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A comprehensive analysis of the European markets for male personal
care products, focusing on key trends, developments, challenges, and
business opportunities, and addressing such issues as:

B Why is male grooming one of the fastest-growing segments of the
$168 billion personal care industry?

B  How has increased media attention and heightened awareness for
male grooming affected the segment?

B Who are the market leaders, and how do their brand profiles
differ?

B Which are the fastest growing brands?

B  What are the challenges and opportunities in this market?
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Report Scope

Male Grooming Products 2007 provides subscribers with an analysis of industry trends and developments, market
size and growth, product trends, brand profiles, and competitive forces within the largest markets of the male
grooming industry in Europe: France, Germany, Italy, Russia, Spain, and the United Kingdom.

The global market for male grooming products is estimated at more than $20 billion in 2007 and is forecast to see
robust increases for the next five years, fueled by innovation, new product launches, and increased interest among
younger consumers, who are more open to including makeup and skin care products in their grooming routines.

The study focuses on these industry trends and developments, as well as:

m  Market size and growth
®  Product trends and innovations

® Brand profiles, including established brands such as L'Oréal Paris, Clinique, and Clarins, in addition to newer
niche brands like Nickel and VitaMan.

m  Competitive landscape
®  Future outlook

Key Benefits

This report enables subscribers to exploit business opportunities by understanding market growth forecasts, future
trends, and the competitive landscape.

Specifically, this report assists subscribers by providing:

A highly reliable and independent assessment of male grooming product consumption and market share
Planning data for retailers and other participants

An examination of business opportunities regionally for personal care manufacturers, marketers, and retailers
An unbiased appraisal of market trends and emerging product innovations

Competitive intelligence for use in benchmarking

A resource for screening potential merger and acquisition candidates
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Contents

1. INTRODUCTION

2. EXECUTIVE SUMMARY

= Scope and definition

= Market overview
- Sales by country
- Sales by category
- Distribution channels
Category trends
Competitive landscape
Key lessons learned
Outlook

3. BRAND PROFILES
Brief profiles are provided for the key brands that market grooming products for men, as listed in Table 1. Information includes:

Overview
Manufacturers' sales
Product offerings
Distribution

Outlook

Table 1
BRANDS EXAMINED IN THE REPORT

Europe

Adidas Active Skincare for Men
American Crew

Axe/Lynx

Baxter of California
Biotherm Homme

Boots Expert

California North

Clarins Men

Cliniqgue Skin Supplies for Men
Fa Men

Jean Paul Gaultier

Lab Series Skincare for Men
Lancéme Men

L'Occitane Cade Male
L'Oréal Men's Expert

Men-u

Nickel

Nivea for Men

Old Spice

Shiseido Men

Task Essential

Vichy Homme

VitaMan

Zirh
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Methodology

Kline is unmatched in our ability to gather hard-to-get market and competitive intelligence with a high degree of
confidence. Kline's market analysis approach places the principal emphasis on primary research techniques to
ensure that the foundation of business intelligence and insight is accurate, current, and reliable.

During the course of field research, Kline's professional staff of industry experts conduct in-depth discussions and
personal interviews with a wide range of knowledgeable industry participants and opinion leaders, including male
grooming product manufacturers and marketers, distributors and suppliers, key retailers, public relations
executives, and other direct influencers on brand and supplier purchase decisions.

This approach has proven to be the most effective and reliable approach to obtaining accurate market data,
capturing expert insights, and identifying business opportunities.

Primary research represents the bulk of our research efforts; however, this analysis is supplemented by secondary
research drawn from the review of suppliers' product literature and price lists; recent trade and technical literature;
Internet sources; and analysis of statistical data from government, industry, and trade associations and agencies.

