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UPDATED The U.S. Market for Oral Care 
Products, 7th Edition features detailed 
past and future sales estimates, IRI 
brand share data, extensive Simmons 
demographic profiles, and insightful 
analysis. Also, the gameplans of Procter 
& Gamble, Colgate-Palmolive, Johnson 
& Johnson, and others are examined in 
depth. 
Publication ID: LA2041110  
April 2009 • $3,850

NEW Sleep Aid Products in the U.S. 
Market: Non-Prescription OTC, Natural 
and Alternative Remedies is focused 
on consumer, product and marketplace 
trends. It takes an in-depth look at sales of 
over-the-counter (OTC) sleep aids and a 
snapshot of the more niche natural sleep 
aid supplements market as a bellwether 
for the future of the total marketplace. The  
report analyses OTC sleep medications—
both analgesic and non-analgesic—and 
herbal supplements intended to aid sleep, 
as well as accessories such as neck and 
body pillows, devices such as sound 
machines and conditioners, sleep masks 
and earplugs, plus shower and body care 
products, aromatherapy candles or foods 
and beverages intended to aid sleep. 
Publication ID: LA1812880  
December 2008 • $3,300

UPDATED Ethnic Hair, Beauty and 
Cosmetics Products in the U.S., 6th 
Edition thoroughly analyzes the rebound 
of beauty products for African Americans, 
as well as the still-budding potential of 
such products for Hispanics and Asians. 
Sales-and-growth patterns are covered, 
as well as marketplace and product 
trends. Competitive strategies of Alberto-
Culver, L’Oreal, P & G, and others are 
discussed.
Publication ID: LA1474402  
November 2008 • $3,300

Market Trend: Licensed Kids’ Personal 
Care Products Market delves into the 
myriad aspects of the licensed kids 
personal care market, from oral care to 
hair care to customizable adhesive strips, 
and looks at the vast opportunities for 
licensors and licensees in this product 
arena where staying fresh should never 
get old.  The report features market size 
and growth of licensed kids’ personal 
care products, forecast through 2012, 
profiles of top licensing properties, trends 
and opportunities, five year totals of kids 
personal care and licensed personal 
care product introductions, demographic 
discussion of kids age 3-11 and respective 
parents’ attitudes toward advertising, plus 
kids’ favorite shows 2006 versus 2007. 
Publication ID: LA1812797  
August 2008 • $2,250

The Professional Salon Services Market in 
the U.S.: Beauty Salons and Barbershops 
provides a complete analysis of the 
professional salon services industry in 
the United States with a special focus on 
beauty salons and barbershops. Using 
several key metrics the report presents 
the size and growth of the market as 
well as the drivers affecting it.  Data on 
consumer spending, advertising and 
promotion and customer demographics 
are examined.  Key competitors profiled 
include Regis Corporation, Cool Cuts 4 
Kids, Great Clips, Ratner Companies, 
Sport Clips and Ulta Salon, Cosmetics & 
Fragrance, Inc. 
Publication ID: LA1709701  
April 2008 • $3,300

Caring for Baby: The U.S. Market for 
Diapers, Bottles, Wipes and More, 3rd 
Edition studies the retail marketplace for 
products intended to facilitate the care, 
feeding and even mental development 
of our littlest Americans.  Categories 
include disposable diapers, wipes/moist 
towelettes, bodycare, feeding accessories, 
play & discovery toys and pacifiers/
teethers.  The report features historical 
and forecast sales, consumer profiles and 
key market trends and analysis.  
Publication ID: LA1601059   
March 2008 • $3,300

The U.S. Cosmeceuticals Market will 
inspire even the savviest health & beauty 
care executive to think outside the box. 
Sales patterns, Simmons demographic 
data and societal context are all plumbed 
in-depth, as are the competitive stances 
of Guthy-Renker (Proactiv), Johnson 
& Johnson (Neutrogena), L’Oreal (La 
Roche-Posay), Procter & Gamble (Olay, 
SK-II) and others. 
Publication ID: LA1658180   
June 2008 • $3,300

Nutritional Supplements in the U.S., 3rd 
Edition examines nutritional supplements 
sold to consumers through the retail 
spectrum, including vitamins, minerals, 
herbals, homeopathics and combination 
products. The report provides retail sales 
breakouts, past and future, along with a 
thorough examination of market drivers, 
the competitive situation, marketer and 
brand shares, marketing trends, and 
consumer trends, including health, 
wellness and dietary patterns and interest 
in nutraceutical foods and beverages.
Publication ID: LA1634930  
September 2008 • $3,500

Sport Nutritionals for Active Lifestyles in 
the U.S., 4th Edition analyzes sales and 
growth potential for three main categories: 
beverages, bars & gels and supplements. 
The report surveys marketing and new 
product trends and dissects consumer 
demographics by major categories, 
selected brands and selected activities. 
The report also tracks variations in 
general nutrition- and health-related 
attitudes among adult consumers.   
Publication ID:LA1209576    
August 2007 • $3,000

