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Short, medium and long-term impact on the industry
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Long-term impact of COVID-19 will be limited
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THE MARKET – WHAT YOU NEED TO KNOW
Fourth year of consecutive decline
Razors &amp; Blades see further decline
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Fourth year of consecutive decline
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Forecast methodology
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Razors &amp; blades see further decline
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Market leaders see minor decline in value 
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Top brands face decline in razors and blades
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Cheaper brands gain visibility
LAUNCH ACTIVITY AND INNOVATION
NPD on the increase despite decline in category value
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ADVERTISING AND MARKETING ACTIVITY
Advertising spend focuses on TV and digital campaigns
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Advertising expenditure focuses on manual razors
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Brand map
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Key brand metrics
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Brand attitudes: Boots Smooth Care offers good value
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Brand personality: Wilkinson Sword considered accessible
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FFS is seen as overhyped and indulgent
Figure 52: Brand personality – micro image, February 2020
Brand analysis
Boots Smooth Care mainly used by 16-44s
Figure 53: User profile of Boots Smooth Care, February 2020
Wilkinson Sword combines expertise and high quality
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FFS appeals to women with higher incomes
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Avon Works popular among different age and socio-economic groups
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BRAND RESEARCH – MEN’S
Brand map
Figure 57: Attitudes towards and usage of selected brands, February 2020
Key brand metrics
Figure 58: Key metrics for selected brands, February 2020
Brand attitudes: Harry’s is worth paying more for
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Brand personality: NIVEA Men perceived as accessible
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King of Shaves considered youthful
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Brand analysis
NIVEA Men mainly popular among young men
Figure 62: User profile of NIVEA Men, February 2020
Harry’s resonates with men with higher incomes
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Veet Men lacks distinctive features
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King of Shaves resonates with young men 
Figure 65: User profile of King of Shaves, February 2020
THE CONSUMER – WHAT YOU NEED TO KNOW
Body hair removal remains stable 
Facial hair removal routines remain the same
Shaving remains the preferred method of hair removal
Consumers shave and use depilatory products less frequently
Price is most important
Tidiness and hygiene motivate hair removal 
Boosting green features represents an opportunity 
BODY HAIR REMOVAL
A note on COVID-19 
Body hair removal remains stable
Figure 66: Hair removal areas – body, June 2018 and January 2020
COVID-19 will impact hair removal rates
Young men are removing body hair less
Figure 67: Hair removal from selected body areas amongst men aged 16-24, June 2018 and January 2020
Older men remove pubic hair
FACIAL HAIR REMOVAL
Facial hair removal routines remain the same
Figure 68: Hair removal areas - face, June 2018 and January 2020
Beards could be impacted by COVID-19
Eyebrow hair removal sees a rise
Permanent methods could impact rates of upper lip hair removal
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METHODS OF HAIR REMOVAL
Young men visit the salon less
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Wet shaving and plucking declines among young women 
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Older women opt for dry shaving
Figure 72: Dry shaving amongst women aged 55+, June 2018 and January 2020
CHANGES IN USAGE OF SHAVING AND HAIR REMOVAL PRODUCTS
Consumers shave less frequently 
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Young consumers lead changes in shaving routines
Usage of depilatory products is in decline
Figure 74: changes in usage of waxing/sugaring products and hair removal creams, January 2020
PURCHASE DRIVERS FOR HAIR REMOVAL PRODUCTS
Price is a powerful purchase driver
Figure 75: Purchase drivers for hair removal products, by gender, January 2020
Women look for easy to use hair removal products 
Young people are interested in healthy formulas 
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REASONS FOR HAIR REMOVAL
Tidiness and hygiene motivate hair removal 
Figure 77: Reasons for removing body/facial hair, by gender, January 2020
Women more likely to remove hair to feel attractive
Young consumers worry about body odour
Figure 78: Removal of body/facial hair to reduce body odour, by age, January 2020
INTEREST IN INNOVATION 
Opportunity to explore new skincare benefits
Figure 79: Interest in hair removal innovations, January 2020
Enriched formulas based on seasonal needs
Personalisation has appeal
Boosting green features represents an opportunity
Figure 80: Interest towards selected hair removal innovations - net, January 2020
Online subscription services appeal to young consumers
In-store skin and hair tests attract urban consumers
Figure 81: Shaving and hair removal – CHAID – tree output, January 2020
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