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How can L'Oréal help grow the Nordic male beauty market by 50% over the next five years, and what 

strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Overall Key Question

The following is the scope of work given by L’Oréal:

Scope of Work

Key Tasks:

Identify the fundamental 

barriers, which opportunities 

offer highest potential for 

expansion, and prioritize the 

most attractive male segments 

1

Propose initiatives that drive 

category growth while 

capturing the largest share of 

this expansion

2

Provide a phased rollout plan 

with timelines, resource 

allocation, and financial 

projections

3

Grows market 

by 50%
Bold & Creative Customer-Centric Innovative

Key Criteria:
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Our recommendations for L’Oréal clearly addresses the following key tasks and results in tangible impacts

Executive Summary

Key Question

Strategies

Impacts

AI-Powered Quiz

Subscription Bundles

“Strong Skin Starts Here” Campaign 

You Care, Skincare

99M
5 Year Incremental 

Revenue

54%
5 Year growth in Men’s 

Nordic Beauty Market

56%
Market Capture of Growth

How can L'Oréal help grow the Nordic male beauty market by 50% over the next five years, and 

what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Nordic-Based Accelerator 

L’Oréal Accelerator
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First, our team conducted an analysis on the Nordic male beauty market, and found the following trends

Analysis – Nordic Male Beauty Market

The market is small but growing…

Estimated CAGR 

from 2019 to 2024

Source: Case Packet

Male beauty segment made up only 

8% of total regional beauty sales

5% 8% of sales

…driven by a handful of product categories

Global, large 

players

Men's Fragrances

Men's Shaving

Men's Deodorants

Men's Skin Care

Men's Bath and Shower

Men's Hair Care Source: Case Packet

Unparallel investment 

in R&D

Sustainability 

performance

Unmatched portfolio 

diversity

Leadership in 

innovation

Mid-sized EU 

players

Regional, Nordic 

indie players

Source: Case Packet Source: Case Packet

1 2 3

There are 3 main types of competitors… …and L’Oréal has several competitive advantages

11%

Key Takeaway: L’Oréal is positioned to capitalize on the market growth by using their competitive advantages 
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Across the Nordic region, consumers showed highly favorable category trends

Analysis – Consumer Trends

Consumer Trends Insights Implications

Digital-first discovery and 

purchase
1

Higher willingness to try 

new brands and formats
2

Growing preference for 

gender-neutral positioning
3

of Gen Z & Millennials like to 

experiment with appearance

82%

49%

34%
Use unisex, shareable products as 

the easy entry, then guide men to 

simple add-ons for repeat use

Make trying feel safe with small 

sizes, bundles, and easy 

swaps so more men start

Make digital the main place to 

teach and guide men to the right 

routine fast

Key Takeaway: 

Build a simple digital journey that helps men’s first try low-risk and fast, using unisex basics as the easy entry

Source: Case Packet

Source: PostNord Survey

of Nordic consumers shopped 

online in the past 30 days

average share of unisex 

products across face & hair 
Source: Case Packet
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Using the implications and additional research, our team identified the “Modern Maintainers” as L’Oréal’s target 
consumer

Analysis - Customer Segments

Barrier 1: Lack of card

of our customers 

are paid in 

cash/cheque 

90%

Bottleneck lies not with employers… 

…but with workers who distrust cards

Fear of 

hidden fees 

Lack experience 

with banking

Administratively 

much easier 

than cash

Entitled to >1 wage 

formats by law

Most employers of 

unbanked workers 

offer payroll cards

Need to increase uptake of payroll cards by employees 

by building trust and educating on benefits

Lack of card

Key Opportunities For L’Oréal

Health/

Wellness 

Orientation

Importance of Opportunity

Actively engage in health 

& wellness behaviors

Appearance

Consciousness

Lifestyle Alignment

Alignment

Brand Loyalty

Health/Wellness 

Orientation

Trend Driven

Willingness to 

Pay

Hannes

Modern Maintainers

Sustainable & Ethical

Sensitivity

Digital Engagement

72%

91%

63%

81%

67%

80%

65%

82%

Sources: Team Analysis, McKinsey, Deloitte, Statista, BCG, Accenture  

of Gen Z prioritize 

physical & mental health

Appearance 

Consciousness

Importance of Opportunity

of Gen Z consumers say they 

spend more on appearance-

related products

of Gen Z say looking 

good is important to 

their confidence

*More details in appendix

52% 47%

72% 65%



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Using the implications and additional research, our team identified the “Modern Maintainers” as L’Oréal’s target 
consumer

