories on Euromonitor, we picked four distinct sub-
categories: Bath and Shower, Body Care (leave-on products and treatments), Deodorants 
and finally, Hand Care.

Bath & Shower is the volume engine, moving from £40.7B in 
2025 to £54B in 2030

While Body Care grows from £18.2B to £24.2B over the same 
period. 

Together, they create a £78.2B global opportunity by 2030.

GLOBAL RETAIL VALUE RSP IN GBP BILLION 
SOURCE: EUROMONITOR PASSPORT 2026

REGIONALITY
GLOBAL RETAIL VALUE RSP IN GBP BILLION 
SOURCE: EUROMONITOR PASSPORT 2026

NORTH AMERICA
£15.8B = 21.2% 
SHARE OF TOTAL MARKET

Forecast 17.9% in 2030 
with £18B 

LATAM
£10.8B = 14.5% 
SHARE OF TOTAL 
MARKET

Forecast 15.7% in 
2030 with £15.8B 

MEA
£6.2B = 8.5% 
SHARE OF TOTAL MARKET

Forecast 13.8% in 2030 
with £13.8B 

APAC
£22.6B = 30.4% 
SHARE OF TOTAL MARKET

Forecast 28.5% in 2030 
with £28.6B

EUROPE
£18.9B = 25.4% 
SHARE OF TOTAL MARKET

Forecast 24.1% in 2030 
with £24.2B 

Bath & Shower is the biggest commercial canvas 
This subcategory is more than twice the size of Body 
Care globally and will increase by a further £13.3bn 
by 2030. This supports the “shower ritual economy” 
narrative which is inspiring new formats, claims and 
opportunities for use.

Body Care is the performance frontier 
Although the Body Care sub-category is smaller than 
Bath & Shower, it is growing in line with total beauty. The 
opportunity is to premiumise by applying skincare logic 
in terms of ingredients and clinical testing alongside 
sensory.

Premium must prove itself 
At a global level, Body Care is predicted to remain mainly 
mass. Western Europe and the UK are structurally more 
premium: 29.6% of Body Care in Western Europe and 
28% in the UK in 2025, compared with 11.6% in North 
America and 3.4% in Latin America. With the majority 
of consumers globally still choosing mass, premium 
propositions need to justify the jump through efficacy, 
sensorial elevation or specialist need states.

BODY CARE REMAINS MASS-DRIVEN

The premium opportunity sits in formulas that make the body 
feel treated, not simply moisturised: serum-in-lotion textures, 

fast-absorbing clinical balms, micro-encapsulated actives and 
dermo-inspired routines designed for daily use.

86%
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Body Care
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Hand Care
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SKINCARE 
LOGIC

P
R
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F A new sophisticated 
generation of body care 
is emerging, driven by 
a demand for clinical 
results and informed 
by longevity principles,  
which is bringing 
dermocosmetic-grade 
actives, tools and devices  
into routines.
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PRECISION 
LIVING
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E Body care is more 
targeted and adaptive, 
designed around 
movement, climate, 
intimate zones, 
body mapping and 
personalised, data-led  
routines.

03
SIGNATURE 
SENSORIALITY

P
L
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S
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R
E Body care is becoming 

more addictive with 
texture, foam, oil, clouds, 
scent trails, cleansing 
rituals and seductive 
application gestures.

02

3 Key Drivers for Body Care 2.0
The rebirth of a category with intelligent, immersive and 
intentional body routines
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KEY TAKE AWAYS

1
TAP INTO SHOWER 
RITUAL ECONOMY 

Shower ritualisation is the biggest 
growth driver, so elevate cleansing 
towards a sensorial experience. 
Expand the bath/shower category 
with innovative textures, formats 
and mood-boosting fragrance.

2
USE PROOF TO PREMIUMISE
Make body care earn skincare-level 
value with actives, claims, testing 
and visible results. Innovation will be 
driven by precision, treatment benefits, 
dermocosmetic positioning and 
ingredient science.

4
MAKE WELLNESS 
TANGIBLE

3 DESIGN FOR 
REPEAT USE

Use texture, scent and application gestures 
to make daily body care addictive and 
seamlessly integrated with existing routines. 
Sensorial signatures enhance experience and 
market differentiation.

Translate sleep, stress, mood 
and recovery into sensorial 
but evidence-led formulations 
that are credible and gain 
consumer trust

Explore what this means for your brand. 
Contact: businessdevelopment@thglabs.com

TURN INSIGHT INTO YOUR NEXT NPD

If body care is part of your product 
development pipeline, talk to us about 
formulation routes, product formats 
and commercially scalable development 
opportunities. 

SPEAK TO OUR TEAM
Discuss a brief | Develop an idea | Shape your NPD 
businessdevelopment@thglabs.com

SKINCARE 
LOGIC
At-Home Body Clinics 

Skinspan and Longevity

The New Biotech 
Standard

SIGNATURE 
SENSORIALITY
Texture Addiction

Recovery Mode

Next Gen Shower

DISCOVER MORE IN OUR BODY 
CARE 2.0 TRENDS COLLECTION

PRECISION 
LIVING
Zonal Care

Data-Led Routines

Biomimetic Protection
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