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he HomeWorld Business InFocus/OnLine report on men’s grooming

reveals strong consumer interest and retail growth prospects for men’'s

grooming appliances among current owners/users and potenital owners/
users. The report also reveals some apprehensions that could point suppliers
and retailers toward new ways to convert men to electric grooming tools.

Personal grooming is highly personal and
rewarding to most men, and that creates
the core of the retail opportunity for men’s
grooming appliances. The panel discus-
sions identified three primary factors that
represent a successful grooming experi-
ence. In order of priority they are:

HYGIENE—The most frequently ex-
pressed words were “fresh” (or some vari-
ant like “refreshed”) and “clean.” Ameri-
cans tend to be obsessed with cleanliness,
both personal and external. The cleaner
the better, and this was a prevailing theme
throughout the research. A successful
grooming experience is first and foremost
one in which the outcome is feeling clean
and refreshed.

PREPARATION—Personal grooming
takes place at the start of the day and pre-

ness, but it is more about appearing “at-
tractive” enough than about movie star
handsome. A successful personal groom-
ing experience will leave a man feeling “sat-
isfied” with his appearance

Among the users in the focus group, in
addition to shaving, most include trimming
as part of their regular grooming routine.
Among males screened for this discussion
who would be open to purchase of a male
grooming appliance, personal trimmers
(for sideburns, mustache, nose hair, etc.),
are used in 58% of their households, while
electric shavers are used in 55%.

FOCAL POINTS

* Feeling clean and refreshed are important

perceived benefits of personal grooming
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pares the individual for what is to come
It contributes “energy” to get “ready” and
“face the day" and provides “confidence.”
SATISFACTION—The word “satisfied”
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Conclusion

A successful personal grooming
experience will leave a man feeling
“satisfied” with his appearance.

METHODOLOGY

The online discussion groups on Men’s Gr ing were cond din D ber 2010, by
HOMEWORLD BUSINESS®. The moderator was provided by Albing International Market-
ing, a marketing and consulting group specializing in home furnishings clients. The par-
ticipants were recruited from a national panel based on demographic and psychographic
qualifications to cover a representative cross-section of consumers in the U.S. The first
group was composed mainly of men who are active owners/users and purchasers of men’s
grooming appliances; as well as some women involved in the purchasing. The second
group (potential owners) was composed mostly of men with limited experience with men'’s
grooming appliances that have expressed interest in purchasing the products. Both groups
included African-American men, a key target demographic of the men’s grooming category.

The screener that was used to recruit the candidates was fielded to some 300 respondents
over the Internet.

Because of the nature of the qualitative discussion group research and the relative sample size,
findings from the groups should be viewed as directional in nature and not statistically conclusive
It should further be noted that because these groups were conducted online, participants might
exhibit a higher level of technological savvy than the broader mass of consumers. Conversely, a
benefit of this technological method is a reduction in the potential for peer influence in the discus-
sion process, with participants typically feeling more comfortable expressing their true opinions

Several of the quantitative charts that accompany the discussion groups' findings in this re-
port were derived from a survey conducted during the screening process. These charts may be
interpreted as statistically conclusive

About HomeWorld Business®

HomeWorld Business is the leading business-to-
business publication covering the housewares
industry, first in news analysis, in-depth trend
reporting, full-color merchandising coverage and
exclusive industry statistics.

About Albing International Marketing

Albing International Marketing (AIM) is a marketing
and consulting group specializing in the home
furnishings industry that has a history of working
with home furnishings clients dating back to 1979.

In 2007, AIM, working with software developers
from Silicon Valley, began implementing a method
of qualitative market research over the Internet

that is closely related to focus groups. Because the
groups are conducted online, they offer the flexibility
and benefit of drawing participants from diverse
geographical locations and providing pertinent
information significantly more quickly than traditional
focus groups.
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To identify the most appropriate candidates for HomeWorld’s InFocus/OnLine panel discussions on men’s grooming, a
screener survey was sent to hundreds of prospects. Findings of the screener survey, some of which are shown here, present
a snapshot of the potential market for men’s grooming appliances. (Charts are based on respondents who answered ‘yes’ to
own/purchased/considered purchasing a men’s grooming appliance.)