Analysis - Customer Segments

Barrier 1: Lack of card

of our customers 

are paid in 

cash/cheque 

90%

Bottleneck lies not with employers… 

…but with workers who distrust cards

Fear of 

hidden fees 

Lack experience 

with banking

Administratively 

much easier 

than cash

Entitled to >1 wage 

formats by law

Most employers of 

unbanked workers 

offer payroll cards

Need to increase uptake of payroll cards by employees 

by building trust and educating on benefits

Lack of card

Key Opportunities For L’Oréal

Health/

Wellness 

Orientation

Importance of Opportunity

Actively engage in health 

& wellness behaviors

Appearance

Consciousness

Lifestyle Alignment

Alignment

Brand Loyalty

Health/Wellness 

Orientation

Trend Driven

Willingness to 

Pay

Hannes

Modern Maintainers

Sustainable & Ethical

Sensitivity

Digital Engagement

72%

91%

63%

81%

67%

80%

65%

82%

Sources: Team Analysis, McKinsey, Deloitte, Statista, BCG, Accenture  

of Gen Z prioritize 

physical & mental health

Appearance 

Consciousness

Importance of Opportunity

of Gen Z consumers say they 

spend more on appearance-

related products

of Gen Z say looking 

good is important to 

their confidence

*More details in appendix

52% 47%

72% 65%

Key Takeaway:

L’Oréal must address the values of customers like Hannes to penetrate the male beauty market
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Finally, our team conducted an analysis of L’Oréal’s product segments to find what would be most effective in growing the male 
beauty market by 50% over 5 years

Analysis - Product Segments

Size of Segment Market Saturation AddressabilityImpact Expansion Potential

Evaluation 

Criteria

Shaving

Skincare

Deodorant

Can L’Oréal effectively 

address and grow this 

segment?

Is the market already 

crowded with 

competitors?

What is the segment 

share of the market?

Is the potential 

expansion relatively 

higher?

Will entering the 

segment significantly 

grow the market

Hair Care

Bath & 

Shower

Fragrances

2.2%

Sources: Team Analysis, Case Packet, Statista, McKinsey

4.5%

4.9%

2.0%

6.7%

5.4%

Moderate

High

Low

Moderate

Low

Low

26%

42%

10%

15%

2%

4%
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…and found that skincare is the most effective way to grow the male beauty market over five years

Analysis - Product Segments

Size of Segment Market Saturation Addressability Expansion Potential

Evaluation 

Criteria

Shaving

Skincare

Deodorant

Can L’Oréal effectively 

address and grow this 

segment?

Is the market already 

crowded with 

competitors?

Is the potential 

expansion relatively 

higher?

Hair Care

Bath & 

Shower

Fragrances

2.2%

Sources: Team Analysis, World Bank, International Monetary Fund, Department of Statistics Malaysia, PwC 

4.5%

4.9%

2.0%

6.7%

5.4%

Supportive

Supportive

Moderate

Moderate

Restrictive

Moderate

4.3

3.3

3.6

3.0

3.5

3.3

Highly developed but oversaturated market with limited growth potential, won’t be enough to reach the 50% 

growth alone

Highly developed and oversaturated, limited growth and not aligned with L’Oréal’s value proposition; very 

basic good 

Competitive and demand is growing, but expansion potential is not as high as other segments

Developed market, unlikely to move the needle and low demand for L’Oréal products from customers

Already highly developed, oversaturated, and will not drive 50% growth

Primed for growth; young generations are interested in learning more, only makes up 10% of the market 

but L’Oréal has the brands to address growing demand

Impact

Will entering the 

segment significantly 

grow the market

What is the segment 

share of the market?
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Next, our team analyzed which L’Oréal skincare brand to prioritize 

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e
le

v
a

n
c

e
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o
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o
n

s
u

m
e

r

Relevance to Consumer:

Is the brand unisex and 

aligned with Nordic 

preferences? 

Reach and Impact:

Would this brand drive the 

growth required by the 

case?

Sources: Case packet, team analysis

Legend

Comparing L’Oréal’s skincare 

brands based on effectiveness
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…and found that CeraVe, La Roche Posay, and Kiehl’s Since 1851 should be prioritized

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e
le

v
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s
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m
e

r

Relevance to Consumer:

Is the brand unisex and 

aligned with Nordic 

preferences? 

Reach and Impact:

Would this brand drive the 

growth required by the 

case?

