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Changes in men’s usage of facial skincare products over the past three
years

Men’s usage habits of and attitudes towards facial skincare

Men’s usage of makeup products and their attitudes towards wearing
makeup

Men’s top concerns on appearance and implications for brands

Features of an ideal beauty and personal brand from men’s perspective.

“Men’s usage of facial
skincare products continues to
become polarised even after
the impacts from COVID-19
have been diminishing. While
more male beauty enthusiasts
emerge to drive usage of
more advanced facial
treatment products, a growing
number of non-users or
occasional users means facial
skincare is not a universal
demand for men as it is for
women.”

—Alice Li, Associate Director
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Older men’s usage on par with their younger counterparts
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Men don’t mind showing their positive attitudes towards
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Figure 49: Attitudes towards wearing makeup, 2021

Men welcome more makeup products
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Gender-specific is less important in makeup

Figure 51: Brand preference for makeup products, by monthly

personal income, 2021
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= Over half of makeup wearers search online to learn about
makeup
Figure 52: Preferred way to know about makeup, by age,
2021

APPEARANCE CONCERNS

» Men’s appearance concerns go beyond oily skin and acne
Figure 53: Appearance concerns, by importance, 2021
» Dark/dull skin is one of the top concerns for all age groups

Figure 54: Ranking of appearance concerns, by age, 2021

IDEAL MEN’S BPC BRAND

« Professional and good value for money make an ideal
brand
Figure 55: Features of an ideal men’s beauty and personall
brand, 2021

 Priorities shift by age
Figure 56: Features of an ideal men's beauty and personal
brand, by age, 2021

« Creativity plays a key role to attract high earners
Figure 57: Features of an ideal men’s beauty and personal
brand, by monthly personal income, 2021

» Online shoppers prefer professional and tech-ish brands
Figure 58: Features of an ideal men’s beauty and personal
brand, by preferred way to know about facial skincare
products, 2021

APPENDIX - MARKET SIZE AND FORECAST

Figure 59: Value sales and annual growth rate of men's facial
skincare products, 2016-26

APPENDIX -METHODOLOGY AND ABBREVIATIONS

« Consumer research methodology
« Abbreviations
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