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"Current sales in the shaving and hair removal category
remain sluggish, due to the competitive landscape and

value-driven nature of the category. Sales are expected to
level off with minimal gains through 2020."

-
Rebecca Cullen

, Research Analyst

This report looks at the following areas:

• Category sales stagnant
• Millennials, Hispanics more inclined to use professional services
• Private label products outgain branded products

Sales of shaving and hair removal products remain stagnant due to the competitive nature of the
category and a general price-driven approach among shoppers. Still, growth opportunities exist in the
more than $4 billion category, including shaving products that promote skin health and professional-
quality results. Focusing on engaged demographic groups, such as younger adults and Hispanics, could
also generate results.
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