Personal Care 

Healthy, Natural and 
Organic Personal  
Care & Wellness

Coming Soon
• Natural and Organic Personal Care
• Global Men’s Personal Care
• Weight Management Trends
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Demographic & Lifestyle 

NEW Do-It-Yourself (DIY) Consumers in 
the U.S.: DIY Markets in a Down Economy 
takes an in-depth look at the exploding 
population of do-it-yourselfers (DIYers) 
in remarkably diverse sectors of the 
economy, including home improvement, 
food gardening, financial services, 
automotive and beauty care. The report 
highlights what makes DIY consumers 
tick and shows how they differ from their 
do-it-for me (DIFM) counterparts. The 
report reveals how the DIY movement 
is taking hold throughout the American 
economy, creating both challenges and 
opportunities for marketers in a wide 
range of industries.  
Publication ID: LA2118693   
June 2009 • $3,850

UPDATED The Hispanic (Latino) Market 
in the U.S.A.: Generational View, 7th 
Edition highlights the attitudes and 
behavior of Hispanic adults across age 
groups and generations from Gen-Y and 
Gen-X Latinos through younger and older 
Boomers. The study analyses the trends 
and opportunities shaping the Hispanic 
market and assesses the buying power 
of Hispanic consumers.  Other chapters 
provide in-depth analysis of immigration 
and acculturation trends as well as 
profiles of the seven largest Hispanic 
national segments.  The report also looks 
at the attitudes and behavior of Latino 
consumers in key areas including fashion 
and personal care, eating at home and 
health and wellness.  
Publication ID: LA1783079   
March 2009 • $3,850

NEW The Adult Video Gamer Market in 
the U.S.: Tapping into the New Diversity 
of Video-Game Players challenges 
numerous stereotypes of videogamers. 
For example, videogamers are 
exceptionally active consumers. They 
work out more, go out more and shop 
more than adult Americans who don’t play 
video games. The report analyzes the 
consumer behavior of video-game players 
and includes chapters on trends and 
opportunities in the videogamer market 
as well as an assessment of the size and 
growth of the market.
Publication ID: LA2042474   
January 2009 • $3,850

NEW The Adults of Generation Y in the 
U.S.: Hitting the Demographic, Lifestyle 
and Marketing Mark examines common 
attitudes and motivations among the 
Gen Y adult cohort, particularly their 
tendency to trust friends and celebrity 
endorsements in their purchasing 
choices, their insistence on influencing 
product offerings and advertising, and an 
accompanying blurring in their analytical 
boundaries between “retail” and “real 
life.” The report gives special attention to 
green and other social concerns within 
the cohort and their use of a wide range 
of social networking media to pursue their 
goals.
Publication ID: LA1282382   
December 2008 • $3,850

The Kids and Tweens Market in the U.S., 
9th Edition features trends driving the 
kids and tweens market and opportunities 
for marketers are highlighted; a 
comprehensive market overview profiles 
the kids population and assesses market 
size and growth; details on how kids and 
tweens spend their leisure time, develop 
relationships with family and friends, and 
use computers and the Internet; analysis 
of where kids get their money and how 
they spend it, including an in-depth look 
at where kids shop and what they buy. 
Publication ID: LA1486842   
August 2008 • $3,850

Asian-American Market in the U.S. 
4th edition focuses on the consumer 
attitudes and spending patterns of Asian 
Americans, who continue to offer the most 
lucrative opportunities in the multicultural 
consumer market.  The report analyzes 
key trends shaping the Asian-American 
market and identifies opportunities; 
provides comprehensive profiles of the 
largest subgroups of the Asian-American 
market—Asian Indians, Chinese, Filipinos, 
Vietnamese, Koreans and Japanese; and 
examines the commonalities linking the 
cohort.
Publication ID: LA1905000   
October 2008 • $3,850

Market Trend: The Couponing Consumer 
in a Down Economy analyzes retail and 
product category coupon use, including 
the demographic characteristics of 
consumers more likely than average to 
redeem coupons. This report also covers 
consumer use of coupon sources such 
as mailers, inserts, magazines, etc. The 
report ends with an overview of coupon 
opportunities for marketers in this difficult 
environment.
Publication ID: LA2021979  
December 2008 • $2,750

