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UNGERER L IMITED ôS 
latest insight into the UK 
Male Beauty Market 

 



 
 

 
 

This review will assess the current male beauty market, highlight 

market  factors and influences,  and introduce  our new fragrance 

collection for  2020/2021. 

 
The main point  of reference  for  this review is Cosmetics Business 

Male Beauty Trend Report published in April  2019. Other credible 

sources, including Mintel  and Global Data, were also used. 

 
In addition  to  the above we have also taken inspiration  from 

recent  launches and industry  innovations.  

 

 
 

 

 

 

1 

 
 



 
 

 
 
 
 
 

 

The Market    3 

Market Trends   10 

Brand Focus   17 

Fragrance Trends   33 

Conclusion   40 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 
 

 

 

 
2 

  



 

 
 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 

 
 

 

 
 

 
 
 
 
 
 
 
 
 

 

 

 

 

3 

 



 
 

 

 
A shift  has taken place and male beauty has evolved to  address the 

real needs of men. 

 
Brands are opening conversations about male concerns and the 

category has a fresh new feel  to  it,  with  outdated  perceptions of 

masculinity  finally  being redefined.  

 
New segments have been established across traditional  male lines 

due to the growth of younger, more experimental consumers, 

and existing product  categories are being reconsidered and 

restructured.  

 
Trends such as vegan, halal, natural and farm to face are all quickly 

being incorporated into male personal care products, and brands 

are placing a strong focus on inclusivity.  
 

 

 

 
 

 

  

SOURCE: Cosmetics Business Male Beauty Trend Report [April 2019] 
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GLOBAL VALUE GROWTH 
$50.4BN όϻофΦртBN*) + 1.7% 

 

SHAVING FRAGRANCES TOILETRIES 
28.6% 32.9% 38.5% 

$14.4BN όϻммΦлнBN*) $16.6BN όϻмнΦтмBN*) $19.5BN όϻмпΦфнBN*)  

- 0.6% + 2.7% + 2.6% 
 

 

 

 
 

 

 
 

 

SOURCE: Cosmetics Business Male Beauty Trend Report [April 2019] 

*based on conversion rate of 0.76 taken from xe.com [07.11.19] 
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What it  means to  be a man today is very different  and attitudes 

towards male beauty are changing. 

 
Overtly  masculine one-size-fits -all  products are becoming a thing of 

the past. New brands are more emotive  and consumers are looking 

for  products that  are more sophisticated.  

 
¢ƘŜ ƛŘŜƻƭƻƎȅ ƻŦ ΨǘƻȄƛŎ ƳŀǎŎǳƭƛƴƛǘȅΩ ƛǎ ŀƭǎƻ ǘǊŀƴǎŎŜƴŘƛƴƎ ƛƴǘƻ 

something much more neutral  and engaged with  self-confidence.  

 
Consumers are looking for products that make them feel body 

confident - helping them to be their true best self.  

 
Male taboos are slowly dropping and products like  anti -ageing 

serums, masks and even make up are steadily  growing.  
 

 

 
 

 

 

 

 
SOURCE: Cosmetics Business Male Beauty Trend Report [April 2019] 

 



 
 

 

 

 
 

 

HOW I LOOK MATTERS 
looking good and feeling good are intrinsically linked with 
60.7% of  men feeling  concerned about their  appearance 

 

 

WELLNESS AND FITNESS COME HAND IN HAND 
blurred boundaries between health and beauty have led to 
brands targeting  fit -lifestyles  and sports enhancing performance  

 

 

BEING ACCESSIBLE IS KEY 
direct -to -consumer (DTC) start -ups have seen success, 

and brands are prioritising  simplicity  on the  shelf  

 

ETHICAL, SUSTAINABLE AND NATURAL BRANDS 
are the  ones to  watch out  for,  with  natural  and 

organic ingredients  in particular  proving popular  

 
 

A RISE IN INTIMATE CARE 
67% of  men groom below the  belt  and brands are helping 

to normalise hair removal regardless of gender 
 

 
 

 

SOURCE: Cosmetics Business Male Beauty Trend Report [April 2019]  
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With 62.5% of men regularly  shopping online  for  beauty and personal care products,  it  is no surprise that  Direct  To Consumer 

(DTC) brands are growing in importance.  Riding off  the  back of the  success seen by shaving start  ups we are now seeing more 

prominence placed on skincare and toiletries.  

subscription services in the UK 

along with a small line of shaving 

products and face care.  

tǊƛŎŜǎ ǎǘŀǊǘ ŀǘ ϻммΦрл 

 

 

 
 

 

 

 

 

 
 

 

 

 

 

 
Dollar Shave Club offers 

subscriptions for shaving and 

 

the shower kit has a body cleanser, face 

cleanser and shampoo. 

tǊƛŎŜǎ ǎǘŀǊǘ ŀǘ ϻрΦлл 

Gillette  have also joined  in and 

service, available for three of their 

 

 

tǊƛŎŜǎ ǎǘŀǊǘ ŀǘ ϻпΦфр 

 

 



 
 

Not all  DTC brands though are available as subscription services, some are simply just  websites or mobile  apps where men 

can go and purchase grooming, beauty and healthcare  products.  The below brands represent  this side of the DTC market.  

 

 

 

 
 

 

 

 

 

 
 

 

 

 

 
Hims is a wellness brand that sells 

are available at prices below market 

value and they target men who are too 

 

Hims is currently only available in the US. 

 

 

 

 
 

 

 

 

 

 
 

 

 

 

 
The Gruff  Stuff  are a vegan skincare 

made from three products; one for 

face, one for eyes and one for body, and 

for  men. 

 

Mankind brings fuss-free 

grooming solutions to you with a 

plethora  of male beauty products. 

They also launched the Mankind 

 

DǊƻƻƳƛƴƎ .ƻȄ tǊƛŎŜŘ !ǘ ϻср 

 

 


