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beauty buyer’s guide

By Antoinette AlexAnder

One of the biggest trends still 
sweeping throughout the beau-
ty and personal care industry 

is the focus on multi-functionality. Since the 
emergence of BB creams, the concept of multi-
functionality has risen to new heights and 

seeped into other segments, such as hair care. 
Judging by the array of new launches, this 
trend shows little signs of slowing.

Technology also is playing an even greater 
role in beauty. Some of the most exciting, inno-
vative technology in drug stores is happening 
within the beauty space. 

In this beauty report, DSN takes a closer 

look at some of the trends playing out within 
the key beauty categories.

The bottom line is that today’s beauty shop-
pers desire a personalized experience, whether 
it is in-store or online, and they seek prod-
ucts that offer results and provide value. If a 
company doesn’t deliver, they will find one  
that will.
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Shoppers seek personalization, value

beauty and personal care  market*

*In billions; percent reflects share of total beauty segments
Source: IRI for Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, 
military commissaries and select club and dollar retail chains) for the 52 weeks ended April 21, 2013.
1 Includes cosmetic accessories, cosmetic storage. 2 Includes bath products, bath/body scrubbers/massagers. 
3 Includes toothbrush/dental accessories, toothpaste and mouthwash. 4 Includes razors, blades, shaving cream, electric shaver/groomer.
5 Includes hair spray/hair styling gel/mousse. 6 Includes women’s fragrances, shaving lotion/men’s fragrance.

oral care3

$6.6/15.2%

suntan 
products

$1.1/2.7%

shampoo/ 
conditioner
$4.6/10.5%

skin care
$3.4/7.9%

hair 
styling 

aids5

$1.8/4.1%

hair 
appliances

$0.8/1.8%

hair growth 
products
$0.1/0.3%

hand & 
body  

lotion
$1.8/4.1%

other 
grooming 
supplies
$0.3/0.7%

soap
$4.5/10.4%

hair 
coloring

$1.7/3.9%

fragrance6

$1.6/3.6%

deodorant
$2.6/5.9%

denture products
$0.5/1.1%

nail 
cosmetics

$1.6/3.7% eye/lip/
face 
cosmetics
$4.6/10.5%

miscellaneous 
cosmetics1

$0.8/1.8% home permanent/ 
relaxer kits
$0.1/0.2%

shave4

$3.9/9.1%

bath2

$0.4/0.8%

baby needs
$0.8/1.9%

ToTal = $46.9B

breath freshener 
spray/drops
<$0.1/<0.1%

Beauty mavens 
get social

Social “showrooming” is an 
emerging shopping resource, and it’s 
influencing beauty.

Emerging as a clear winner is In-
stagram. Teen Vogue’s recent “Seeing 
Social” survey found that, among 
millennials, the three-part path to 
social before buying a product starts 
with “seeing it” on Instagram. Insta-
gram is the No. 1 platform that in-
spires a purchase. 

The next step is “searching it” 
on YouTube for tutorials and then 
“shopping it” by comparison shop-
ping on various social media plat-
forms, including Pinterest (48%).

Recognizing the trend, Sephora 
launched earlier this year its Beauty 
Board. The social shopping plat-
form allows consumers to post, 
share, browse and shop Sephora’s  
photo gallery.

Sephora’s recently launched Beauty Board 
allows consumers to post, share, browse 
and shop beauty looks.



Several trends are playing out within the cosmetics segment, help-
ing to fuel sales at retail.

The most talked about trend is the popularity of multifunctional 
products, as time- and cash-strapped beauty mavens yearn for effi-
ciency, as well results. Enter CC creams, BB creams and foundations 
infused with anti-aging ingredients.

Meanwhile, the trend toward a defined eye helping to grow sales 
of eye cosmetics, especially those beauty products that help to create 
a bold brow.

To complement the enhanced and defined eye, women are loving a 
bold lip, making lipstick the shining star of the lip segment.

Bold brows, lips define category sales
cosmetics

Multi-Outlet* % Chg Drug % Chg

Eye $2.0 1.4% $0.7 2.9%

Face 1.8 1.0 0.7 3.0

Lip 0.7 -0.6 0.3 1.6

Total $4.5 NA $1.7 NA

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

Source: IRI for the 52 weeks ended April 20, in billions.

