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Beauty has become a lifestyle, not just a look. The definition of beauty now extends beyond the mirror,
as consumers embrace products that align with their daily routines and overall lifestyle. This evolution
is driving beauty brands and retailers to expand into wellness and self-care rituals, where categories
such as vitamins, protein powders, sexual wellbeing, and feminine hygiene are unlocking new avenues
for growth.

Global Wellness Economy Top ‘more important’ wellness attributes vs 5 years ago

Getting good sleep
Looking after my emotional or mental health

Protection from disease, ailments, medical conditions

$6.3 trillion
in 2023

(+25%vs 2019)

50% of consumers say “Following a regular self-care
routine is more important to me now than five years ago”

Elevates the
functional - from oral
care to period care -

Beauty entrenched
into daily rituals,
acting as a self-care

practice, often rooted through beauty cues,
in culture and emotional benefits
tradition and lifestyle appeal
Wellness
& Ritual
Wellness intersects
non-prescription Health
health like

supplements &
protein powders —
representing an
investment in how
you feel

Source: NielsenIQ Health and Wellness Survey 2025 | Global Wellness Institute
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Wellness & Ritual expands

Vitamins, Minerals &

the beauty opportunity by O Supplements o
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Hygiene Incense
Shaving Ritual
Looking beyond tradltlonal 0 (Depilatories, raz(;rs&)bfades, o
pre & post shave,
beauty sp C(lic_es unlocks new whlljeh Oral Beauty Sexual Wellness
sSpacein a ]acent categorles, w1t (Toothpaste, Whitening & C (Lubricants &
3 3 reatit L TeSNENETS, ‘ore Beau oys/Massagers,
the value opportunity is 64% FreathEreshencrs) ty B
larger when wellness and ritual Skin Care Hair Care
are included in the definition of
beauty.
S‘Ieepmg Dleta? Y
From oral care to vitamins, these e Alds

wellness routines share consumer Cosmetics Fragrances
motivations and aesthetics with

beauty, offering retailers and

brands new routes to recruit

users and deepen loyalty.

Consumers expect brands to support their health goals — and beauty brands and
retailers are taking note..

Consumers rank brands as 2"d most responsible for health — ahead
of local governments

‘ Wellness & ritual unit sales growth outpaces beauty growth in beauty
supply channels by 2.8X in the US over the past year

B ®+ 1outof 4 new brands entering categories in the US in the past year were
* B8 brand extensions from other categories - outperforming
completely new brands’ year 1 sales by an average of +23%

Contact an NIQ Beauty expert for a no obligation

conversation about how we can help you find your next
growth step.
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