Do you own, have you ever purchased or would
you ever consider purchasing any type of men’s

grooming appliance?

Would you consider purchasing
an electric shaver?

Would you consider purchasing a men’s grooming

appliance, such as a trimmer or a clipper?

What type of implement do you use
most often to shave?

Straight edge razor
1 (6%)

Non-electric

razor
(58%)

'DISCUSSION GROUP DIALOGUE**

Group 1: Owners/Users

Choose a few of words that describe
how you feel after a successful
grooming experience.

Matthew D: Clean, smooth-skinned,
more attractive.

Andre (African American): clean,
fresh, so smooth, so suave, so debonair.
Jacob M: | feel clean, attractive, satisfied.
Greg: | just want to not look shabby and
feel clean!

Mike: | feel ready to face the day, like | am
| fresh and clean

Julie (African American): For my
husband, fresh

Doris: Smooth, clean, fresh

Alvis D (African American): Re-
freshed, clean, lightweight

Jacob: | feel satisfied and clean.

What do you like or dislike about
trimmers?
| Greg: My clippers have variable height

Which of the following best describes

your facial hair?

adjustments and trim easily. | like that.
Mike: Sometimes it's difficult to adjust the
guard so | don't trim too much.

Julie: Being inter-changeable and
adjustable.

Doris: Hubby likes ease of use.
Greg: | hate having to lubricate it.
Jacob: | like that they are fast, easy to
use, and easily accessible.

Jacob M: Not as powerful.

Alvis D: They cut pretty close, but at
times can get a little irritating.

Greg: | wish they were a bit wider.

Do you prefer task specific trimmers
or multi-purpose trimmers?

Andre: | prefer multipurpose because it
saves money.

Matthew D: | like multi-purpose as well,
more valuable to me.

Jacob M: | prefer multi-purpose trimmers
so | don't have to spend extra money and
have trimmers that take up too much space.
Jacob: For me price is the most important

Which types of men’s grooming appliances are

used in your household?
(Select all that apply)

No facial hair
(38%)

Shavers

Personal trimmer (for sideburns, mustache, nose hair, etc.)

Hair clipper

54%

Other, please specify

1%

Source: HomeWorld InFocus/OnLine screener survey

variable.

Sheteka (African American): Multi-
purpose, less clutter and saves money.
Matthew D: I'd take convenience - if it
wasn't too much more than the alternative.
Greg: Value is important, but so is
convenience.

Are these products durable?

Mike: Not terribly durable, but they are not
expensive.

Doris: Everything nowadays is so dis-
posable, so | usually go for lower price
because | figure I'll have fo buy another
one in a year or so.

Matthew D: It doesn't matter how well
you take care of something if it's not made
well.

Alvis D: If you get a good brand and take
care of them, they can last a very long
time.

Stephen: | feel like the product will be
durable if it is maintained.

** Excerpted from HomeWorld InFocus/OnLine discussion group

Does anyone own home hair cutting
kits and clippers? Who in your
household uses them? On whom?
Doris: | use it on my hubby and son.
Andre: Yes we own a set, and my wife
uses them on our children.

Alvis D: | use them on myself and to cut
my 2 sons; hair about every 2 weeks. | use
them because I'm good at cutting their hair
and saves time, money and frustration with
dealing with barber shops. Jacob: | don't
own any hair clippers, but have been think-
ing about buying some in the very near fu-
ture. | get a cut about every 2 weeks, and
it would definitely save me some money.
Doris: | use clippers just to trim my son’s
hair because it saves $. It's easy and fast.
Greg; | used mine once to cut my girl-
friend's kid's hair, it was hard! It took too
long and left little stragglers sticking up, so
| wouldn't try again.

Andre: | have twin 4-year-old boys. The
clippers have already paid for themselves.







