
Copyright 2021. The NPD Group, Inc. All Rights Reserved. 
This presentation is proprietary and confidential and may 
not be disclosed in any manner, in whole or in part, to any 
third party without the express written consent of NPD.

Prepared for The Fragrance Foundation

The New Fragrance Consumer

September 2021



The NPD Group, Inc.  |  Proprietary and confidentialDocument classification: NPD Internal Only 2



The NPD Group, Inc.  |  Proprietary and confidentialDocument classification: NPD Internal Only

U.S. RETAIL



The NPD Group, Inc.  |  Proprietary and confidentialDocument classification: NPD Internal Only

Factors affecting this unprecedented growth include vaccine roll-outs, 
promotional events, and consumer getting back to in-person activities 

Source: The NPD Group/Point-of-Sale Early Indicator Report, NPD universe

Total Retail Sales: Growth Continued 

-10%

10%

30%

50%

70%

90%

W
E 

0
1

/0
9

W
E 

0
1

/1
6

W
E 

0
1

/2
3

W
E 

0
1

/3
0

W
E 

0
2

/0
6

W
E 

0
2

/1
3

W
E 

0
2

/2
0

W
E 

0
2

/2
7

W
E 

0
3

/0
6

W
E 

0
3

/1
3

W
E 

0
3

/2
0

W
E 

0
3

/2
7

W
E 

0
4

/0
3

W
E 

0
4

/1
0

W
E 

0
4

/1
7

W
E 

0
4

/2
4

W
E 

0
5

/0
1

W
E 

0
5

/0
8

W
E 

0
5

/1
5

W
E 

0
5

/2
2

W
E 

0
5

/2
9

W
E 

0
6

/0
5

W
E 

0
6

/1
2

W
E 

0
6

/1
9

W
E 

0
6

/2
6

W
E 

0
7

/0
3

W
E 

0
7

/1
0

W
E 

0
7

/1
7

W
E 

0
7

/2
4

2021 Dollars vs. 2019

Accessories Apparel Auto Parts Beauty Footwear Housewares Juvenile
Office 

Supplies
Sports 

Equipment
Total Small
Appliances Toys

US Tech 
CE/IT

Video 
Entertainment

Video 
Games

Dollar Percent Change
WE January 9, 2021 to WE July 24, 2021 vs. same week prior years +13%

+17%

Dollar % Change
WE July 24, 2021 

vs. 2020

Dollar % Change
WE July 24, 2021 

vs. 2019
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2021 Dollars vs. 2020
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Source: The NPD Group, Jan-June 2021 versus 2020*Note: China growth is e-commerce only. 

Prestige Beauty First Half 2021 Total Market 
Dollar Performance vs. 2020

China+47%*

Canada

+10%

Italy

Spain

United Kingdom

+37%
+31%

Germany

-19%
+7%

United States

+35% 

+11%

Mexico

+66% 

France
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Source: The NPD Group, Jan-June 2021 versus 2019*Note: 2019 data for China not available for comparison

Prestige Beauty First Half 2021 Total Market 
Dollar Performance vs. 2019 (2 YAGO)

-14%

Italy

Spain

United Kingdom

-12%
-16%

Germany

-35%
-25%

+1% 

-29%

-8% 

France
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Canada

United States

Mexico
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Source: The NPD Group/Retail Tracking Service, Total Measured Market, U.S., 1H 2021

U.S. Prestige Beauty Category First Half Dollar 
Sales Performance

Makeup Skincare Fragrance Hair

+22% +21% +82% +59%

$3.2B $2.9B $2.3B $648M

-23% vs 2019 +6% vs 2019 +35% vs 2019 +63% vs 2019
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Source: us.moodmedia.com/scent/scent-research

The Power of Scent

The sense of smell is directly related to memory

Smells trigger more vivid emotional memories and are 
better at inducing that feeling of “being brought back 
in time” than images.

9

3 out of 4 consumers feel that fragrance helps 
lift/enhance their mood or bring back memories 
or happy times, places, and experiences

Source: The NPD Group/U.S. Prestige Beauty Total Measured Market
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Fragrance ranks higher than other categories for those looking for way to treat 
themselves, rather than to fulfill a specific need.

Source: The NPD Group / April 2021 Omnibusn=varies by category

Beauty Consumers Treat Themselves 
with Fragrance

47

31

33

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Fragrance (n=169)

Skincare (n=355)

Makeup (n=236)

A Gift for Someone Else To Treat Myself I Had a Specific Need (e.g. Had to Replace / Restock) It was on Sale Other
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EDP’s and Parfums represented an attainable luxury for consumers 
and provided value through longevity.

Source: The NPD Group/U.S. BeautyTrends®/ Total Measured Market Jan-Jun vs YAGO
The NPD Group/ Consumer Fragrance Report 2021Based on Total Juice

High Concentration Fragrances

Nearly 80% of fragrance 

consumers consider “long 
lasting” to be important or 
extremely important when 
purchasing a fragrance.

More so among Gen Z 
and Millennials.

Eau De Parfums

Men’s EDP: +2.3 Pts
Women’s EDP: +3.0 Pts  

Parfums

Men’s Parfum: +1.0 Pts 
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More people are using fragrance overall, more so among Millennials 
and Boomers. Consumers are also wearing more often.

Fragrance Usage Increased

Fragrance Wearers Frequency of Usage

*Heavy Fragrance Users: wear fragrance 3-4 or more times per week

Among Fragrance Wearers

The NPD Group/ Consumer Fragrance Report 2021

Heavy Users*

Among Millennials

Among Gen Z

+1 pt

+4 pts

+4 pts
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Combining macroeconomic data along with NPD Total Measured Market 
results and industry expertise, forecast models predict a strong 2021. 

Source: The NPD Group/U.S. Prestige Beauty Total Measured Market

How Will Beauty End the Year?

+26%
Total Beauty

2% vs 2019

Forecasted Dollar Performance 
Annual 2021 vs Annual 2020

Makeup Skincare Fragrance Hair

Annual 2021 Forecasted Dollar 
Performance By Category
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How will 
Fragrance
perform 
in Q4?
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Jackie Wagner
Business Development 
Manager, U.S. Beauty

jackie.wagner@npd.com Follow The NPD Group

@npdgroup

To learn more about how NPD can help you grow your 
business, please reach out to:

mailto:Larissa.Jensen@npd.com
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THANK YOU
Apparel | Appliances | Automotive | B2B Technology | Beauty | Books | Consumer Technology

E-commerce | Fashion Accessories | Food Consumption | Foodservice | Footwear | Home | Home Improvement 

Juvenile Products | Media Entertainment | Mobile | Office Supplies | Retail | Sports | Toys | Video Games
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