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Executive Summary

Market Opportunity
The Indian men's grooming market is projected to reach US$ 3,322.6 million by 2030, with 
skincare holding a dominant 48.38% market share. This represents a compelling high-growth 
frontier driven by rising disposable incomes and evolving consumer attitudes.

Consumer Evolution
Modern Indian males, particularly Gen Z and millennials, are digitally native and increasingly 
discerning. Their motivation has shifted from external validation to personal well-being and 
self-confidence, creating demand for efficacy-focused solutions.

Market Gap
Despite growing interest, consumers find the product landscape confusing and struggle with 
consistent routines. This reveals a critical opportunity for brands that prioritise simplicity and 
proven efficacy.

Strategic Recommendations
Position as the definitive "Efficacy-First" skincare 
solution with science-backed formulations

Launch focused hero product portfolio addressing 
specific consumer pain points

Adopt premium pricing model to avoid 
commoditisation trap

Execute phased D2C-first Go-to-Market strategy with 
strategic offline expansion

Key Success Factor: The 
competitive landscape 
shows that D2C brands 
leveraging digital platforms 
have successfully disrupted 
traditional players, with 
market leaders like The 
Man Company 
demonstrating the viability 
and scalability of this 
model.

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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The Indian Men's Grooming Market:
Market Size and Projections
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The business case for entering the men's personal care market in India is underpinned by its 
aggressive growth trajectory. Multiple market intelligence firms present varying but consistently 
bullish forecasts, with CAGRs ranging from 6.8% to 12.1% during the 2024-2030 period.

48%

Skincare Market Share
Largest revenue-generating 
category in 2021, confirming 

skincare as the strategic entry 
point

9.6%

Projected CAGR
Compound Annual Growth Rate 

from 2022-2030, indicating 
sustained market expansion

38%

Middle Class Growth
Expected share of total 

population by 2031, up from 
31% currently

The divergence in growth projections highlights the dynamic and emerging nature of the 
industry. For new brand founders, this means the market's strong upward trajectory is certain, 
but business models must be agile and data-driven rather than relying solely on long-term 
forecasts.
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Primary Growth Catalysts

Rising Disposable Incomes
Economic development and rapid urbanisation are providing consumers with greater financial 
resources. India's middle class is expected to increase from 31% to nearly 38% of the 
population by 2031, creating strong demand for premium products.

Evolving Societal Norms
The stigma associated with men's personal care is rapidly fading. Social media exposure to 
global beauty standards has normalised men's grooming and elevated personal wellness as 
essential self-care.

E-commerce Revolution
With over 750 million internet users in India by 2023, digital infrastructure enables D2C brands 
to bypass traditional retail barriers and reach niche audiences with differentiated products.

Regional Market Dynamics
Urban hubs like Delhi, Mumbai, and Bengaluru 
lead the market due to higher disposable 
incomes and exposure to global trends. 
However, Tier-II cities are showing rapid 
growth, driven by increasing digital penetration 
and the convenience of online shopping.

This geographic expansion presents significant 
opportunities for brands that can effectively 
leverage digital channels to reach emerging 
markets beyond traditional metropolitan areas.

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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The Modern Indian Male Consumer: 
The Gen Z & Millennial Male: A New Grooming 
Paradigm

Motivation Shift
The modern Indian male is driven by a profound desire for "self-confidence" rather than 
simply looking attractive. This shift from external-facing to internal-facing benefits means 
brands must focus on empowerment and personal well-being.

Peer Influence Over Celebrity
Gen Z men are more influenced by their male friends (45%) than by celebrities (23%) when 
adopting grooming products. This suggests effective marketing must prioritise authentic, peer-
to-peer advocacy over polished celebrity campaigns.

Purchase 
Decisions

Celebrity 
Influence

Endorsements by 
famous personalities.

Social Media
Trends and ads on 
online platforms.

Personal 
Research
Independent 

investigation of 
options.

Peer Influence
Recommendations 
from friends and 

family.

Understanding these psychological and behavioural drivers is paramount for developing a brand 
that builds deep, lasting connections with the target audience. The rejection of traditional celebrity-
driven marketing models opens opportunities for authentic community building.

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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Skincare Pain Points & Rituals

The Active Participant
The Indian male consumer is increasingly adopting dedicated 
skincare routines, particularly Gen Z men who dedicate more time to 
evening and nighttime routines compared to older generations. 
However, this growing interest is accompanied by significant 
challenges.

01

Complexity and 
Confusion
23% of Gen Z finds it 
challenging to select the right 
products, leading to 
inconsistent usage. Consumers 
seek simplified, guided 
experiences rather than 
overwhelming choices.

02

Unmet Efficacy Needs
Consumers are becoming more 
discerning and sceptical of 
products that fail to deliver 
consistent, visible results. They 
seek brands that can showcase 
proof of efficacy through 
clinical trials.

03

Holistic Wellness 
Mindset
A third of Indian Gen Z favours 
lifestyle changes such as 
healthy diet and proper sleep 
over products alone to address 
skin issues, recognising that 
pollution, poor sleep, and stress 
significantly impact skin 
appearance.

