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“An already growing interest in appearance from young
men is key to growing the category further. This cohort is

more engaged with the beauty sector than ever before, and
appreciates that dedicated products are more likely to

address their wants and needs."
– Lucy Cornford, Category Director – Beauty &

Personal Care

This report looks at the following areas:

• Encouraging prevention over cure
• NPD can drive further engagement

The value of the men’s mass-market haircare category has continued its upwards trajectory, but with
renewed vigour. But rather than more products being used overall, this performance is the result of a
growing recognition among men that dedicated men’s products are more suited to meet their needs,
tempting them away from using or buying unisex- and female-positioned varieties.

Building on this appreciation is therefore key to boosting the market further. With young men the most
engaged with the category, it is important to help them develop healthy hair habits and encourage
them to maintain these in order to help prevent or limit hair issues later in life.
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Strong links with styling limits appeal of VO5
Figure 38: User profile of VO5, January 2017

Brylcreem hampered by ‘old-fashioned’ image
Figure 39: User profile of Brylcreem, January 2017
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Increasing anti-hair loss in mass market can improve perception

Style can be a bigger hurdle than cut or length
Figure 48: Desired and current hairstyle, November 2016
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Inspiration needs to be effortless
Figure 50: Brylcreem positioning in the US, 2016

Figure 51: Men’s haircare target groups, November 2016
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