U.S. Dads Market: A Unique Profile of 
Fathers, Their Attitudes, Values and 
Behavior as Consumers, 2nd Edition 
includes a thorough look at the dads 
market with a solid foundation of market 
facts and figures to base the opportunity 
on and then explores the marketing 
dynamics of the group. The report 
includes: market details, brand examples, 
advertising strategy and behavioral 
analysis as well as, dozens of practical, 
easy-to-read charts, tables and graphs, all 
of which are thoroughly examined in light 
of the many dynamic trends at play in this 
rapidly shifting market.
Publication ID: LA1759191  
September 2008 • $3,750
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Coming Soon
• Ethical Consumerism
• African Americans in the U.S.
• Affluent Consumer



 provides a comprehensive analysis of  
the consumer attitudes and behavior of the 110 
million men in America. Despite the fact that women 
continue to gain ground on campuses and in the 
workplace, men still generate 62% of aggregate 
income in America. Although women remain in 
charge of many aspects of household spending, 
many men—especially those under the age of 35— 
are serious shoppers.
Publication ID: LA1598390 
November 2007 • $3,500

 provides a detailed analysis of the attitudes and 
behavior of “Fit consumers,” who are defined as the 
50 million adult Americans who exercise at least 
three times a week and participate in at least one 
sport every chance they get. Fit Consumers are 
highly affluent, with an average household income 
that exceeds $87,000 and is 54% higher than the 
income of other households.
Publication ID: LA1534650 
August 2007 • $3,500

 provides a comprehensive analysis of the 
consumer behavior of the 26 million 12- to 17-
year-olds who comprise the teens market. With an 
aggregate income of $80 billion, teens represent 
an important consumer segment in their own right. 
Moreover, parents spend another $110 billion on 
teens in key consumer categories such  
as apparel, food, personal care items  
and entertainment.
Publication ID: LA1493744 
June 2007 • $3,500

 examines the attitudes, behaviors and lifestyles of 
today’s single consumers, including never-married, 
divorced, widowed and separated adults. Several 
trends are evaluated, including an increasing 
tendency to delay marriage, growing numbers of 
adults who never marry, persistently high divorce 
rates and growing numbers of adults who choose to 
cohabit but not to marry.
Publication ID: LA1272001 
May 2007 • $3,500

 offers an in-depth look at the attitudes, aspirations 
and spending habits of the 52 million Americans 
who live in affluent households. The report 
segments the affluent market into three major 
consumer groups: the mass affluent, the highly 
affluent and the super-affluent.
Publication ID: LA1259194 
April 2007 • $3,500

Need More Specialized Research?
Our custom research option may be for you.

Packaged Facts offers customized research solutions to assist companies 
in making critical and competitive decisions in the consumer retail 
marketplace. We can provide your company with unique market intelligence 
that is tailored to your objectives.

Packaged Facts has expertise in the following areas:
• Comprehensive Assessments of Current Markets & Realistic Forecasts  
  of Future Markets
• Benchmarking of Competitive Product Offerings and Pricing
• Comprehensive Breakdowns of Cutting Edge Markets
• Estimates of New Global Markets For Your Products
• Unbiased Interviews with Leading Market Experts
• In-depth knowledge of national and regional markets including  
  socioeconomic, demographic and political factors influencing  
  current markets.

Whatever your market research need, Packaged Facts has a solution for you.

www.packagedfacts.com
800.298.5294
240.747.3095 (Intl.)



Did You Know…

Food & Beverage —“Unlike kosher-certified foods, which are increasingly sought out by non-Jewish consumers, 
halal-certified foods tend to be primarily purchased by those following Muslim tradition. More than one in five people in 
the world, or 1.4 to 1.5 billion individuals, are followers of Islam – second in number only to Christians. Logic dictates 
that export opportunities of halal-certified products by U.S. manufacturers and marketers are huge.”  
	 — MarketTrend: Kosher- and Halal-Certified Foods in the U.S.  

Pet Products & Services —“Looking at the pet market from a 10-year perspective, its projected 7.1% compound 
annual growth rate for 2008-2013 will best its 2004-2008 rate of 6.4%, with the market bulwark continuing to be the 
most health-oriented category, veterinary services.”  
	 — U.S. Pet Market Outlook 2009-2010

Personal Care —”Notable trends in marketers’ research and development of new breath control products include 
emphases on new multifunctional gums (sugarless, of course) and mouthwashes, on natural/organic versions, and on 
systemics. Some of the last qualify as probiotics.”  
	 — The U.S. Market for Oral Care Products

Demographics & Lifestyles —“The impact of Latinos on American society will become increasingly strong over 
the coming decades. The 133 million Hispanics expected to be living in the U.S. in 2050 will account for 30% of all 
Americans. The Latino population alone will be larger than the entire U.S. population was in 1940”  
	 — The Hispanic (Latino) Market in the U.S.A.: Generational View, 7th Edition

Consumer Goods & Retailing — “For the foreseeable fashion future, eyewear will emerge as one of the less 
expensive ways for consumers to assert a personal design aesthetic and satisfy the urge for high-end labels. Sorry 
handbags.”  
	 — The U.S. Eyewear Market

Financial Services —“Packaged Facts expects receivables for private-label credit cards to decline by 3.5%, or $4 
billion, in 2008. The market is projected to grow by just one-half of one percent in 2009, rallying for the holiday season 
and gaining momentum in 2010. Annual rate of growth is estimated at 2.8% over the forecast period.”  
	 — Private-Label Credit Cards in the U.S., 6th Edition


