
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
oxygen@mintel.com

“The men’s personal care category is expected to grow
steadily into 2018. However, there are some challenges.
Companies need to look for ways to better engage with
older men, determine how male-specific skincare and

haircare products can better compete with general market
products, and improve the current shopping experience.”
– Gabriela Elani, Home & Personal Care Analyst

This report looks at the following areas:

• Engaging older men in the category
• Male-specific skincare and haircare struggle to compete with general market
• Improving the shopping experience

The men’s personal care products market is growing steadily. In 2013, total US retail sales for men’s
personal care products are $3.9 billion, a 15% increase from 2008 before adjusting for inflation. The
market performed well during the recession and in the years that followed because men use a number
of personal care products to maintain their daily hygiene. Category growth in the coming years will
largely be driven by the product segments where products have traditionally been segmented by
gender and both market penetration and usage frequency are high, including the APDO (antiperspirant/
deodorant), shaving, and body care segments. Mintel expects that the men’s personal care market will
grow steadily during 2013-18, reaching sales of $4.4 billion in 2018.

Product segments that have not traditionally been segmented by gender—namely haircare and facial
skincare—face bigger challenges because use is lower among men and general market offerings are
more prevalent. Scalp health in haircare and antibacterial and skin healing properties in facial skincare
could be potential opportunities to boost sales in these segments.

The key topics of focus for the 2013 report including understanding men’s current product usage, what
tactics may be needed to increase product adoption and more regular usage, and what the
opportunities are for retailers and brands to improve the current shopping experience. This report also
analyzes US sales performance for men’s personal care products for the past five years and the market
forecast through 2018. This report also explores men’s personal appearance preferences, attitudes
concerning their appearance, and attitudes concerning product quality.

This report builds on the analysis presented in Mintel’s Men’s Grooming and Toiletries—US, October
2012 as well as Men’s Toiletries—US, October 2011 and previous reports with this same title in
November 2009, November 2007, June 2005, June 2003. It also builds on the Men’s Grooming—US,
September 2010 report.
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Figure 51: Axe key social media indicators, August 2013
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Figure 66: Top brands of shaving cream or gel used, among men, January 2012-March 2013

Key points

Most men are using shampoo; younger men more apt to use conditioner and styling products

Product Usage – Toiletries

Product Usage – Skincare

Product Usage – Shaving Products

Product Usage – Haircare

Report Price: £2466.89 | $3995.00 | €3133.71

Men's Personal Care - US - October 2013

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 APAC +61 (0) 2 8284 8100
EMAIL: oxygen@mintel.com

oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://oxygen.mintel.com//display/store/637768/
mailto:oxygen@mintel.com


Figure 67: Men's personal care product usage (regular – a few times a week or more – haircare usage), by age, August 2013

Figure 68: Types of shampoo used, by age, January 2012-March 2013

Figure 69: Types of conditioner used, by age, January 2012-March 2013
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Figure 73: Shopping for men's personal care products, by age, August 2013
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Price and scent most important to men
Figure 75: Factors affecting purchase decisions, August 2013
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Figure 76: Any importance of factors affecting purchase decisions, by age, August 2013
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Interest in trying new products not very strong
Figure 77: Interest in new men's grooming products, August 2013

Younger men interested in body moisturizers that heal skin and muscle
Figure 78: Interest in new men's grooming products, by age, August 2013
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Figure 79: Interest in new men's grooming products, by personal appearance preferences, August 2013

Key points

Most do their own thing but feel confident and attractive when well groomed
Figure 80: Attitudes concerning personal appearance, August 2013
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Figure 81: Attitudes concerning personal appearance, by age, August 2013
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Men feel that private label products works just as well as branded products
Figure 82: Attitudes concerning product quality, August 2013

Younger men more apt to agree that branded products are better quality
Figure 83: Attitudes concerning product quality, by age, August 2013

Key points

Black and Hispanic men have high incidence of product use
Figure 84: Men's personal care product usage (regular toiletry usage), by race/Hispanic origin, August 2013

Figure 85: Men's personal care product usage (regular skincare usage), by race/Hispanic origin, August 2013

Figure 86: Men's personal care product usage (regular shaving usage), by race/Hispanic origin, August 2013

Figure 87: Men's personal care product usage (regular haircare usage), by race/Hispanic origin, August 2013

Black and Hispanic men less likely to stick with same brands
Figure 88: Shopping for men's personal care products, by race/Hispanic origin, August 2013

