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“A continued decline in value sales of men’s haircare and
skincare is creating a challenging environment for both
brands and retailers. Savvy shopping habits are putting

downward pressure on prices in both categories, and men
still favour a basic routine."

– Samantha Dover, Senior Beauty and Personal
Care Analyst

This report looks at the following areas:

• Perfecting the ingredients
• Taking advantage of the desire for convenience
• The guidance challenge
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Figure 52: Attitudes towards and usage of selected brands, February 2020
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L’Oréal Men Expert thought to be innovative
Figure 56: Brand personality – micro image, February 2020
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NIVEA Men benefits from its strong brand awareness
Figure 57: User profile of NIVEA Men, February 2020

L’Oréal Men Expert is also well known
Figure 58: User profile of L’Oréal Men Expert, February 2020

No7 Men more popular amongst younger men
Figure 59: User profile of No7 Men, February 2020
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Figure 60: User profile of Clinique for Men, February 2020

TONI&GUY Men struggles with low usage
Figure 61: User profile of TONI&GUY Men, February 2020

Harry’s has successfully differentiated its brand
Figure 62: User profile of Harry’s, February 2020
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Figure 66: Frequency of facial skincare product usage, December 2019

Soap usage lends itself to NPD in solid skincare
Figure 67: Overall usage of facial skincare products, December 2019

Target young men with skincare bundles
Figure 68: Overall usage of facial skincare products, by age, December 2019
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Figure 70: Hair concerns, by age, December 2019
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Figure 71: Facial skin concerns, December 2019
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Figure 72: Facial skin concerns, by age, December 2019
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Figure 75: Haircare and facial skincare purchase drivers, by age, December 2019
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Figure 76: Usage of and interest in haircare and skincare products and services, December 2019
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Figure 77: Usage of and interest in genderless/unisex haircare and skincare products, by age, December 2019
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Figure 78: Usage of and interest in active haircare and skincare products, by age, December 2019

Multipurpose products appeal to those looking for simplicity
Figure 79: Choice factors when purchasing haircare and skincare products, December 2019

Education needed to boost interest in active ingredients

Natural ingredients appeal to men of all ages
Figure 80: Choice factors when purchasing haircare and skincare products, by age, December 2019

Young men want protection from the elements
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Savvy shopping behaviours are ingrained
Figure 81: Haircare and facial skincare behaviours, December 2019

The importance of delivering guidance in a way that resonates

Brands with a conscience will be best placed to succeed

Bearded men are taking more notice of product ingredients
Figure 82: Men’s Haircare and Skincare – CHAID – Tree output, December 2019

Figure 83: Men’s haircare and skincare behaviours – CHAID – Table output, December 2019

CHAID Methodology

Abbreviations

Consumer research methodology

Forecast methodology

Best- and worst-case forecast
Figure 84: Retail value sales of men’s haircare and facial skincare, 2014-24

Figure 85: Best- and worst-case forecast for retail value sales of men’s haircare and facial skincare, 2014-24

Haircare and Skincare Behaviours

Appendix – Data Sources, Abbreviations and Supporting Information

Appendix – Market Size and Forecast
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