Sources: Case packet, team analysis

Legend

Comparing L’Oréal’s skincare 

brands based on effectiveness
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…and found that CeraVe, La Roche Posay, and Kiehl’s Since 1851 should be prioritized

Skincare Brand Analysis

Low High
Reach and Impact

Low

High

R
e
le

v
a

n
c

e
 t

o
 C

o
n

s
u

m
e

r

Sources: Case packet, team analysis

Second Priority:

La Roche Posay represents a more 

mid-premium segment that can be 

tapped into in the medium-term

First Priority:

CeraVe represents an accessible 

entry point into the male market, 

making it an attractive top priority

Third Priority:

Kiehl’s is a premium segment that 

L’Oréal can promote in the long-term 

once the market is more established



1

You Care, 

Skin Care

AI-Powered Quiz

Subscription Bundles

Promotion

Key tasks addressed

1 Identify the fundamental barriers

2
Propose initiatives that drive 

category growth
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Hannes is an example of a customer who is familiar with skincare, but has several barriers

Hannes is one example of L’Oréal’s target male customer

Customer Profile

Customer Profile

Hannes

23 years old

Customer Characteristics:

Cares about 

appearance and 

health

Digitally savvy, 

shops online 

frequently

Only does “basic” 

hygiene 

Pain Points:

37% of males are 

confused by 

grooming products

~45% of Gen Z 

and Millennials 

have low access to 

information

56% of men stick 

with products they 

know and don’t 

experiment
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We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about L’Oréal products 

Follow-Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: L’Oréal must address the barriers throughout the customer journey and meet 

Hannes where he is at by making skincare less intimidating 

Confusion Low Access to Info RoutinePain Points:
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We have outlined the steps of the customer journey to becoming skincare users, along with corresponding barriers

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about L’Oréal products 

Follow-Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Confusion Low Access to Info RoutinePain Points:

Key Takeaway: L’Oréal must first address the awareness and education steps of the customer journey
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L’Oréal can launch a campaign to shift men’s perception of skincare from confusing and inaccessible to a part of their daily routine 

Awareness & Education 

“Strong Skin Starts Here.”

Strategic Objective

Demonstrate the importance of skincare for men, 

gentleness, and ease of use of CeraVe’s products

Product & Business Model Innovation

Promotion

1

2

Phase 1: CeraVe Activation

CeraVe is an entry point for men’s skincare 

since they’re already familiar with the brand 

and it meets consumer preferences

Dual Approach
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L’Oréal can utilize their beauty technology to create an AI-powered skin type quiz to recommend CeraVe products through the 
CeraVe Nordic websites

Awareness 

Case Study: Douglas

A skincare company based in Germany, implemented AI 

powered beauty diagnostic tools and reported higher 

conversion rates and improved online engagement

Try it yourself!

Key Data: 

of consumers expect companies to 

deliver personalized interactions

Personalized product 

recommendations increase beauty 

conversion rates by 20–30%

of Gen Z say interactive digital tools 

influence their purchase decisions

Source: Deloitte, Forrester Report, McKinsey

71%

Up to 

30%

58%
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L’Oréal should utilize retail promotions to increase awareness for customers already at the store buying products

Awareness 

Tagline calling out simplified routine, 

gender-neutral branding
1

QR Code leads to diagnostic skin 

type quiz on CeraVe website
2

NFC Tag that leads to an interactive 

before/after product demonstration
3

Placed next to men’s care such as 

razors, making it accessible and visible
4

1

2

3

4

Retail Partners:

L’Oréal can leverage existing retail relationships to promote 

skincare for men in a more engaging way 
Key Insight: 
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L’Oréal should utilize retail promotions to increase awareness for customers already at the store buying products

Awareness 

Tagline calling out simplified routine, 

gender-neutral branding
1

QR Code leads to diagnostic skin 

type quiz on CeraVe website
2

NFC Tag that leads to an interactive 

before/after product demonstration
3

Placed next to men’s care such as 

razors, making it accessible and visible
4

1

2

3

4

Retail Partners:

L’Oréal can leverage existing retail relationships to promote 

skincare for men in a more engaging way 
Key Insight: 

Key Benefit: 

Using traditional retail channels meets the male 

customer where they’re at
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Next, L’Oréal should introduce the “Strong Skin Starts Here” campaign, tailoring language to each country 

Awareness & Education 

Commercial

“Strong Skin Starts Here” Campaign

Winter commute wind-burn1

Sunny outdoor weekend3

Post-workout sweat and shower2

Social Media 

Marketing Campaign

Key Takeaway: Raises awareness of the importance of skincare for men 

and encourages them to learn more

Positions face care as everyday self-

maintenance, boosting openness

Turns features into scenario of 

“what and when,” reducing confusion

Lowers effort and risk, 

anchoring repeat use to routines

Achieved Outcomes:
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… and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

“Strong Skin Starts Here” Campaign

Social Media 

Marketing Campaign

Features the following paid & 

organic elements:

Posters placed around the cityStory and in-feed promoted content

Posters placed around the city#MyCeraVe UGC prompt with giveaways

Posters placed around the cityRedirects to skin type quiz when clicked 
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… and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

“Strong Skin Starts Here” Campaign

Social Media 

Marketing Campaign

Achieved Outcomes:

