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“The BPC products for men have challenges to overcome.
Most men with a beard and mustache do not use facial hair

product. Barbershops need to find ways to attract these
consumers, as many still shave and trim their beard and

mustache at home. Brands can partner with barbershops
and develop products that make men’s life easier."

- Juliana Martins, Beauty & Personal Care
Specialist

This report looks at the following areas:

• Virtual and augmented reality can improve sales experience
• Brands need to rethink the communication of hair regrowth products
• Barbershops can invest in videos to attract men who shave at home
• Participation of men in the labor market can boost sales
• Deodorants can innovate with both male and unisex products
• Antiperspirants can innovate in terms of technology and format
• Social media can “humanize” brands and bring them closer to consumers

The beauty and personal care sector have been more inclined to develop unisex products. However, a
significant number of male consumers seek products specifically developed for men, such as fragrances
and deodorants, thus brands need to understand their needs and what benefits they are looking for.
According to the survey conducted for this Report, male consumers are interested in antiperspirant
body care products, fragrances that help them relax, and shampoos that gradually reduce gray hair
with each wash, for example.
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Kaiak Aero highlights Natura’s new positioning
Figure 7: Kaiak Aero campaign, January 2018
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Deodorants can innovate with both male and unisex products
Figure 19: Products used, by selected products, April 2018
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Who’s Innovating?

The Consumer – What You Need to Know

Products Used

Report Price: £2958.60 | $3995.00 | €3329.61

Men's Attitudes to BPC - Brazil - May 2018

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

http://reports.mintel.com//display/store/861021/
mailto:reports@mintel.com


Figure 20: Products used (fragrance), by socioeconomic group, April 2018

Brands should rethink the communication of hair regrowth products
Figure 21: Products used (hair regrowth products), by age, April 2018

Men seek sustainable practices when shaving
Figure 22: Frequency of facial hair shave, April 2018

Employed men shave more often than those unemployed
Figure 23: Frequency of facial hair shave, by working status, April 2018

Barbershops can invest in videos to attract men who shave at home
Figure 24: Shave location, April 2018

Brands can appeal to consumers with actions in public places
Figure 25: Shave location (by myself at home), by attitudes toward beauty, April 2018

Razors can offer extra benefits
Figure 26: Shave location (by myself at home), by interest in innovations, April 2018

Brands and retailers need to stimulate consumption
Figure 27: Facial hair product usage, April 2018

Influencers are important to encourage consumption
Figure 28: Facial hair product usage, by selected products and attitude toward beauty, April 2018

Antiperspirants can innovate in terms of technology and format
Figure 29: Interest in innovations, April 2018

Coloring products need to provide other benefits to consumers
Figure 30: Interest in innovations (a shampoo that gradually reduces gray hair with each wash), by age, April 2018

Wet wipes can offer convenience to the facial hair care
Figure 31: Interest in innovations, by facial wipes for men and selected facial hair products, April 2018

Social media can “humanize” brands and bring them closer to consumers
Figure 32: Attitudes toward social media, April 2018

Chatbots focused on BPC should invest in “young” communication
Figure 33: Attitudes toward social media, by selected attitude and age, April 2018

There is a lack of male-specific body hair removal products
Figure 34: Attitudes toward beauty, April 2018

Brands can create products and services for men and their sons
Figure 35: Attitudes toward beauty, by children at home, April 2018
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Direct sales brands can appeal to AB consumers
Figure 36: Attitudes toward beauty, by selected attitude and socioeconomic group, April 2018

Abbreviations

Appendix – Abbreviations
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