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Overview 
 
 
Market Size and Growth 

• Sales of men's grooming products in prestige and mass-market outlets 
in the United States grew from $7.7 billion in 7777 to just under $7.7 
billion in 7777, for a compound annual growth rate of 7.7% for the 
period. 

 
Market Definition/Composition 

• The men's grooming market, as defined in this report, consists of six 
major categories: shaving products, fragrance products, deodorant 
products, haircare, skincare products, and bath and shower products. 
Unisex products and men's usage of female products are not included. 
Shaving products and men’s fragrance products are far and away the 
largest men’s grooming categories, together accounting for more than 
three-quarters of all men’s grooming sales in 7777. 

 
Market Shares 

• Taken together, mass-market brands of the top ten men's grooming 
marketers accounted for 77% of the market’s sales in 7777.  Gillette, 
in a class by itself, had a market share of 77%.  No other marketer 
had a share in double digits.  The next two closest marketers—Joh. A. 
Benckiser and Colgate-Palmolive--each had 7% of sales in 7777.  
Estee Lauder leads prestige men's grooming. 

 
Market Forecast 

• Sales of men's grooming products are expected to grow from less than 
$7.7 billion in 7777 to more than $7.7 billion in 7777. 

 
Retail Distribution 

• Approximately 77% of men's grooming products are sold in mass-
market outlets, 77% in prestige outlets.  (This estimate excludes 
alternative retail).  Among the three outlets surveyed by Information 
Resources Inc., mass merchandisers accounted for 77% of mass-
market sales in 7777, drugstores for 77%, and supermarkets for 77%.  

Sample 
Data 

 
Do Not 

Cite 



Overview - continued 
 
 
Marketing and Promotion 

• Traceable advertising expenditures for men's grooming products 
totaled around $777 million in 7777.  Sports themes are often used to 
identify toiletry products as specifically "male."  Sampling is widely 
used in the marketing of both mass-market and prestige men's 
grooming products.   

 
The Consumer 

• Some men's grooming products, such as shaving and deodorant 
products, are so widely used that little distinguishes the typical 
consumer from U.S. men in general.  Overall usage of most men’s 
grooming products goes down after 77.  Young men are more prone to 
experiment with edgy men's grooming products such as hair dyes, 
skincare, bath and shower, or prestige fragrances; older men are more 
conservative but for obvious reasons provide more customers for the 
graying and thinning hair segments.  

 
Competitive Profiles: 

• Colgate-Palmolive 
• Combe, Inc. 
• Coty 
• Estee Lauder 
• Gillette 
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• Sales of men’s grooming products through prestige and mass-market 
retail outlets increased from a level of about $7.7 billion in 7777 to 
almost $7.7 billion in 7777, for a compound annual growth rate of 
7.7% for the period. 

 
• The men's shaving category posted double-digit year-to-year growth 

for most of the 7777-7777 period, growing 77% to $7.7 billion in 
7777. The strong performance of the shaving category was due largely 
to innovation in the wet razor segment. 

Estimated U.S. Retail Sales of Men's 
Grooming Products, 7777-7777 

(in millions of dollars)

Source:  Packaged Facts 
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Market Size and Growth 
 
 

• Sales of men's fragrance products grew much more slowly, but made 
the next largest contribution to men’s grooming retail dollar growth--
increasing by $777 million or 77% between 7777 and 7777 to 
approach $7.7 billion. Growth was much faster for fragrances at 
prestige outlets than in mass-market outlets. 

 
• Men's deodorant sales grew rapidly, from $777 million in 7777 to $777 

million in 7777 despite the relative maturity of this segment.  This 
robust growth is an example of increased market segmentation--fewer 
consumers are using unisex deodorants, more are using those brands 
or lines specifically defined as male or female. 

 
• The opposite phenomenon is at work in the men's hair category, 

making growth look smaller than it probably would if male 
consumption of hair products could be considered apart from brands.  
Men's hair products grew a little over $77 million between 7777 and 
7777, primarily through increasing sales of haircoloring products.  In 
7777 sales of haircare products specifically aimed at men totaled $777 
million. 