55%

25%

12%

8%

Acne Chapped Skin Dark Circles Other Concerns

While acne remains the primary concern for 55% of men, anti-acne claims still lag behind other 
claims like moisturising and brightening in product launches, creating a clear market gap for 
efficacy-focused solutions.
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Competitive Intelligence
A deep understanding of current market leaders is essential for formulating a successful entry 
strategy. The following analysis benchmarks key competitors across crucial metrics to identify 
strengths, weaknesses, and potential vulnerabilities.

Strategic Benchmarking Analysis

Brand Primary 
Positioning

Key Categories Pricing (INR) GTM Model

The Man 
Company

Premium 
Grooming & 
Gifting for 
Modern Man

Skincare, Beard, 
Fragrances, 
Body, Hair, 
Gifting

Accessible 
Premium: Face 
Wash (¹249), 
Serum (¹399)

D2C-first 
Omnichannel

Ustraa "Bring Out the 
Swag," youth-
focused

Beard, Hair, 
Fragrances, 
Skincare, 
Trimmers

Mid-
Range/Discount: 
Face Wash 
(¹219), De-tan 
(¹293)

D2C-centric with 
heavy 
discounting

Bombay 
Shaving 
Company

"Revolutionising 
Men's 
Grooming"

Razors, 
Trimmers, Shave 
Care, Skincare

Value/Affordable
: Razors (¹100-
400)

Hybrid D2C & 
Retail

Kiehl's Scientific, 
Efficacy-based 
Skincare

Skincare, Shave, 
Hair, Body

Ultra-Premium: 
Face Wash 
(¹3,200)

Boutique Retail & 
E-commerce

1

Price Positioning Gap
Clear white space exists 
between heavily 
discounted mid-range 
brands (¹200-400) and 
ultra-premium options 
(¹3,000+) for science-
backed, premium 
positioning.

2

Efficacy 
Communication
Most brands focus on 
lifestyle messaging rather 
than transparent ingredient 
education and clinical 
proof points.

3

Simplification 
Opportunity
Existing players offer 
extensive product ranges 
that may overwhelm 
consumers seeking 
simplified, curated 
solutions.

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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Analysis of Competitor Strategies

The Man Company's Omnichannel Blueprint
Provides a comprehensive case study in successful D2C brand scaling. Starting digital-first, they 
prioritised building category education through content-first approach, then expanded into offline 
channels. Their success is validated by Emami's full acquisition.

The Peril of Perpetual Discounting
Brands like Ustraa and Beardo rely on continuous deep discounts, risking commoditisation. When 
perpetually on sale, brands condition consumers to wait for discounts, eroding perceived value and 
making long-term equity building difficult.

The Power of Storytelling
Successful D2C brands prove that powerful brand narrative is as important as the product. The Man 
Company's "modern masculinity" and Ustraa's "Bring Out the Swag" demonstrate brands sell 
lifestyle and identity, not just skincare.

Key Insight: The market has proven that D2C models work, but sustainable success requires 
value-based pricing and authentic community building rather than discount-driven acquisition 
strategies.

Strategic Takeaway: Focus on 
building intrinsic brand value 
through efficacy and education 
rather than competing on price.

For a new premium brand, establishing value-based 
pricing from the outset is essential. This means 
focusing on product quality and proven efficacy to 
justify pricing, thereby attracting and retaining a 
more loyal customer base that values results over 
discounts.

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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Strategic Recommendations
The "Scientifically Simple Skincare" Niche
The recommended brand positioning is to become the "Efficacy-First" solution for the discerning 
Indian man. The market has existing lifestyle brands, mass-market players, and high-end luxury 
options, but there is a clear white space for a brand that combines scientific credibility with 
simplicity.

Transparent Efficacy
Every product claim must 
be backed by transparent 
data and clear explanation 
of active ingredients. The 
brand should be seen as an 
authority on skincare 
science, building trust 
through education.

Simplified Rituals
The product line should be 
concise and focused on 
limited hero products. Offer 
curated, step-by-step 
routines for specific skin 
concerns, demystifying the 
skincare journey.

Educational Authority
Don't just sell products4
educate the audience. 
Provide trusted, unbiased 
skincare knowledge to 
build credibility and 
customer loyalty beyond 
transactions.

Educational Authority

Scientific Credibility Simplified Experience

Science + 
Education

Simplicity + 
Education

Educati
onal 

Authori
ty

Efficacy-
First 

Position

Want to learn more?
Visit us at www.worldoneconsulting.com or email us at bsharma@world1.co.in
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Product Mix Strategy
The initial product portfolio should be concise yet impactful, designed to address the most common 
and critical pain points identified in the research.

Phase I: The Hero Portfolio
Launch with three focused products 

addressing core consumer needs and pain 
points.

Phase II: Targeted Solutions
Expand based on market feedback with 

specialised products like De-Tan range or 
Night Repair moisturiser.

Hero Product 1: The 
Daily Cleanser

A simple, effective face wash 
with Salicylic Acid or 
Niacinamide. Given that acne 
is a primary concern for men, 
this addresses the most 
critical need with proven 
ingredients.