Doctor Lip Bang’s Lip 
Freak is creating a buzz in 
lip — literally! The cheeky 
packaging is no doubt eye-
catching, but inside is an 
all-natural moisturizing lip 
balm that will make lips feel 
wildly electric, according to 
the company. It also doesn’t 
stain or plump your lips.

A portion of all the 
proceeds from the lip 
balm goes to helping or-
ganizations that help  
homeless children.

Brand / segment Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

Neutrogena / makeup remover implements $129.0 23.7% 46.6% -1.5% 24.2 22.1%

CoverGirl Lash Blast / mascara 57.1 -14.1 6.0 -1.1 7.8 -17.4

Revlon Super Lustrous / lipstick 55.9 9.9 11.0 0.5 9.0 10.5

L’Oréal Voluminous / mascara 55.5 2.9 5.8 0.1 8.5 1.5

Maybelline Volum’Express Falsies / mascara 51.8 -17.2 5.5 -1.2 8.3 -19.2

CoverGirl Clean / powder 51.8 -2.4 15.5 -1.1 8.3 -5.9

Revlon ColorStay / foundation 50.6 9.9 5.3 0.5 4.8 10.4

Maybelline Great Lash / mascara 49.4 -9.6 5.2 -0.6 10.3 -7.7

CoverGirl Outlast / lipstick 48.5 2.0 9.6 -0.2 6.0 0.5

CoverGirl Clean / foundation 48.1 -3.3 5.0 -0.2 7.8 -6.0

Revlon ColorStay / eyeliner 47.3 -6.5 8.2 -1.1 7.4 -6.8

L’Oréal True Match / foundation 45.8 -0.6 4.8 0.0 4.7 -1.6

L’Oréal Colour Riche / lipstick 45.5 -2.8 9.0 -0.7 6.3 -4.5

CoverGirl Perfect Point Plus / eyeliner 43.1 -0.4 7.5 -0.5 8.3 -2.1

Maybelline Volum’Express Colossal / mascara 41.8 5.4 4.4 0.2 6.6 5.0

Maybelline Color Sensational / lipstick 38.5 14.9 7.6 0.7 6.1 14.1

L’Oréal True Match / powder 36.8 5.4 11.0 0.1 3.9 2.7

Maybelline Expert Wear / eyeshadow 35.7 -7.5 11.4 -0.1 8.0 -7.0

Maybelline Volum’Express Rocket / mascara 35.0 144.0 3.7 2.2 5.5 140.9

CoverGirl Eye Enhancers / eyeshadow 34.5 -8.7 11.1 -0.2 8.8 -9.3

top 20 cosmetic brands

* In millions     
**  Percent share of segment 

Doctor Lip Bang’s 
Lip Freak buzzes

Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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In the ethnic hair care market, a continued trend toward natural hair has 
impacted the sales of hair relaxers, but has given new life to hair stylers.

With many ethnic consumers opting for a natural style, manufacturers 
are increasingly heeding the call, as evidenced by the new entrants found 
on store shelves. New formulations target those with kinky or frizzy hair 
and promise to deliver shine and smoothness while strengthening and 
moisturizing hair.

For many ethnic consumers — especially African-Americans and His-
panics — hair care is extremely important, in large part, because of their 
specific hair care needs. For example, African-American hair is delicate 

and is easily tangled and broken. Curly/kinky hair needs moisture, and 
some may experience dry, itchy scalp.

Hair care products go au naturel
ethnic

Multi-Outlet* % Chg Drug % Chg

Hair relaxer/ 
home permanent kits

 $99.59 -10.87% $21.51 -11.21%

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

Source: IRI for the 52 weeks ended April 20, in millions.

L’Oréal’s ethnic hair care 
brand SoftSheen-Carson 
Labs recently introduced 
its new Amla Legend Oil-
Infused Styling Ritual. The 
three-piece collection of 
styling products marks the 
first-ever oil stylers infused 
with amla oil. Derived from 
the amla superfruit from 
India, amla oil is an antioxi-
dant, rich in vitamins and 
minerals, that is known for 
its naturally rejuvenating 
properties.