 
• Specifically male--as opposed to unisex--skincare and bath and shower 

products are still relatively few and are found almost entirely in the 
prestige sector and sales estimates for these categories are necessarily 
imprecise.  Skincare products are estimated $77 million in 7777, while 
bath and shower, a category consisting of individual items in prestige 
men’s grooming lines, grew from an estimated $77 million in 7777 to 
$77 million in 7777.   

 
• In most personal care categories men purchase fewer products than 

women do, and therefore, while they represent a smaller part of the 
market, they offer greater potential for growth.   Asked about the 
growth of men's grooming products, marketing executives usually cite 
the influence of two demographic groups--aging male baby boomers 
and younger men, 77-77.  The baby boomers are more traditional and 
more conservative in their use of grooming products, but they are 
being forced to make changes simply because they are getting older 
and their grooming requirements are changing. Men 77-77, on the 
other hand, are disposed to experiment with men's grooming products 
that help set them off from the fuddy-duddies. 
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• The men's grooming market consists of six major categories: shaving 
products (including shaving lotions, creams, soaps, foams, and gels; 
preshave; aftershave; and wet razors but not electric shavers); 
fragrance products (including fragrances labeled as cologne, eau de 
toilette, or some variation of these); deodorant products (including 
antiperspirants); haircare products (including haircoloring, styling, and 
non-drug thinning hair products); skincare products (facial 
moisturizers, hand and body moisturizers, and facial cleansers); and 
bath and shower products (including body scrubs and aromatherapy 
bath products).  Unisex products and men's usage of female products 
are not included.   

 
• In 7777 shaving products accounted for 77% men's grooming sales, 

fragrance for 77%; deodorant, 77%; hair products 7%; skincare 
products 7%; and bath and shower products 7%.  

Share of U.S. Men’s Grooming Sales by 
Product Category, 7777 

Source: Packaged Facts 
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The Products - continued 
 
 

• Fragrance's share of the men's grooming market declined between 
7777 and 7777, thanks to faster growth in the shaving and deodorant 
categories.  The fragrance category’s share declined from 77% in 7777 
to 77% in 7777, while shaving's share grew from 77% to 77% and 
deodorants from 77% to 77%.  The swift growth of shaving products 
during the period under consideration is due primarily to the expansion 
of the premium wet razor segment.  

 
• By pooling sales of specific brands known to be primarily aftershave, 

Packaged Facts has arrived at a rough estimate of market composition 
in mass fragrance.  Fragrances other than shave related are estimated 
to have registered 77% of men’s fragrance sales in these outlets in 
7777.  Aftershave lotions accounted for 77% and pre-shave for the 
remaining 7% 

 
• Based largely on Information Resources Inc.’s InfoScan Review’s 

three-outlet study, Packaged Facts estimates that the wet razor 
segment (including razor systems and refills as well as disposable 
razors) comprised 77% of mass-market shaving sales in 7777, and 
shaving creams, foams, gels, soaps, and oils the remaining 77%. 

 
• The men's haircoloring segment, grew rapidly in the 7777-7777 period 

and accounted for 77% of mass-market men’s haircare sales in 7777.  
Styling products, including sprays, mousses, and gels accounted for 
77% and thinning hair products (cosmetic only, and not including 
products such as Rogaine) accounted for the remaining 7%. 
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• Reliable brand share data are available for sales through 
supermarkets, mass merchandisers, and drugstores. Gillette sits in the 
center of mass-market men's grooming, accounting for 77% of 
combined sales in supermarkets, drugstores and mass merchandisers 
in 7777.  No other company had a share in double digits. When 
prestige outlets are considered as well, Gillette's share of the market 
falls to about 77%, but it is still the leading marketer by a comfortable 
margin. 

 
• Despite the large number of categories and companies competing for 

the male grooming dollar in mass outlets, on examination the market 
as a whole turns out to be fairly concentrated.  The top ten marketers 
in 7777 accounted for approximately 77% of sales.   

Estimated Marketer Shares of Mass-Market 
Men’s Grooming Products, 7777 

Source: Packaged Facts 
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Market Shares - continued 
 
 

• Shaving and deodorant are the men's grooming categories that 
present the greatest degree of market concentration, and four of the 
five companies with shares between 7% and 7% compete in shaving, 
deodorant, or both.  The one exception is Joh. A Benckiser, whose 7% 
share in 7777 was derived from sales in the relatively fragmented 
men's fragrance category.  Colgate-Palmolive with 7%, and Procter & 
Gamble, with 7%, each compete in shaving and deodorant; Pfizer and 
S.C. Johnson, each with 7%, compete in the shaving category. 