Product scent important to Hispanic men
Figure 89: Factors affecting purchase decisions, by race/Hispanic origin, August 2013

Black men interested in healing skin and muscles after sports
Figure 90: Interest in new men's grooming products, by race/Hispanic origin, August 2013

Hispanic men most likely to agree that branded and higher-priced products are better
Figure 91: Attitudes concerning product quality, by race/Hispanic origin, August 2013

Key points
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Figure 92: Men's personal care product usage (regular – a few times a week or more), by marital/relationship status, August 2013

Figure 93: Shopping for men's personal care products, by marital/relationship status, August 2013

Product usage
Figure 94: Men's personal care product usage (by category), by age, August 2013

Figure 95: Men's personal care product usage, August 2013

Figure 96: Men's personal care product usage, regular usage (a few times a week or more) by age, August 2013

Figure 97: Men's personal care product usage, regular usage (a few times a week or more) by household income, August 2013

Figure 98: Men's personal care product usage, regular usage (a few times a week or more) by race/Hispanic origin, August 2013

Figure 99: Men's personal care product usage, regular usage (a few times a week or more) by marital/relationship status, August 2013

Figure 100: Men's personal care product usage, regular usage (a few times a week or more) by employment, August 2013,

Facial skincare products
Figure 101: Brands of facial cleansing and medicated skincare products used, among men, January 2012-March 2013

Shaving products
Figure 102: After shave lotion and cologne usage, by age, January 2012-March 2013

Figure 103: Brands of shaving cream or gel used, among men, January 2012-March 2013

Race and Hispanic Origin

Marital/Relationship Status

Appendix – Other Useful Consumer Tables
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Figure 104: Types of after shave lotion and cologne used, by age, January 2012-March 2013

Haircare products
Figure 105: Men's personal care product usage (regular – a few times a week or more haircare usage), by household income, August
2013
Figure 106: Top brands of shampoo and conditioner used, among men, January 2012-March 2013

Figure 107: Brands of conditioner used, among men, January 2012-March 2013

Personal appearance preferences
Figure 108: Personal appearance preferences, by income, August 2013

Figure 109: Personal appearance preferences, by marital/relationship status, August 2013

Figure 110: Personal appearance preferences, by race/Hispanic origin, August 2013

Factors affecting purchase decision
Figure 111: Any importance of factors affecting purchase decisions, by household income, August 2013

Figure 112: Any importance of factors affecting purchase decisions, by marital/relationship status, August 2013

Interest in new products
Figure 113: Interest in new men's grooming products, by household income, August 2013

Figure 114: Interest in new men's grooming products, by marital/relationship status, August 2013

Attitudes concerning personal appearance
Figure 115: Attitudes concerning personal appearance, by household income, August 2013

Figure 116: Attitudes concerning personal appearance, by marital/relationship status, August 2013

Figure 117: Attitudes concerning personal appearance, by race/Hispanic origin, August 2013

Attitudes concerning product quality
Figure 118: Attitudes concerning product quality, by marital/relationship status, August 2013

Figure 119: Attitudes concerning product quality, by household income, August 2013

Brand usage or awareness
Figure 120: Brand usage or awareness, August 2013

Figure 121: Axe usage or awareness, by demographics, August 2013

Figure 122: Old spice usage or awareness, by demographics, August 2013

Figure 123: Nivea for Men usage or awareness, by demographics, August 2013

Figure 124: Dove Men+Care usage or awareness, by demographics, August 2013

Figure 125: Right guard usage or awareness, by demographics, August 2013

Figure 126: Just for men usage or awareness, by demographics, August 2013

Activities done
Figure 127: Activities done, August 2013

Figure 128: Axe – activities done, by demographics, August 2013

Figure 129: Old spice – activities done, by demographics, August 2013

Figure 130: Dove Men+Care – activities done, by demographics, August 2013

Figure 131: Right guard – activities done, by demographics, August 2013

Online conversations
Figure 132: Online mentions, selected men’s grooming brands, by week, September 2, 2012-September 1, 2013

Appendix – Social Media
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Figure 133: Mentions by page type, selected men’s grooming brands, September 2, 2012-September 1, 2013

Figure 134: Mentions by type of conversation, selected men’s grooming brands, September 2, 2012-September 1, 2013

Figure 135: Mentions by type of conversation, selected men’s grooming brands, September 2, 2012-September 1, 2013

Figure 136: Major areas of discussion surrounding men’s grooming brands, September 2, 2012-September 1, 2013

Appendix – Trade Associations
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