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1.0

MARKET 
CONTEXT
Once dominated by functional formats, the bath & 
shower category is increasingly driven by 
premiumisation, as consumers seek enhanced 
sensoriality, wellness cues and elevated daily 
experiences.



ABOUT THE CATEGORY

• Liquid formats (body wash, shower gel, shower cream) account for 

the largest share of value, concentrating most category innovation.

• The premium bath & shower / body care segment grows 1.5×–2× 

faster than mass as consumers seek upgraded ingredients, 

sensoriality and wellness cues.

• The luxury bath & body segment (~18–20B USD today) is set to 

surpass ~30B USD by 2030, reflecting sustained trade-up across 

categories.

• Asia-Pacific leads premium shower cleansers with 42% of global sales, 

while North America and Europe account for nearly 50% combined. 

The Middle East over-indexes in luxury and hospitality-driven 

premium formats.The global bath & shower market stands at ~50–55B USD 

and grows at ~4–6% annually, supported by stable daily-

use behaviors.
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Beauty is increasingly lived as a 
daily ritual

Brands now lean into cultural and 
ancestral practices (baths, oiling, 
massage, gua sha) to create a sense of 
identity and comfort around care. 

This ritual mindset is clearly 
consumer-driven, with 53.1% saying 
they spend more on beauty 
specifically to support wellness and 
self-care routines.

Consumers judge luxury 
through feel

While gels and liquids dominate, 
cream and foam formats, with 
foam representing only a small 
share (~3%), attract consumers 
seeking more moisturizing, 
luxurious experiences.

This confirms that texture itself 
functions as a premium cue in 
body wash.

Premium expectations go far beyond 
scent

Consumers, especially Gen Z, look 
for new textures, added skincare 
benefits, standout packaging and 
authentic brand values.

Fragrance alone is no longer enough 
to drive preference in body wash.



2.0

BRAND ARCHETYPES
Behind every premium body wash lies a distinct worldview, a 
way of framing scent, texture and ritual. Archetypes help decode
these patterns.



This worldview places fragrance at the centre of the 

shower ritual. Identity emerges from mood, atmosphere 

and olfactive authorship.



These brands transform the shower into a warm, immersive 

ritual shaped by cultural references, comforting textures and 

sensorial abundance.



At the opposite end of the spectrum, certain players anchor 

the shower in scientific clarity, treating it as the first step of a 

high-performance body routine.



Other brands elevate body wash through joyful escapism: 

sun-drenched scents, addictive textures and mood-boosting 

sensoriality.



3.0

EMERGING
TRENDS 
Innovation moves from formula to feeling. 
Textures, colors and actives now merge to serve 
expression and comfort.



“A shifting category” Strategic impact



“The rise of scent systems”

Because fragrance links directly to emotion and 
memory, premium shower scents trigger 
subconscious comfort or energy .
Mood-signalling notes (citrus/mint, 
lavender/chamomile, woods) turn the shower 
into a fast emotional reset and a first step in 
personal scent identity.

Strategic impact



“The shower as a reset space” Strategic impact



4.0

PACKAGING INNOVATIONS

Packaging is becoming one of the main levers to 
premiumise shower gel, because the bottle is both 
the first touchpoint of the ritual and a permanent 
object in the bathroom.



The bottle’s architecture defines both its 
identity and its performance.

Shape signals intent
The silhouette instantly conveys price tier and 
emotional world, architectural forms feel 
niche, rounded ones feel sensorial and 
comforting.

Ergonomics elevate experience
Stability, grip and one-hand usability matter 
more in the shower than in any other beauty 
gesture.

Proportion shapes emotion
Tall forms read as refined and elegant; 
compact volumes convey richness and 
generosity.

Behavior defines premium
A bottle that functions beautifully in the 
shower earns its premium positioning before 
the first pump.



Premium is felt before it is understood.

Weight communicates quality
Thickness, rigidity and density instantly 
anchor the product in a higher price tier.

Finish expresses personality
Soft-touch matte, smoked translucence or 
glass-like clarity create controlled, modern 
luxury.

Transparency reveals intent
Clear materials highlight sensorial pleasure, 
while opaque finishes express precision and 
expertise.

Tactile cues build trust
A bottle that feels substantial and stable 

suggests a formula crafted with equal 
attention.



How the product expresses its sensorial 
world.

Color defines mood
Neutrals calm, ambers warm, desaturated 
tones elevate . Each palette codes a clear 
emotional territory.

Tint enriches the story
Subtle hues help consumers anticipate a 
fragrance universe or sensorial promise 
before opening the bottle.

Texture creates desire
Visible gels, oils or creams act as instant 
proof of richness and sensorial depth.

Visual cues guide the ritual

Together, color and texture frame the 
emotional experience long before the first 
pump.



How the system supports a seamless shower 
experience.

Ease enhances perception
Pumps, precise flow and clean closure 
redefine luxury in a wet, slippery 
environment.

Mechanics support the formula
The system must work seamlessly with gel, oil 
or cream textures to avoid waste and 
frustration.

Precision feels engineered
Consistent, controlled dispensing reinforces 
confidence in formula quality.

Intuition completes the ritual

The best systems disappear in use: effortless, 
quiet, perfectly integrated.



5.0

PROMOTION

Promotion in this category is about creating 
value beyond the formula: giving the shower 
emotional weight, visual intention, and a place 
within a broader lifestyle.



The spa & wellbeing narrative turns 
the shower into a restorative daily 
escape, drawing on hammam, onsen or 
Ayurveda imagery and emotional 
promises like reset, unwind or 
energise.

The skincare-grade narrative uses 
derm-language (niacinamide, 
ceramides, probiotics, barrier repair) 
supported by dermatologist content 
and gentle clinical storytelling.

They all share one function: 
upgrading the cleanser from a 
commodity to a ritualized, mood-
driven or skin-health step that 
justifies a higher price.

Premium promotion reframes the 

shower as an experience, not a 
cleansing task

Three narrative frames dominate. The 
fragrance-led story positions shower 
gels as “perfume in the shower,” using 
olfactive vocabulary, mood-linked 
notes, and layering rituals.



Creative work focuses on replicating 

the sensory and emotional payoff 
before use

Execution relies on immersive 
codes: shower POVs, steam, warm 
light, texture and lather close-ups, 

all designed to make the 
experience feel real before 
purchase.

This approach builds desire 
through atmosphere, mood and 
routine flow, reinforcing premium 
value without overlapping with 
narrative messaging or retail 
tactics.

Ritual-based content on social, 
amplified by trends like 
#Everythingshower, has 
normalised showing the sequence 
rather than the product.

Brands mirror this through short 
videos of wash → exfoliate → 
moisturise → fragrance, 
positioning body wash as the 
opening step of a curated ritual.



Hospitality partnerships serve as 

in-context sampling, prompting 
guests to buy full sizes later.

Online, brands invest in cinematic 
content and aesthetic creators 
who highlight mood, routine and 

seasonal ritualization.

Brands drive desire through 

context and value

In selective retail, shower gels are 
merchandised with fragrance or 
premium body care, supported by 
testers, scent blotters and staff 
trained to sell layering rituals.

Value is built through bundles, kits, 
layering sets, refills and collectible 
designs, tools that increase perceived 
reward without cheapening the SKU. 

Promotion becomes a way to expand 
the ritual and enhance the object 
rather than lower the price.



Juan Campderà
Founder of Aktiva

“THE FUTURE LEADERS IN BODYCARE WILL BE THOSE 

WHO TRANSFORM THE SHOWER INTO A MOMENT 

PEOPLE WANT TO RETURN TO.”



Thank  you!
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