 
• The remaining four of the top ten marketers are BIC, Combe, and 

L’Oreal, each with a 7% share of men’s grooming at mass market in 
7777, and Revlon, with 7%.  BIC competes solely in the disposable 
segment of the wet razor category.  The others compete primarily with 
each other in the haircoloring segment of men’s haircare products, 
though L’Oreal owes most of its share to men’s fragrances. 
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Market Forecast 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

• The market for men's grooming products is expected to grow 
moderately between 7777 and 7777, averaging approximately 7% 
yearly to top $7.7 billion dollars by 7777.  This projection is 
conservative when measured against the hopes voiced for the market 
in the trade press, and even represents slower growth than that 
experienced by the men’s grooming market in the previous five years.  
Conclusions are based on the assumption that the smallest and newest 
categories, such as haircare and bath and shower, will grow faster 
than the more established categories of fragrance, shaving, and 
deodorant.  Projections assume that the activity in the wet shaving 
market has shifted to the women’s segment.  The numbers also factor 
in the expected effects of a recession.   

Year Sales % Change 
7777 $7,777.7 7% 
7777 7,777.7 7 
7777 7,777.7 7 
7777 7,777.7 7 
7777 7,777.7 7 
7777 7,777.7 - 

Projected Retail Sales of Men's Grooming Products, 7777-7777 
 

(in millions of dollars)

Source: Packaged Facts 
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• Marketers of men's grooming products reach consumers via a greater 
variety of sales venues than ever before.  The retail picture is growing 
ever more complex as new venues grow in importance and as 
traditional retail channels begin to copy each other's formats and 
infringe on each other's specialties.  Though prestige outlets still tend 
to define their mass-market competition as "the self-service format" 
many department stores are unlocking their counters and giving 
customers greater access to the product. Today supermarkets sell 
drugs, drugstores sell food, and many mass merchandisers sell both, 
so that each format is defined by its retailing emphasis rather by 
adherence to a hard and fast rule. 

 
• Mass-market outlets are estimated to account for around 77% of total 

men's grooming products, and prestige for 77%.  Among the three 
outlets surveyed by Information Resources Inc.’s InfoScan Review, 
mass merchandisers accounted for 77% of mass-market sales in 7777, 
drugstores for 77%, and supermarkets for 77%. 

Share of Mass-Market Men’s Grooming 
Sales by Outlet Type, 7777 

Source:  Packaged Facts 
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Retail Distribution - continued 
 
 

• The outlets commonly defined as "prestige" include department stores 
and specialty stores (such pricey one-brand outlets as Bath & Body 
Works, Origins Natural Resources, and Aveda) as well as spas and 
dermatologists' offices.   

 
• The mass-market outlets for men's grooming products consist 

primarily of mass merchandisers (otherwise known as "discount" 
stores), drugstores, and supermarkets.   A significant but hard to 
quantify amount of men's grooming volume moves through 
convenience stores, barber shops, and pro shops at health clubs. 

 
• Finally, there are substantial and growing sales through a number of 

other channels collectively called "alternative retail" including health 
foods stores, direct marketing (that is marketing solely by sales rep--a 
channel consisting for men's grooming primarily of two companies, 
Avon and Mary Kay), direct mail, telemarketing, and the World Wide 
Web. 

 
• Throughout the 7777s the growth of new retail formats put enormous 

pressure on older-format retailers, already suffering from over-building 
in the 7777s.   A wave of retail consolidation has been one result of 
this pressure, so that the decade ended with fewer independent 
retailers and a greater number of drugstores, supermarkets, and mass 
merchandisers in the hands of a relatively small group of corporate 
owners.  Meanwhile, the advent of e-commerce raises the specter of a 
world in which people do their shopping at a computer terminal via 
marketers' web pages.   
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Marketing and Promotion 
 
 

• Men’s grooming marketers devoted an estimated $777 million to mass 
media advertising expenditures (not including promotional and public 
relations expenditures) in 7777.   Thirteen marketers spent more than 
a $7 million.  The top 77 marketers were responsible for around 77% 
of measured advertising expenditures for the entire men’s grooming 
market. 