Brand Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

Organic Root Stimulator $13.6 -11.7% 14.6% -0.1% 1.7 -11.8%

SoftSheen-Carson Dark & Lovely Healthy 9.6 -11.2 10.3 0.0 1.6 -12.3

Africa’s Best 8.0 -9.3 8.6 0.2 1.9 -9.2

Luster’s Pink Smooth Touch 7.3 -8.4 7.8 0.2 2.0 -6.5

African Pride Olive Miracle 7.0 15.4 7.5 1.7 1.8 15.8

SoftSheen-Carson Optimum Care 5.5 -19.5 5.9 -0.6 0.7 -20.2

Ultra Sheen Supreme 5.5 -15.7 5.8 -0.3 1.0 -13.4

Soft & Beautiful Just for Me 4.6 -21.5 4.9 -0.7 0.9 -23.0

Luster’s S-Curl 4.1 -5.4 4.4 0.3 0.8 -7.0

Africa’s Best Organics 4.0 -8.6 4.3 0.1 0.8 -5.9

Luster’s Pink 2.5 4.9 2.7 0.4 0.6 5.0

Motions 2.5 -19.2 2.6 -0.3 0.3 -12.5

Pro-Line Comb-Thru 2.0 -5.2 2.1 0.1 0.5 -7.4

Dr. Miracle’s 1.8 -34.6 1.9 -0.7 0.2 -34.4

Dr. Miracle’s Thermalceutical 1.7 -20.1 1.8 -0.2 0.4 -19.7

Smart Perm 1.6 10.0 1.7 0.3 0.3 14.4

SoftSheen-Carson Optimum Amla Legend 1.5 NA 1.6 1.4 0.2 NA

Soft and Beautiful Botanicals 1.5 -29.0 1.6 -0.4 0.3 -30.4

Luster’s Pink ShortLooks 1.4 13.7 1.5 0.3 0.4 14.5

Pro-Line Soft & Beautiful 1.2 -31.4 1.3 -0.4 0.2 -29.9

top 20 ethnic brands

* In millions     
**  Percent share of segment 

L’Oréal products 
boast amla oil

Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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Today’s focus on the “perfect” complexion has taken anti-aging a  
step further.

“Today’s look of a perfected face has put some pressure on consumers 
to have flawless skin. Even the anti-aging crusade has evolved — no lon-
ger just about line correction, firming and wrinkle repair, the emphasis is 
on things like radiance, resiliency, texture, evenness and clarity,” stated 
Karen Grant, VP and global industry analyst at the NPD Group. 

Meanwhile, manufacturers continue to search for the latest in in-
novative ingredients to create enhanced formulas that deliver even  
greater results.

The pursuit of the perfect complexion, as well as innovation within the 
category, has helped fuel sales of facial cleansers, as experts increasingly 
stress the importance of washing off facial makeup.

Innovative ingredients help achieve ‘perfection’
skin care

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

Source: IRI for the 52 weeks ended April 20, 2014, in millions.

Leveraging the cleaning 
power of charcoal, Bioré 
recently introduced Bioré 
Skincare Deep Pore Char-
coal Cleaner and Bioré 
Skincare Self Heating One 
Minute Mask. By combin-
ing natural charcoal with 
Biore’s skin purifying tech-
nology, the cleanser prom-
ises to draw out and trap 
twice as much dirt and 
impurities. And in just one 
minute, the thermal mask 
warms to open pores, and 
draws out dirt, oil and  
surface toxins.