Hero Product 2: The 
Efficacy Serum

A concentrated serum with 
single, potent active 
ingredient like Vitamin C for 
brightening or Hyaluronic 
Acid for hydration. Directly 
addresses the consumer's 
desire for products that "just 
work".

Hero Product 3: The 
Daily Protector

A lightweight, non-
comedogenic sunscreen with 
high SPF and no white cast. 
Addresses growing sun 
protection concerns and 
formulation pain points.

Pricing & Revenue Model

Value-Based Premium Pricing
Adopt premium price point higher than 
heavily discounted competitors but below 
ultra-luxury tier. This avoids price 
competition and reinforces positioning as 
high-quality, efficacy-first solution.

Bundling & Gifting Strategy
Create curated "solution kits" and 
"routine bundles" that increase Average 
Order Value while simplifying purchasing 
decisions. Capitalise on gifting as 
significant revenue driver in men's 
grooming market.
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Go-to-Market (GTM) Plan
Channel Strategy: The Phased Omnichannel 
Playbook

D2C-First Foundation
Brand website as primary sales channel provides maximum control over brand narrative, 
customer data, and consumer experience. Must be highly intuitive with robust search and 
filtering capabilities.

Strategic Offline Expansion
Once digital foundation is established, expand into modern trade retail stores like 
Shoppers Stop and Lifestyle. Builds physical credibility and reaches new consumer 
segments.

Marketing and Promotion: The "Educate, Don't 
Just Sell" Model

Content Marketing Strategy
High-quality educational content for 
Instagram and YouTube

"How-to" tutorials on building simple 
routines

Debunking common skincare myths

Explaining science behind hero ingredients

Influencer Strategy
Focus on authenticity and trust over 
celebrity endorsements

Build network of "dermfluencers" 
(dermatologist influencers)

Partner with micro-influencers for credible 
product advocacy

Encourage User-Generated Content 
showcasing real results

Educational 
Content
Create valuable, 
science-based content 
that positions the brand 
as a trusted authority in 
men's skincare, 
building credibility 
before selling.

Community 
Building
Foster authentic peer-
to-peer advocacy 
through user-
generated content and 
real customer 
testimonials 
showcasing product 
efficacy.

Expert Validation
Partner with 
dermatologists and 
skincare experts to 
provide scientific 
credibility and 
professional 
endorsement of 
product formulations.
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Implementation Roadmap & Critical 
Success Factors
Phased Implementation Roadmap

Phase 1: Foundation 
(Months 1-6)
Build core infrastructure: 
finalise product 
formulations, secure 
manufacturing partner, 
launch robust D2C website 
with focus on user 
experience. Initiate pre-
launch content campaign.

Phase 2: Launch & 
Growth (Months 7-18)
Launch core hero products 
with multi-channel digital 
campaign. Activate 
influencer network and 
community-building 
initiatives to drive initial 
sales and brand 
awareness.

Phase 3: Scaling & 
Expansion (Months 
19+)
Expand product line based 
on market feedback. 
Execute strategic entry into 
offline retail channels. 
Consider celebrity 
ambassador or high-profile 
partnerships for increased 
reach.

Critical Success Factors

Substantiated 
Efficacy
The brand's survival 
depends on delivering on 
the promise of "it just 
works". Transparent 
communication about 
ingredients and clinical 
trial data will be non-
negotiable for building 
long-term consumer trust.

Simplifying the 
Journey
Act as a guide, not just a 
store. Offer simplified 
product selection, curated 
routines, and clear 
educational content to 
overcome consumer pain 
points of confusion and 
inconsistency.

Authentic 
Storytelling
Brand narrative must 
resonate with the modern 
male's desire for self-
confidence rather than 
superficiality. Empower 
consumers and build 
community that makes 
grooming essential to their 
identity.

Final Thought: Success in India's men's skincare market requires more than great products4it 
demands a deep understanding of the evolving consumer mindset, a commitment to education 
over promotion, and the courage to build a premium brand in a discount-driven landscape. The 
opportunity is significant for those who can execute with precision and authenticity.
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Ready to Begin Your Journey?
"We've mapped the terrain; the path to market leadership is now clear."

4 Bindu Sharma, Co-founder

The Indian men's skincare market presents a lucrative and strategic opportunity for visionary 
entrepreneurs. The insights and blueprint within this comprehensive report are meticulously 
designed to guide your first steps and establish a formidable presence in this evolving landscape.

Partner with World One Consulting
If you are looking to venture into this dynamic category and need a trusted partner to bring your 
vision to life, we at World One Consulting are uniquely positioned to assist. We operate as your one-
stop retail partner, specializing in comprehensive brand strategy, enabling omnichannel growth 
across India, global markets, and direct-to-consumer (D2C) platforms. Our expertise ensures a 
seamless transition from strategy to successful execution, mitigating risks and maximising potential.

Leverage our in-depth market knowledge, strategic insights, and extensive network to navigate the 
complexities of the Indian market and beyond. We are committed to fostering your brand's growth 
and ensuring long-term success.

Connect with Us

www.worldoneconsulting.com bsharma@world1.co.in
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