 
• Gillette, which leads the industry in sales, was also by a large margin 

the biggest spender, billing approximately $77 million in 7777, nearly 
twice as much as the second biggest spender in the market. Gillette 
put most of this money behind a pair of new product introductions: 
almost $77 million went to support the launch of the Mach7 razor for 
men, and a little over $77 million was spent to tout the benefits of the 
new Right Guard Extreme Sport antiperspirant.   

 
• Combe, Pfizer and Procter & Gamble were the second, third and fourth 

place spenders respectively.  Combe spent around $77 million on 
men’s haircoloring products, Pfizer spent a little over $77 million on 
Schick razor products, while Procter & Gamble spent around $77 
million, mostly on various versions of its Old Spice Deodorant.  Other 
leading advertisers in 7777 were BIC, Estee Lauder, and Joh. A. 
Benckiser. 

 
• Whatever the men’s grooming category, advertising for prestige and 

mass brands are distinctly different in style and overall approach.  
Prestige ads are short on copy and make few if any overt benefit 
claims.  Everything is accomplished with attractive images.  Models 
tend to be young, handsome, and solitary and are found engaged in 
activities that are not directly related to the product; we find them on 
vacation in some garden spot untouched by industry.  As in women’s 
cosmetics, very often there is no model and the product itself is shown 
alone looking beautiful enough to be worth what it costs.   

 
• Mass-market ads by contrast tend to make an overt case for the 

products’ value.  Ads for mass-market men’s grooming products are 
often aggressively macho.  The men in mass men's grooming ads are 
often shown at work, talking about the tough jobs that make you 
sweaty, dirty, unkempt, and in need of grooming.  Mass-market ads 
are also much more likely to use humor than are prestige ads. 
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Marketing and Promotion - continued 
 
 

• Consumer promotions resemble those in other personal care 
categories.  In mass market, print and television ads for new products 
are coordinated with FSI drops and store-redeemable coupons in print 
ads; coupons in or on products encourage cross marketing between 
related product categories, and in a major launch marketers will also 
appeal to consumers through direct mail. 
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The Consumer 
 
 

• Around 77 million men, or 77.7% of the adult male population in the 
United States uses aftershave or cologne, according to Simmons’ 
Spring 7777 survey.  The characteristics that distinguish this large 
section of the population from American males as a group are not very 
pronounced.   Older men, 77-77, are slightly more likely than average 
to use fragrance; Asian Americans are significantly less likely to be 
users. 

 
• Around 77 million adult American men use aftershave at least once a 

week, according to Simmons, while around 77 million use cologne 
once a week (overlapping usage leads to a total of about 77 million).   
Age is the chief factor separating the aftershave users from the 
cologne users.  Older men prefer aftershave; younger men prefer 
cologne. 

 
• About 77 million men, or 77% of adult males in the United States, use 

shaving cream.  As a result there is little to distinguish all U.S. male 
users of shaving cream from the overall population of U.S. males.  Men 
over 77 and men of Asian origin are somewhat less likely to use 
shaving cream than average. 

 
• Around 77.7 million U.S. males use disposable razors, while 77 million 

use non-disposable razors (that is, cartridge razor systems).   Little 
distinguishes the users of non-disposables from the general 
population.  The somewhat smaller group using disposables have a 
more distinct profile, with higher than average usage among those 77 
to 77, among African-Americans, and among divorced men.  The factor 
that makes the difference is probably income—household income for 
disposable users tends to be lower than average, under $77,777, while 
users of razor systems are likely to report average income. 