Brand / segment Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

Olay Regenerist / facial anti-aging $103.2 -17.4% 8.9% -1.6% 4.8 -15.2%

Olay Regenerist Micro-Sculpting / facial anti-aging 84.1 15.0 7.3 1.1 3.5 20.5

Neutrogena Oil-Free Acne Wash / acne treatment 74.5 -3.6 11.9 -0.2 11.3 -2.8

Olay Total Effects 7-in-1 / facial anti-aging 73.6 -5.2 6.4 -0.2 3.9 0.0

L’Oréal Revitalift / facial anti-aging 66.3 2.2 5.7 0.2 4.3 -6.0

Olay / facial cleanser 61.6 -12.3 6.3 -1.1 10.1 -12.0

Neutrogena Rapid Wrinkle Repair / facial anti-aging 51.9 29.0 4.5 1.1 2.6 25.0

Cetaphil / facial cleansers 51.1 8.8 5.3 0.3 6.6 14.5

Olay Complete / facial moisturizers 49.8 -14.1 11.9 -2.3 5.9 -11.3

Olay Age-Defying / facial anti-aging 49.8 -6.7 4.3 -0.2 4.4 -7.2

Simple / facial cleansers 48.4 26.8 5.0 0.9 8.9 32.0

Nair / depilatories 45.5 -1.3 27.1 1.9 7.5 -6.8

Johnson’s Clean & Clear Morning Burst / facial cleansers 44.2 6.9 4.5 0.2 10.8 7.2

Neutrogena Deep Clean / facial cleansers 41.4 -2.5 4.3 -0.3 6.7 -2.2

Clearasil Ultra Rapid Action / acne treatments 39.8 9.3 6.4 0.6 5.3 11.8

Neutrogena Moisture / facial moisturizer 37.3 3.6 8.9 0.1 3.6 1.8

Bioré / facial cleansers 35.9 -8.6 3.7 -0.5 4.7 -8.9

Garnier Skin Renew / facial anti-aging 34.4 13.2 3.0 0.4 2.5 25.6

RoC Retinol Correxion Deep Wrinkle / facial anti-aging 34.1 -0.4 2.9 0.1 1.6 -2.8

Pond’s / facial cleanser 33.9 -5.4 3.5 -0.3 7.8 0.0

top 20 skin care brands

* In millions     
**  Percent share of segment 

Charcoal clean

Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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Multi-Outlet* % Chg Drug % Chg

Facial anti-aging $1,157.4 -2.2% $469.4 -1.2%

Facial cleansers 972.8 3.3 301.1 4.1

Acne treatments 625.3 -1.8 185.1 -0.6

Facial moisturizers 417.3 2.7 149.8 4.5

Depilatories 168.3 -8.1 60.7 -7.6

Fade/bleach 74.7 -3.4 29.9 -4.1

Body anti-aging 27.9 6.6 12.2 17.4

Total  $3,444.0 NA $1,208.1 NA

beauty buyer’s guide



Judging by the styles for fall 2014  that graced the runways, hair styling 
aids and products that moisturize and condition are bound to benefit. 

From the off-duty ballerina bun, to loose waves, to low ponytails, to 
braids and twists, the hottest looks for hair are pretty casual but women 
will likely need a little help to hold the style. And perhaps the greatest 
emphasis will be on the condition of the hair. While the styles may be 
laid-back and even a bit disheveled, having shiny, healthy locks will re-
main key. Products infused with ingredients that promise to leave hair 
shiny, smooth and hydrated have already flooded the market. Moistur-
izing oils and conditioners should continue to reap the benefits as beauty 
mavens look for the next miracle treatment in a bottle.

Styling aids add sleekness to popular casual looks
hair care

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

Source: IRI for the 52 weeks ended April 20, in billions

While moisturizing oils 
for hair may not be new, 
Conair has taken an inno-
vative approach by incor-
porating it into a hairbrush 
for easy application. The 
Infiniti Pro by Conair Ar-
gan Oil Treatment Strip 
Finishing Brush has natural 
boar bristles and an argan 
oil-infused treatment strip 
that condition and nourish 
hair. The replaceable strip 
runs through the middle of  
the brush.

Brand / segment Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

L’Oréal Superior Preference / women’s hair coloring $182.5 5.3% 12.1% 0.6% 20.7 3.2%

Garnier Nutrisse / women’s hair coloring 164.8 -3.7 11.0 -0.4 23.3 -3.8

TRESemmé Tres Two / hair spray/spritz 144.1 5.6 20.6 1.5 41.3 2.8

L’Oréal Excellence / women’s hair coloring 138.3 -9.4 9.2 -1.0 17.5 -11.6

Just For Men / men’s hair coloring 127.3 -3.5 63.3 -2.4 16.4 -4.8

Clairol Nice ’n Easy / women’s hair coloring 125.2 -10.5 8.3 -1.0 18.9 -10.9

Revlon ColorSilk Beautiful Color / women’s hair coloring 115.9 -0.8 7.7 -0.1 35.7 -1.3

