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Intfroduction

This review will assess the current male beauty market, highlight

market factors andinfluences, andintroduce our newfragrance
collection for 2020/2021.

Themain point of reference for this review is CosmeticsBusiness
MaleBeauty Trend Report published in April 2019. Other credible

sources,including Mintel and Global Data, were alsoused.

Inaddition to the abovewe havealsotaken inspiration from
recent launchesand industry innovations.
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Overview
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Ashift hastaken place andmale beauty hasevolvedto addressthe 4 B
real needsof men. \ . I
| | 4 r \
Brandsare opening conversations about male concernsandthe
category hasafresh newfeel to it, with outdated perceptions of ! L B
masculinity finally being redefined.
Newsegmentshave beenestablished acrosstraditional male lines
due to the growth ofyoungermore experimental consumers, . S 4
andexisting product categories are beingreconsidered and y \
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.

SOURCEosmetics Business Male Beauty Trend Report [April2019]
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The Market

Whatit meansto be amantoday is very different andattitudes
towards male beauty are changing.

Overtly masculine one-size-fits -all products are becoming a thing of
the past. Newbrandsare more emotive and consumersare looking
for products that are more sophisticated.
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somethingmuchmore neutral andengagedwith self-confidence.

Consumers are looking for products that make them feel body
confident - helping them to be their true best self.

Maletaboosare slowly dropping and products like anti-ageing
serums, masksandevenmake up are steadily growing.

SOURCEosmetics Business Male Beauty Trend Report [April 2019] @



HOW | LOOK MATTERS
looking good and feeling good are intrinsicdilhkedwith
60.7%0f menfeeling concernedabout their appearance

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

BEING ACCESSIBLE IS KEY
direct -to-consumer (DTC)start -ups have seensuccess,
andbrandsare prioritising simplicity onthe shelf

ETHICALSUSTAINABLANDNATURAIBRANDS
are the onesto watch out for, with natural and
organic ingredients in particular proving popular

A RISE IN INTIMATE CARE
67%0f mengroom below the belt andbrandsare helping
to normalise hair removal regardlessgender

SOURCEosmetics Business Male Beauty Trend Report [April 2019]

THERE IS NO
‘ONE WAY’

TO BE A
MAN



Direct To Consumer

With 62.5%0f men regularly shoppingonline for beauty and personal care products, it isnosurprisethat Direct ToConsumer
(DTC)brandsare growing in importance. Ridingoff the backof the successseenby shavingstart upswe are now seeingmore

prominence placed on skincare and toiletries.

HARRY’S

Harry’sis one of the leading razor

subscription servicesinthe UK
offeringthe choice of twohandles
along with a small line athaving

products and face care.
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® DOLLAR SHAVE CLUB Gi"e"e
Dollar Shave Cluboffers Gillette havealsojoined inand

subscriptions for shaving and launched theirown subscription

showering. Theshavesetincludesa service, available for three tfeir

shavebutter,dewandscrub, whilst popular razors. Featured products
the shower kit has a bodgieanserface includeashavegelandtravelcase.

cleanser andshampoo.
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Notall DTCbrandsthough are available assubscription services, someare simply just websites or mobile appswhere men
cangoandpurchasegrooming, beauty and healthcare products. Thebelow brandsrepresent this side of the DTCmarket.

Hims is a wellness brand that sells

preventative remedies for hair, sex,
skinand well being. The products
are available at prices belawarket
value and theyargetmen who are too
embarrassedtotalkabout these problems.

Hims is currently only available in the US.

TheGruff Stuff areaveganskincare
brand. Their simplistic approach is
made from three products; onfer
face, onefor eyes and one fobody,and
they boast the first spray on moisturiser
for men.

Products are currently available to pre-order.

MANKIND

Mankind brings fusfree
grooming solutions to you with a
plethora of male beauty products.
They also launched the Mankind
Grooming Box which despatches six
heritageproductsdirecttoyourdoor.
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