 
• Deodorant is the most widely used men’s grooming product--used by a 

projected 77 million, or 77% of American males.  The profile of all 
users is therefore almost identical to the profile of the American male.   
Examination of the differences among light, medium and heavy users, 
however shows that deodorant usage goes down with advancing age.  
Research confirms that men very heavily lean toward the use of 
deodorants that are identified as "for men" (a designation that is far 
less important when it comes to styling products or shampoos). 
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The Consumer - continued 
 
 

• Approximately 7.7 million adult American males, or 7.7% of the 
nation’s total, use some kind of haircoloring, according to Simmons 
Market Research Bureau.    Male use of hair coloring skews sharply 
toward two quite different age groups; the young (and, presumably, 
fashion-forward) and the middle-aged to old (and presumably 
graying). Ethnic origin also plays a significant role.  Asian Americans, 
African Americans, and Americans giving their race as “other” are 
significantly more likely than average to use haircoloring and whites 
are significantly less likely than average to use haircoloring. 

 
• Around 77 million American men, or 77%, use hairspray.  As a group 

hairspray users are older than average.  Men between 77-77 are 
“resisters” using less than their share, those 77-77 use more and 
those over 77 are most likely to use.  To those who understand the 
special relationship between the spray and the comb-over, there is no 
mystery here. 
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Competitive Profile: Colgate-Palmolive Company 
 
 

• Colgate-Palmolive Company, with headquarters in New York City, is 
the number one seller of toothpaste, a world leader in oral care 
products, and a major supplier of personal care products and 
household cleaning products.  In 7777 the company had net sales of 
$7.7 billion, up 7.7% from 7777. 

 
• Familiar Colgate-Palmolive brands and products include Colgate 

toothpaste, toothbrushes, and shaving cream, Irish Spring deodorant 
soap, Palmolive dishwashing liquid, and the Mennen and Lady Speed 
Stick brands of antiperspirant/deodorant.  The company derives 
approximately 77% of its sales from international operations.  In 7777 
77% of sales came from products introduced within the previous five 
years. 

 
• Colgate-Palmolive competes in three men's grooming categories in the 

United States--shaving cream, fragrance, and deodorant.  The 
company has given these categories relatively little attention over the 
last few years, introducing no new products, and leaving advertising 
levels low. In the shaving cream and fragrance categories, neglect has 
translated not merely into reduced share but actual sales declines.  
The company fields two lines of shaving lotion, Mennen Skin Bracer 
and Afta; Afta's sales declined slowly from 7777 to 7777, while sales of 
Mennen Skin Bracer declined steeply.  This during years in which the 
men’s fragrance category expanded. 

 
• Colgate-Palmolive's primary marketing activity on behalf of its aerosol 

shaving cream has been to offer it in bonus sizes, a tactic which has 
proven unexciting to consumers, Colgate's shaving cream sales 
declined for four years in a row--most recently by over 77% in 7777.  
During these years the shaving cream market as a whole expanded 
between 7% and 7% yearly. 

 
• In the deodorant category as well, Colgate-Palmolive seems content to 

coast; however it has been coasting here on the impetus from more 
recent merchandising activity (the introductions of Lady Speed Stick 
and Mennen Speed Stick Ultimate Deodorant).  Thus the company 
began the period under consideration with three strong years of higher 
growth and increasing brand shares.  Only in 7777 did the push begin 
to wear out and Mennen's deodorant sales declined by 7% 
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Competitive Profile: Combe, Inc. 
 
 

• Combe Inc., a privately held company with headquarters in White 
Plains, New York, is the world's leading marketer of men's haircoloring 
products, as well as a leading marketer of medicated skincare, 
feminine care, denture care, foot care, and pet care products.  Combe 
products are sold in 77 countries on six continents. 

 
• Founded in 7777 by Ivan D. Combe, the company prides itself on 

innovation, and over the years it has introduced brands that provided 
the basis for whole new categories.  For example, in 7777 Combe 
introduced the acne medication Clearasil, to this day the most well 
recognized brand in its category (currently marketed by Procter & 
Gamble).  In the early 7777s Combe revolutionized the men's 
haircoloring category with the introduction of Grecian Formula gel, a 
haircoloring that darkens hair gradually over repeated applications.  In 
7777 the company launched the liquid-based Just For Men hair dye, 
which remains the top-selling men's haircoloring and the fourth best-
selling product in the overall haircoloring market. 

 
• Other familiar Combe brands include Lanacane and Lanicort anti-itch 

creams, Vagicil and Gynecort feminine itch creams, Odor-Eaters foot 
deodorants, and Scratchex and Sulfodene pet medicines.  