Conair / hair appliances 101.8 3.5 13.1 1.1 7.1 8.5

Clairol Nice ’n Easy Root Touch-Up / women’s hair coloring 84.1 8.9 5.6 0.4 13.4 8.9

Organix / hair conditioner/crème rinse 82.8 18.3 4.3 0.5 13.6 17.9

Suave Professionals / regular shampoo 82.2 -3.3 3.9 -0.2 31.3 -6.9

L’Oréal Feria / women’s hair coloring 79.6 -4.2 5.3 -0.2 8.5 -8.8

Organix / regular shampoo 72.6 33.8 3.5 0.8 12.1 30.4

Rogaine / hair growth products 69.4 5.0 57.2 -1.7 1.7 1.9

Clairol Natural Instincts / women’s hair coloring 62.5 -3.1 4.2 -0.1 9.7 6.8

Conair Infiniti Pro / hair appliances 58.6 2.8 7.5 0.6 1.9 0.7

Suave Naturals / regular shampoo 57.7 -9.3 2.8 -0.4 42.4 -10.1

Head & Shoulders Dry Scalp Care / dandruff shampoo 51.0 -5.7 10.1 -0.5 7.6 -7.6

Suave Professionals / hair conditioner/crème rinse 50.2 -7.2 2.6 -0.3 19.4 -8.8

Suave / hair spray/spritz 50.1 -1.3 7.2 0.1 20.9 -5.4

top 20 hair care/styling brands

* In millions     
**  Percent share of segment 

Conair debuts 
oil-infused brush

Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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Multi-Outlet* % Chg Drug % Chg

Shampoo $2.7 2.3% $0.5 2.6%

Hair conditioner 1.9 4.8 0.4 7.3

Hair coloring 1.7 0.1 0.6 -0.1

Hair styling gel/mousse 1.1 0.5 0.3 0.4

Hair appliances 0.8 -4.9 0.1 0.5

Hair spray/spritz 0.7 -2.1 0.2 -2.8

Hair growth 0.1 8.1 0.1 11.9

Total $9.0  NA $2.2 NA

beauty buyer’s guide



Coming off an exceptionally strong upswing in sales of nail care, 
which was driven in large part by the at-home gel manicure trend, mo-
mentum has slowed and some nail care companies are feeling a bit of 
pressure to reverse the downswing.

According to data provided by IRI, sales of nail care products at both 
U.S. multi-outlets and drug stores are down for the 52 weeks ended  
May 18.

The good news is that polish remains a popular fashion accessory, 
and manufacturers are hard at work to deliver the latest innovations.

In its recent third-quarter conference call with analysts, Coty CEO 
Michele Scannavini said that the company experienced a 12% con-
sumption decrease in nail, compared with a 12% increase in the third 
quarter of last year. Despite this, Scannavini expressed optimism for the 
second part of the calendar year due to a stronger innovation calendar, 
including Sally Hansen’s new Miracle Gel.

In contrast to the classic gel formulation, Miracle Gel will not need 
curing with an artificial light and can be removed as easily as normal 
nail polish. The launch will be supported by digital, TV and print ad-
vertising, and retailers are granting strong in-store visibility and sup-
port, Scannavini told analysts.

Additional innovations include revamped top coats, like OPI’s new 
Sheer Tints, the brand’s first-ever, pigmented top coats.

Fashion-forward products try to regain sales
nail

Pacific World, the maker 
of SensatioNail at-home gel 
polish, launched earlier this 
year the next generation in 
nail color.

Aptly named Fuse, the 
polish fuses together the 
best of polish and the best 
of gel. The gelnamel is an 
all-in-one formula that 
delivers one-coat cover-
age and a proprietary  
anti-chip technology.

The starter kit features 
an ultra-portable LED lamp 
that, with the press of a but-
ton, cures the gelnamel in  
30 seconds.

* In millions

Pacific World  
intros ‘gelnamel’

Source: IRI for the 52 weeks ended May 18, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

** Includes artificial nails/accessories, nail accessories/implements, polish, polish accessories, 
polish removers and nail treatment

Source: IRI for the 52 weeks ended May 18, in billions.

