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2021 Q1 COVID-19 update 
Tracking the impact on FMCG and Retail

2021 Q1 Beauty & Personal Care category volume decomposition

Consistent trends Diverging trends

Key takeaway: At the beginning of 2020, the US was in lockdown and saw an uptick of unsustainable, unusual activity. As we 

lap last year’s stock up period, we are seeing dips in 2021 Q1 Beauty and Personal Care consumption vs YA across regions, 

returning to a new normal.
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Key takeaway: Over the COVID year, Beauty and Personal Care saw some in-store growth (+1.9%), largely driven by Bath 

and Shower, with losses in Cosmetics and Nail. Compared to Q1 2020, the stock ups for Bath and Shower have declined. In 

Q1 2021, there is sustained growth in Facial Skin Care consumption and some recovery of Fragrances and Sun Care, as 

vaccines are administered and restrictions lifted.

Source: NielsenIQ AOD; Beauty & Personal Care (Bath & Shower, Cosmetics & Nail, Deodorant, Facial Skin Care, Fragrances, Hair Care, Hair Removal, HBL, Sun Care) xAOC, Census Regions; L52 WE 

03/27/2021),  2021 Q1 (L13 WE 03/27/2021), 2020 Q1 (L13 WE 03/28/2020), 2020 Q2 (L13 WE 06/27/2020), 2020 Q3 (L13 WE 09/26/2020), 2020 Q4 (L13 WE 12/26/2020)

Beauty and Personal Care dollar volume % change
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COVID in review

Outlet % HH Penetration Purchase Size Trips

Total Outlets 98.1 (-0.1%) $51.0 (+6.4%) 3.5MM (+0.7%)

xAOC 96.1 (-0.6%) $49.1 (+5.6%) 2.7MM (-2.0%)

Grocery 69.7 (+1.7%) $44.2 (+4.5%) 727K (+1.9%)

Drug 42.4 (-3.5%) $36.3 (+12.4%) 389K (-6.5%)

Mass 78.5 (-2.6%) $54.4 (+3.6%) 1.3MM (-3.5%)

Dollar 47.2 (-4.6%) $38.3 (-1.5%) 570K (-4.2%)

Source: NielsenIQ Homescan; Beauty & Personal Care (Bath & Shower, Cosmetics & Nail, Deodorant, Facial Skin Care, Fragrances, Hair Care, Hair Removal, HBL, 

Sun Care) across outlets; L52 WE 03/27/2021

Category % HH Penetration Purchase Size Purchase Frequency

Beauty and

Personal Care
96.1 (-0.6%) $49.1 (+5.6%) 22.8 (-1.8%)

Bath and Shower 87.5 (+1.7%) $37.6 (+7.6%) 9.7 (+13.9%)

Cosmetics and Nail 72.3 (-4.3%) $103.6 (+10.3%) 6.6 (-8.8%)

Deodorant 70.3 (-6.5%) $5.0 (+0.7%) 4.4 (-9.5%)

Facial Skin Care 50.9 (-3.2%) $14.1 (+6.9%) 4.2 (-0.7%)

Fragrances 16.5 (-12.1%) $6.2 (+10.2%) 2.6 (-2.6%)

Hair Care 83.5 (-2.1%) $22.0 (+2.2%) 8.4 (-5.6%)

Hair Removal 52.9 (-6.8%) $8.5 (+0.5%) 3.6 (-3.4%)

HBL 57.1 (-1.5%) $16.0 (+0.9%) 3.8 (+2.4%)

Sun Care 28.3 (-14.6%) $9.8 (+0.8%) 2.0 (+2.4%)

Source: NielsenIQ Homescan Beauty & Personal Care (Bath & Shower, Cosmetics & Nail, Deodorant, Facial Skin Care, Fragrances, Hair Care, Hair Removal, HBL, Sun 

Care)  xAOC; L52 WE 03/27/2021

Key takeaway: Over the last year, consumers shifted the outlets they frequented; more buyers fulfilled their Beauty and 

Personal Care needs by shopping at Grocery stores. Consumers made larger purchases and fewer shopping trips to avoid 

risk of exposure to COVID. This behavior was especially seen with Cosmetics and Nail as well as Fragrance consumption.
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In the news

2021 Q1 vs 2020 Q1

Amazon $2.60 billion +21.0%

Sephora $629 million +41.7%

Ulta Beauty $455 million +69.7%

Target $335 million +206.3%

Key takeaway: Beauty and Personal Care sales have seen strong online growth. Amazon continues to dominate the Total 

Beauty and Personal Care volume online. Target’s growth exploded (+206.3%), propelling the retailer to be the #4 eComm

merchant for Beauty and Personal Care, following large beauty retailer Ulta (+69.7%). While spend on shipped orders 

continues to see a strong lift, Click and Carry has more than doubled, as restrictions start to lift and consumers want to get 

their hands on purchases sooner.

$6.1 billion

+32.7%
Beauty and Personal Care

E-commerce

$432 million

+125.4%
Beauty and Personal Care

Click & Carry

$5.6 billion

+28.6%
Beauty and Personal Care

Shipped

Source: NielsenIQ eCommerce Beauty & Personal Care syndicated categories; 2021 Q1 WE 03/27/2021

Total Beauty and Personal Care e-commerce
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https://apnews.com/article/us-colleges-divided-student-coronavirus-vaccination-8c46ab65afc4538cb060c320ed94fc54
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