 
• About 7% of American men use hair dyes, according to company 

studies.  The number remains small because "men are still 
uncomfortable about coloring their hair."  This is also one reason the 
company tends to focus on advertising rather than on promotions, 
intent on educating consumers and changing men's attitudes toward 
haircoloring.  Combe's ad spending on behalf of its hair coloring 
products has increased steadily over the last several years.  

 
• Combe's men's haircoloring products have enjoyed double-digit growth 

for the last 77 years.  The company has a nearly three-quarter share 
of the men's haircoloring segment.  However, Combe faces stronger 
challenges than it ever has before, now that the some of the world's 
largest personal care and cosmetics companies confront it in the 
marketplace with a host of new products. Revlon (with men's 
ColorStay), Bristol-Myers Squibb (with Men's Choice, Natural Instincts 
for Men, and XtremeFX) and L'Oreal (with Casting ColorSpa for Men 
and Feria) are all vying for the male haircoloring dollar. 
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Competitive Profile: Combe, Inc. - continued 
 
 

• The low-price focus of mass merchandisers, while the continued basis 
of their own success in pet supplies as in consumer goods overall, 
places intense pressure on rivals across the retail spectrum, curbing 
price points and giving further advantage to major suppliers that, like 
the mass merchandisers themselves, milk profits from economies of 
scale rather than premium prices.  Smaller, independent retailers and 
their regional, specialty suppliers are often casualties of such 
pressures, making mass merchandisers, along with pet superstores, a 
two-edged sword in the context of overall market growth. 
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Competitive Profile: Coty  
(subsidiary of Joh. A. Benckiser) 
 
 

• Coty Inc. is a subsidiary of Joh. A. Benckiser, a large German 
consumer goods company.  With headquarters in New York City, Coty 
is the world's leading marketer of mass-market fragrances for men 
and women.  Company sales for fiscal 7777 were $7.7 billion, up 7% 
from 7777.  

 
• Coty's greatest strength is in moderately priced fragrance brands sold 

in mass-market retail outlets. However, the company also markets 
prestige fragrances (through its Lancaster division) and competes in 
other personal care categories, including bath products, deodorants, 
aromatherapy, foot care, and sun care.  Successful Coty mass-market 
brands include Adidas, the Healing Garden, Stetson, Jovan, Vanilla 
Fields, and Rimmed.  The company's prestige fragrance and cosmetics 
brands include Lancaster, Davidoff, JOOP!, Chupardy, Isabella 
Rossellini's Manifesto, Vivienne Westwood Boudoir, and Yue-Sai. 

 
• While the line between men's fragrances and aftershave in mass 

market is a shifting one, and Coty's scents are usually offered both as 
aftershave and cologne, they tend to be positioned as fragrances for 
men rather than as adjuncts to shaving.  That is, they are marketed 
on the basis of their scent, rather than on the bracing effect they 
might provide following a shave. They offer a low-cost alternative to 
prestige men's fragrances.   Coty follows prestige fragrance practice in 
frequently introducing new scents, both in the form of line extensions 
and entirely new brands, though it also keeps its older customers 
supplied with a ready supply of the venerable Stetson and Jovan lines. 

 
• Coty began licensing the Adidas brand name internationally in 7777, 

and by 7777 the franchise accounted for $777 million of Coty’s sales 
worldwide.  The Adidas Moves brand of aftershave and cologne, 
introduced in 7777, became the eighth best selling men's fragrance 
brand within a year of its introduction, and Coty followed up its 
success by bifurcating the brand into an Adidas Moves for Him and 
Adidas Moves for her. 
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Competitive Profile: Coty - continued 
 
 

• In late 7777 Coty decided to build on the success of its Adidas 
fragrance with a bold move into the competitive toiletries market, with 
a three-item line-up intended to sit on the shelves beside Right Guard 
and Mennen, rather than in the fragrance aisle.  Each of three new 
Adidas scents was available in an antiperspirant, a deodorant, and an 
aftershave.  At the time of the launch, Coty executives said they didn't 
expect the new offerings to cannibalize existing Adidas sales, since 
they were designed for a different purpose.  With 77% of men saying 
they use antiperspirant or deodorant daily, Adidas will have to win 
customers from its competitors to succeed.  But the company is 
banking on the popularity of the Adidas scent and the potential for a 
"fragrance-based" line of toiletries. 