Multi-Outlet* % Chg Drug % Chg

Nail** $1.6 -5.4% $0.6 -7.1%

top nail care segments
Sales* % Change $ Share $ Share Chg Unit Sales* % Unit Chg

Nail polish $835.0 -7.8% 53.0% -1.4% 244.9 -7.5%

Nail accessories/implements 244.2 -1.8 15.5 0.6 90.1 -3.9

Nail treatment 214.0 1.9 13.6 1.0 34.9 -0.7

Artificial nails and accessories 161.9 -8.7 10.3 -0.4 36.4 -10.2

Nail polish removers 117.3 -2.2 7.4 0.2 65.5 -4.7

Nail polish accessories 1.7 -13.2 0.1 0.0 0.5 -15.9

beauty buyer’s guide



Largely driven by products that have high usage frequency and high 
market penetration, the men’s grooming segment is expected to enjoy an 
upswing in sales in the coming years. Mintel estimates that the market 
will reach sales of about $4.4 billion in 2018, a 13% increase from 2013.

Driving much of the growth will be daily hygiene products like anti-
perspirant/deodorant, shaving products and body care. Skin care is the 
smallest men’s grooming category and has the lowest incidence of use, 
but Mintel believes that this may change. Younger men — ages 18 years 
to 34 years — are more likely to report using skin care items like moistur-
izers and facial cleansers.

To drive growth, Mintel suggested that companies “focus on improv-
ing the functionality of male-specific hair care and facial skin care products 
in order to persuade men to switch over from general market products.”

Hygiene drives men’s daily needs
men’s grooming

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

Source: IRI for the 52 weeks ended April 20, in billions.

The new Speed Stick 
Gear line by Colgate-Pal-
molive features drycore 
technology designed for 
advanced performance to 
keep guys dry, even in the 
most pulse-inducing condi-
tions imaginable, like racing 
in the Daytona 500. To help 
promote the new line, the 
brand recently partnered 
with American stock car 
driver and Rookie of the 
Year candidate in the 2014 
NASCAR Sprint 
Cup Series — 
Cole Whitt.

The new 
Gear collection 
includes anti-
perspirant, an-
tiperspirant gel, 
deodorant and 
deodorant spray.

Brand / segment Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

Gillette Fusion / cartridges $232.2 -9.8% 16.2% -1.0% 11.3 -16.1%

Philips Norelco / electric shaver groomer 224.8 1.6 51.2 1.1 5.6 -4.3

Gillette Mach3 / cartridges 221.8 4.0 15.4 1.2 11.4 1.1

Degree Men’s / deodorant 194.6 0.7 7.6 -0.2 60.8 -2.0

Gillette Fusion ProGlide / cartridges 166.4 -0.3 11.6 0.5 7.6 -5.0

Old Spice Red Zone / toiletries and grooming 137.0 5.6 10.2 0.5 32.5 0.5

Just For Men’s / hair coloring 127.3 -3.5 63.3 -2.4 16.4 -4.8

Axe / liquid body wash 124.6 4.9 6.2 0.0 28.9 -2.1

Old Spice High Endurance / deodorants 124.4 1.0 4.8 -0.1 37.2 -2.6

Axe Dry / deodorants 90.7 1.3 3.5 -0.1 22.3 -0.5

Gillette Fusion ProGlide Power / cartridges 86.8 -6.1 6.0 -0.1 3.5 -10.5

Dove Men+Care / liquid body wash 86.7 15.4 4.3 0.4 18.9 11.1

Edge / shaving cream 79.5 -13.9 16.2 -2.3 27.2 -17.7

Edge / toiletries and grooming 78.7 -14.5 5.8 -1.0 26.7 -18.6

Old Spice Red Zone / deodorants 76.1 -2.6 3.0 -0.2 18.2 -4.5

Gillette Fusion Power / cartridges 75.8 -5.7 5.3 -0.1 3.6 -8.9

Gillette Custom Plus / disposables 75.5 2.3 6.6 0.2 7.3 -5.5

Old Spice / toiletries and grooming 74.3 69.5 5.5 2.2 17.9 83.7

Gillette Mach3 Turbo / cartridges 68.7 -15.5 4.8 -0.6 NA NA

Dove Men+Care / deodorants 67.3 29.1 2.6 0.5 15.6 24.8

top 20 men’s grooming brands

* In millions     
**  Percent share of segment 

Speed Stick 
‘Gears’ up

Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet 
(supermarkets, drug stores, mass market retailers, military commissaries and 
select club and dollar retail chains)
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Multi-Outlet* % Chg Drug % Chg