Kline Credentials

Kline is a worldwide consulting and research firm dedicated to

providing the kind of insight and knowledge that helps companies Recentty published or in-progress research for

find a clear path to success. The firm has served the management the Personal Care industry includes:
consulting and market research needs of organizations in the
chemicals, materials, energy, life sciences, and consumer products m  Global Cosmetics & Toiletries

industries for nearly 50 years. m  Beauty Retailing

. . . . m  Natural Personal Care
Kline's research and consulting services extend across the entire

personal care industry value chain. Our solutions have helped clients
develop better ways to create and profit from new business opportu-
nities, respond to competitive and economic threats, improve
productivity, achieve sustainable growth, and optimize performance. ®  Salon Hair Care
Kline provides clients with facts, forecasts, and recommendations

based solidly on the realities of the market.

m  Nutricosmetics: Nurturing Beauty through
Nutrition - a Kline FlashPoint Series report

m  Professional Skin Care

Our market research reports and services are designed to provide subscribers with a deeper understanding of their
markets, an outlook for their business, and accurate information about their competitors. Our clients tell us they
often use Kline's market research to validate their own internal analysis, and many clients rely on Kline reports as
their most critical source of information.

For more information about this study or Kline's other services e-mail us at sales@klinegroup.com, visit our website
at www.KlineGroup.com, or contact us at any of our regional offices listed below.

North America South America Europe Japan Asia Pacific Middle East and India
+1-973-435-6262 +55-11-3079-7843 +32-2-770-4740 +81-3-3242-6277 +86-21-5382-6677 +971-4-2115430
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Ordering Information & Contract

The standard subscription includes:

B Unlimited enterprise-wide online access to contents via MyKline.com B Direct access to the project team
m  Downloadable PDF files of contents via MyKline.com m  1day of consultation time to be used within six months of the
® 1hard copy of the report publication date

Prices do not include sales tax. (NJ add 7% sales tax.) Ground shipping within the contiguous U.S. is included in the subscription price. Overnight and inter-
national shipping are available for an additional fee and will be added to the total amount. This study is available by subscription only. Once the study is
launched, you will be invoiced for the full amount, payable within 15 days upon receipt of the invoice.

Subscription price $12,500

Additional hard copies: ____ @ $500 each =
Subtotal

7% sales tax (NJ only)

TOTAL

NOTE: All prices in U.S. funds.

An authorized signature agreeing to the subscription terms below is necessary to confirm your order.

We agree that, for a period of three years after its date of issue, we will: (1) restrict its circulation to employees of our corporation, to subsidiaries and joint
ventures in which our corporation holds more than a 50 percent interest, or to any parent organization that holds more than a 50 percent interest in our
firm; (2) use all reasonable precautions to prevent the disclosure of its contents to any other persons or organizations. We may however use or disclose any
information in this report that is public knowledge, that was already in our possession before receipt of the report, or that comes to us from third parties
independently of this report. Kline & Company, Inc. similarly agrees that it will use all reasonable precautions to prevent the disclosure of the contents of
this report to any person or organizations other than subscribers for three years after its date of issue. We understand that this agreement is fully binding
on the corporation and non-cancelable.

We have completed and signed this subscription agreement. Please indicate your acceptance of

this subscription by countersigning and returning one copy for our files. Send invoices to:

COMPANY NAME

SIGNATURE DATE TITLE

NAME ADDRESS

TITLE

E-MAIL E-MAIL

PHONE PURCHASE ORDER #
Shipping address (if different than billing address): Kline use only:

NAME ACCEPTED

TITLE SIGNATURE

ADDRESS NAME

TITLE

E-MAIL DATE
METHOD OF PAYMENT: [] Send invoice ] @m
Card #: Exp. Date: Name (as it appears on credit card):

Signature (for credit card authorization):

Fax the signed agreement to +1-973-435-3395
or e-mail to Lisa_Carnevale@KlineGroup.com

www.KlineGroup.com Report #Y576C | © 2008 Kline & Company, Inc.



	Text1: 
	Text2: 
	Text3: 
	Text4: 
	Text5: 
	Text6: 
	Text7: 
	Text8: 
	Text9: 
	Text10: 
	Text11: 
	Text12: 
	Text13: 
	Text14: 
	Text15: 
	Text16: 
	Text17: 
	Text18: 
	Text19: 
	Text20: 
	Text21: 
	Text22: 
	Text23: 
	Text24: 
	Text25: 
	Text26: 
	Check Box1: Off
	Check Box10: Off
	Check Box11: Off
	Check Box12: Off
	Text28: 
	Text29: 
	Text30: 
	Text31: 