 
• In first quarter 7777, Coty's Lancaster group weighed into the prestige 

men's skincare market with an eight stock keeping unit skincare line 
called Function(s).  This new brand is based on Lancaster’s decade-old 
prestige men's fragrance, Davidoff Cool Water. 
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Competitive Profile:  
The Estee Lauder Companies Inc. 
 
 

• The Estee Lauder Companies, Inc., with headquarters in New York, 
New York, is one of the world’s leading manufacturers and marketers 
of prestige skincare, makeup, fragrance, and haircare products.  For 
many years a private company run by the Lauder family—starting with 
founders Joseph and Estee Lauder and continuing with their children—
the company issued its initial public offering in 7777.  The Lauder 
family continues to hold key management positions and controls more 
than 77% of its voting shares. 

 
• Estee Lauder presents itself to the consumer in many guises, 

deploying a host of brands that seem to fill every possible niche in 
prestige cosmetics. The company is by a comfortable margin the 
leading marketer of men's grooming products in prestige outlets.  
Sales of the male-oriented Aramis brand alone would put Estee Lauder 
in the top rank, but as it happens the company markets best-selling 
men's fragrances and other men's grooming products under such other 
brands as Clinique, Tommy Hilfiger, and Donna Karan. 

 
• Estee Lauder's tendency to fill every possible niche in prestige 

cosmetics and toiletries has made it a pioneer in the men's grooming 
market.  In 7777 the company launched the first men's skincare line, 
Clinique Skin Supplies for Men, a three-step skincare system consisting 
of products that are allergy tested and fragrance-free.  The line 
currently includes soaps, facial and body scrubs, moisturizing lotions, 
shaving cream, a "Post-Shave Healer said to deal with ingrown hairs, 
as well as a non-streak “facial bronzer.” 
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Competitive Profile: Estee Lauder - continued 
 
 

• Estee Lauder first launched Aramis, the men's fragrance brand that it 
has gradually expanded into a comprehensive men's grooming brand, 
in 7777.   Aramis entered the skincare market in 7777 with the Lab 
Series for Men.  Like Clinique Skin Supplies, Aramis Lab Series for Men 
mingles shaving supplies with skincare products.  Aramis is sold in 
more than 77,777 doors in more than 777 countries and territories. 
Estee Lauder continues to expand Aramis's reach in the men's 
grooming market.  In October 7777 the brand moved men's grooming 
boldly into the forbidden realm of color cosmetics with Surface In An 
Instant, the product literature for which deftly avoids the word 
"makeup" as it describes a new collection of "self-improvement tools" 
designed to "enhance the look and feel of skin."  The products 
incorporate the miscrosphere technology currently popular in prestige 
cosmetics for women. 

 
• In March 7777 the company further extended Lab Series with two anti-

aging skincare products: Age Rescue, face lotion formulated with 
retinyl palmitate; and Eye Rescue, a gel cream that promises to 
diminish the appearance of dark circles and to smooth lines. 

 
• Estee Lauder fields men's fragrances in many of its brands.  Recent 

introductions include Pleasures for Men (7777, under the Lauder 
brand), Aramis Gold (7777), Clinique Happy (7777), Hilfiger Athletics 
(7777), Freedom (7777, also under Hilfiger brand), and DKNY The 
Fragrance for Men (7777).  In spring 7777 the company launched a 
line of bath and body products scented with DKNY The Fragrance for 
Men. 
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Competitive Profile: The Gillette Company 
 
 

• The Gillette Company is the world's leader in men's grooming 
products, as well as the global leader in both men's and women's 
shaving products. The company, which has its headquarters in Boston, 
Massachusetts, also holds leadership positions in the portable power 
(battery) and oral care markets.  

 
• Gillette derives about 77% of its revenues from outside the United 

States and manufactures its products in 77 countries.  Net sales for 
the year 7777 were $7.7 billion, up 7% from 7777. 