Shaving lotion/ 
men’s fragrance

$791.2 -3.1% $208.6 -1.5%

Shaving cream 489.5 -1.9 94.9 -2.3

Electric shaver groomer 439.3 -0.6 67.8 7.7

Razors 433.9 -6.1 110.0 -12.0

Other grooming supplies 296.2 1.1 113.6 0.1

Total $2,450.0  NA $594.8 NA

beauty buyer’s guide



Looking to grow the highly saturated oral care market, manu-
facturers are creating products that offer greater benefits and a  
unique experience. 

Products that promise to whiten teeth remain popular, but manu-
facturers also are looking to jazz up the segment with unique fla-
vors. Case in point: Procter & Gamble’s line of fun flavors — such 
as Lime Spearmint Zest and Mint Chocolate Trek — under the new 
Crest Be brand.

Manufacturers also are developing products that help to simplify 
one’s hygiene and beauty regimens. One example is the new Colgate 
Optic White Toothbrush + Whitening Pen — the first-ever toothbrush 
with a built-in whitening pen. In March, the pen achieved an 8.1% share.

Manufacturers look to brighten up segment
oral care

by the channel

* Supermarkets, drug stores, mass market retailers, military commissaries and select club  
and dollar retail chains

** Includes tooth bleaching
*** Includes manual and power toothbrushes, dental floss, dental accessories/tools, oral pain 
    relief and portable oral care
Source: IRI for the 52 weeks ended April 20, in billions.

Looking to set a new 
standard in personal oral 
care, Procter & Gamble’s 
Oral-B brand has created 
a new interactive electric 
toothbrush with Bluetooth 
4.0 connectivity.

Via Bluetooth 4.0 technol-
ogy, the toothbrush connects 
to the Oral-B App, which 
provides real-time guidance 
while consumers brush, as 
well as records brushing 
activity as data that they 
can chart and share with 
dental professionals. Global 
rollouts of the toothbrushes 
launch in June 2014.

Brand / segment Sales* % Sales Chg $ Share** $ Share Chg** Units* % Unit Chg

Listerine / mouthwash/dental rinse $322.8 0.8% 23.2% -0.6% 70.3 2.3%

Colgate Total / toothpaste 175.7 -6.3 7.0 -0.6 48.3 -7.3

Crest 3D White Whitestrips Advanced Seal / tooth whitening 161.9 -1.5 48.2 -2.3 3.6 0.3

