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He is less likely to use core categories such as 
shampoo and deodorant (penetration)

Shampoo Deodorant

Paid Subcription Free Subcription

less hair gel 
occasions since 2012

less likely to say “I spend the 
time to get my hair right”

men have facial hair 
compared to 1 in 5 in 2012

less likely to say “I like to 
look nice at all times”

increase in spend on 
men’s casualwear for work 

Active wear is also on the rise 
resulting in a 2.1% increase in 

share of spend for Nike

Growth in Jackets and 
blazers spend (separates 

rather than suits)

JD Sports has moved into the Top 10 
as premium sportswear and trainers 

becomes a leading trend for men 

-5%800,000

-21% 2 in 5 +13%

A S  W E L L  A S  S O C I A L LY

Male Spotify growth in the last year

Spirits Beer

Alcohol consumption in the last year

2% growth in alcohol 
consumption for a ‘quiet night 
in’ and 2% decline in ‘planned 

sociable occasion’

Men in GB currently have 
access to Net�ix

+0.8m+0.9m 4m+

penetration increase in 
11-24s skin care usage

+3%
more body shaving 

occasions vs. 5 years ago

+0.5m
increase in visits 
to the barbers

+5.8%

Department stores like 
Debenhams in the top 3 
Menswear destinations

Top 3
men a week use personal 
care products that they 

bought online

5.8m

more likely to say ‘I choose/prefer 
natural products’

+16%
decrease in men smoking 

when they drink in the pub

-2%

additional men say they 
like to spend a lot on 

beauty products

+616,000

increase in Menswear sales 
being bought by men

+4.1%
more personal care 

self-purchasers since 
2012

0.5m

Personal Care choices are 12% 
more likely to be made based 
on the quality of the product.

+12%

+2% -3%

+2% -2%

Premium Branded Standard Brand

Beer consumption in the last year

+5% -9%

+25% +2.1% Top 10

-8.5%-3%

B U T  T H A T  D O E S  N O T  M E A N  T H A T  H E  I S  L E S S  E N G A G E D

Q U A L I T Y

H E A L T H

E N V I R O N M E N TA L LY - F R I E N D LY

C O N V E N I E N C E

C H O I C E

S O  W H A T  I S  I M P O R T A N T  T O  H I M

men say that they 
research toiletries 

online
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