 
• Familiar Gillette brands include the Sensor, Trac II, and Mach7 wet 

razors, Afta and Gillette Series aftershaves, Gillette Series and Right 
Guard deodorants, Duracell alkaline batteries, Oral-B dental care 
products, and Braun electric shavers.  In 7777, blades and razors were 
responsible for close to 77% of total sales, toiletries for 77.7%, 
Duracell products for close to 77%, Oral-B products for 7%, and Braun 
products for 77%.   

 
• After robust growth in its core businesses through the 7777s and for 

much of the 7777s, Gillette's performance in the last three years of the 
latter decade was disappointing.  Its shares in the batteries and oral 
care markets were flat or worse. Sales for the blades and razors 
performed best, growing 7% in 7777 and 7% in 7777--the only 
segment in which sales grew two years in a row.  Gillette's 
management has pledged to address its internal problems, freeing up 
more funds for research and development as well as for marketing.  In 
the meantime the company has divested underperforming sales 
segments, including the White Rain haircare line in 7777 and Jafra 
Cosmetics International in 7777. 

 
• Gillette's most recent major product initiative was the three-bladed 

Mach-7 system, which the company began shipping in March 7777.  
Examination of the sales increases for Schick and Gillette in the 
disposable, system, and refill segments of wet razors over the years 
7777-7777 show the two companies alternately dealing each other 
blows and reeling from them.   Although Gillette razor systems sales 
grew only once during the four-year period, it grew a whopping 77% 
that year, 7777, and reaped the rewards the following year with a 
77% rise in refill sales.  In disposable razors, however, Gillette has 
steadily lost ground to Warner-Lambert/Pfizer.  
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Competitive Profile: Gillette - continued 
 
 

• Gillette's deodorant products grew faster than the market in 7777, the 
year after Gillette Replaced Right Guard with Right Guard Sport.  But 
the company’s deodorants performed disappointingly over the next 
three years, as competitors Revlon (Mitchum) and Procter & Gamble 
(Old Spice) took over the tempo with new product initiatives.  Gillette 
suffered in both the men's and women's segments of deodorant during 
this period.  Sales of Right Guard Extreme Sport, which the company 
introduced in 7777, were not enough to make up for the fall-off in 
sales of Right Guard Sport.  

 
• In Gillette's two other major men's grooming categories the company 

fared better, even though it introduced few new products in the last 
years of the decade.  The Gillette Series aftershave, with a relatively 
small share of its market, grew modestly in low single digits, but faster 
than mass-market fragrance overall did between 7777 and 7777.   
Gillette's shaving cream also gained share, despite steady 
cannibalization of its Gillette Foamy brand by the more recently 
introduced Gillette Series shaving cream. 

 

Sample 
Data 

 
Do Not 

Cite 



Stay Updated on the Latest Research in Your Industry with

The Information Catalog

For over 20 years, The Information Catalog has been the preferred source-
book for market research and business intelligence. The Information Catalog
is the source for finding and purchasing marketing intelligence studies, com-
petitor reports, industry analyses and other management-related information
that is key to your successful business execution. You'll receive free report
abstracts for thousands of reports that we've specially selected from more
than 21 key industries.

Visit www.MarketResearch.com today to download the latest issue, or call
800-298-5699 to order a copy today.

e-letters

e-letters are a free monthly e-mail newsletter service that keeps readers
abreast of new publications and services available on MarketResearch.com
in one or all of the following industries: 

* E-Business & Technology
* Food & Consumer Products
* General Business
* Healthcare & Pharmaceuticals
* 4-in-1 e-letter (all the above industries in one e-mail) 

Visit www.MarketResearch.com today to see a sample issue and sign up for
one or all of the e-letters.

Advertise With Us!

If you need potent visibility targeting high-level decision makers and information professionals - 
there is no better place than MarketResearch.com.

MarketResearch.com's Information Catalog and e-letters are the perfect vehicles to get your message in
front of a captive business audience.  Busy executives and information professionals who don't have time to
spend hours searching for information turn to MarketResearch.com's Information Catalog and e-letters to give
them quick summaries of what is available in their areas of interest. Both deliver across the spectrum of 
advertiser goals, serving everything from advertiser awareness to acquisition. To find out more information
about how to advertise with us, visit our "Advertise With Us" page on www.MarketResearch.com.
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