Crest / toothpaste 140.3 -1.5 5.6 -0.2 67.9 0.9

Colgate Optic White / toothpaste 131.9 -2.6 5.2 -0.3 34.8 -3.0

Sensodyne Pronamel / toothpaste 127.1 13.0 5.0 0.5 22.8 8.1

Sensodyne / toothpaste 121.5 39.8 4.8 1.3 22.5 40.5

Colgate / toothpaste 103.2 -1.4 4.1 -0.2 56.3 -1.2

Crest 3D White / toothpaste 103.1 41.6 4.1 1.1 27.2 39.4

Crest Whitening Plus Scope / toothpaste 99.1 -10.2 3.9 -0.5 32.8 -7.3

Colgate Max Fresh / toothpaste 84.1 2.5 3.3 0.0 27.1 0.9

Listerine UltraClean / mouthwash/dental rinse 78.7 51.6 5.7 1.8 14.6 52.7

Crest 3D White Vivid / toothpaste 76.3 -16.3 3.0 -0.7 20.2 -11.4

Crest 3D White Whitestrips / tooth bleaching 72.4 20.4 21.6 3.1 2.7 19.3

Crest Pro-Health / toothpaste 64.4 17.3 2.6 0.3 19.7 21.0

Crest Pro-Health Whitening / toothpaste 58.7 14.8 2.3 0.3 14.2 10.4

Listerine Total Care / mouthwash/dental rinse 56.7 -2.7 4.1 -0.3 10.3 -5.4

Oral-B Glide Pro-Health / dental floss 55.5 10.4 27.9 2.7 11.2 3.5

Colgate Extra Clean / manual toothbrushes 55.4 23.6 6.9 1.3 43.6 24.9

Orajel / pain relief 54.7 -2.5 30.6 0.2 8.7 -3.4

top 20 oral care brands

* In millions                                                                                                                                                                                                     ** Percent share of segment
Source: IRI for the 52 weeks ended April 20, Total U.S. Multi-Outlet (supermarkets, drug stores, mass market retailers, military commissaries and select 
club and dollar retail chains)

Oral-B gets smart
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Multi-Outlet* % Chg Drug % Chg

Toothpaste** $2.9 2.3% $0.5 4.0%

Toothbrush/dental accessories*** 2.4 1.5 0.6 1.7

Mouthwash 1.4 3.6 0.3 5.2

Total $6.6 NA $1.5 NA

beauty buyer’s guide
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Address: 11 Ranick Drive South, Amityville, N.Y., 11701
Website: SheaMoisture.com
Phone: (646) 734-3067
Email: Rgallucci@sundialbrands.com

Sundial Brands

SheaMoisture is a family company and legacy of Sofi Tucker. Grandma Sofi was widowed 
at 19, and to support her family, she made and sold her handcrafted shea butter soaps and 
other creations in Sierra Leone. Sofi became known as a healer who shared the power of 
shea butter and African black soap with families throughout the countryside. She handed 
down her recipes to grandson Richelieu Dennis, SheaMoisture founder and CEO, who incor-
porated four generations of her wisdom into his hair, bath, body, men’s, baby and cosmetic 
collections. SheaMoisture products continue to be made in culturally authentic ways, to pre-
serve the efficacy, benefits and rich history.

Firmly committed to “A Better Way to Beautiful,” SheaMoisture products are made with 
natural, certified-organic and ethically sourced ingredients. Products are not tested on animals 
and do not contain parabens, sulfates, phthalates, paraffin, mineral oil, petroleum or DEA.

beauty product listing

Address: 45 Danbury Road, Wilton, Conn., 06897
Website: BeiersdorfUSA.com
Phone: (203) 854-8003
Email: Kstenzel@bdfusa.com

Beiersdorf

Beiersdorf Inc. is the North American affiliate of global skin care company Beiersdorf AG, 
which is headquartered in Hamburg, Germany. The company has been listed on the DAX since 
2008, employs more than 16,500 employees worldwide and had sales in 2012 that totaled $6 
billion. Beiersdorf has more than 130 years of skin care experience and has a reputation for in-
novative, high-quality products. NIVEA, the world’s No. 1 skin care brand, is the cornerstone of 
Beiersdorf’s internationally successful brand portfolio, according to the company. Other leading 
brand names include Aquaphor, Eucerin, NIVEA Men, La Prairie and Labello.  

Address: 700 Sylvan Ave., Englewood Cliffs, N.J., 07632
Website: UnileverUSA.com
Phone: (201) 894-4129
Email: Alison.Castillo@unilever.com

Unilever

Unilever is one of the world’s leading suppliers of food, home and personal care products.  
Our products are present in 7-of-10 homes globally and are used by more than 2 billion people on a daily basis. In the United States, the portfolio includes such brand 
icons as Axe, Ben & Jerry’s, Bertolli, Breyers, Caress, Clear Scalp & Hair Therapy, Consort for Men, Country Crock, Degree, Dove personal care products, Good Humor, 
Hellmann’s, I Can’t Believe It’s Not Butter!, Just for Me!, Klondike, Knorr, Lever 2000, Lipton, Magnum, Motions, Nexxus, Noxzema, Pond’s, Popsicle, Promise, Q-tips, 
Ragú, Simple, Slim-Fast, Soft & Beautiful, St. Ives, Suave, tcb, TIGI, TRESemmé, Vaseline and Wish-Bone. All of the preceding brand names are trademarks or registered 
trademarks of the Unilever Group of Companies.

Unilever employs more than 10,000 people in the United States, generating more than $9 billion in sales in 2012.