Posters placed around the city
Provides digestible and relevant product 

information to reduce information barrier

Posters placed around the city
Engages in opinion leadership and organic 

testimonials to raise awareness

Posters placed around the city
Moves consumers down the engagement 

funnel, ultimately leading to conversion
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… and engage with a wide variety of audiences on popular digital platforms

Awareness & Education 

Commercial

“Strong Skin Starts Here” Campaign

Social Media 

Marketing Campaign

Achieved Outcomes:

Posters placed around the city
Provides digestible and relevant product 

information to reduce information barrier

Posters placed around the city
Engages in opinion leadership and organic 

testimonials to raise awareness

Posters placed around the city
Moves consumers down the engagement 

funnel, ultimately leading to conversion

Key Takeaway: 

Turns simple, relatable content into clear product understanding and trusted peer 

proof, guiding men from curiosity to a confident first routine and repeat purchase



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

As a result, Hannes is aware of L’Oréal products and is educated on what to buy/how to use them 

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about L’Oréal products 

Follow-Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: Now that Hannes is aware, L’Oréal has to convert him to become a loyal customer

Confusion Low Access to Info RoutinePain Points:
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To increase conversion, L’Oréal can offer a new CeraVe skincare bundle catered to men, offered online

Conversion & Purchase

Case Study: Dollar Shave Club and Harry’s 

Subscription bundling and routine simplification successfully 

convert male hygiene users into skincare users

Source: Harvard Business Review, McKinsey

Skin type quiz recommends 

products to bundle

Features

Sample sizes are offered for free 

if signed up for subscription

Additional products can be 

added for extra

Refillable option is available to 

reduce plastic use

49% say subscription options 

reduces decision-making 

effort

Success backed by data:

Product bundles increase 

average order value by 10–30% 

compared to single-SKU 

purchases

Cross-selling complementary 

products increases conversion 

probability by 15–25%
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L’Oréal can offer a new, personalized CeraVe skincare bundle catered to men, offered online

Conversion & Purchase

Case Study: Dollar Shave Club and Harry’s 

Subscription bundling and routine simplification successfully 

convert male hygiene users into skincare users

Source: Harvard Business Review, McKinsey

Skin type quiz recommends 

products to bundle

Features

Sample sizes are offered for free 

if signed up for subscription

Additional products can be 

added for extra

Refillable option is available to 

reduce plastic use

49% say subscription options 

reduces decision-making 

effort

Success backed by data:

Product bundles increase 

average order value by 10–30% 

compared to single-SKU 

purchases

Cross-selling complementary 

products increases conversion 

probability by 15–25%

Key Benefit: 

Offering personalized skincare bundles will make purchase frictionless for new 

customers and turn them into repeat, loyal customers
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After subscription is purchased, L’Oréal can continue to educate the customers and introduce them to more complex products, so 
they can build a full routine and become skincare enthusiasts

Follow-Up 

Strategic Purpose: 

Communicate with customers via Whatsapp regarding 

subscription orders, refills, and any other questions

Offer customers an anonymous question forum for their skincare 

needs and routine questions, reducing stigma and barrier to information

Source: Gartner, McKinsey

1

2

Case Study: Harry’s 

Harry’s uses SMS messaging for refill updates, add-on 

recommendations, one-click add to order, and more to reduce 

customer churn and increase overall engagement

Additional touchpoint for customers to interact with products, learn 

more, and explore additional products to add to basic routine
3

90%+ SMS marketing 

open rates compared to 

20-30% for email

Subscription reminders 

reduce churn by 15–30%
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All pain points and steps of the customer journey have been addressed through our strategies

Customer Journey

Conversion & Purchase
Decide to purchase

Awareness
Learn about L’Oréal products 

Follow-Up
Encourage customers to 

become loyal 
Education

Learn about product benefits and 

how to use them

Hannes

Key Takeaway: Hannes has now been converted into a skincare customer

Confusion Low Access to Info RoutinePain Points:

Hannes has been successfully 

pulled through entire funnel
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After successfully reducing barriers for CeraVe consumers, L’oréal can replicate the approach with two other brands

Medium and Long-Term Outlook

Key Takeaway: CeraVe drives easy entry, La Roche-Posay scales through trust and guided care, and 

Kiehl’s builds long-term value through premium experiences and loyalty

Shift the program toward premium experience, 

personalization, and loyalty that makes 

routines feel worth upgrading

Refine the quiz into a concern-first path

 with clearer outcomes and fewer steps
1

Shift marketing from lifestyle to credibility-led 

proof through dermatologists & pharmacists
2

Evolve bundles into structured plans with follow-

up reminders and easy swaps
3

Upgrade the quiz into a lifestyle routine builder 

with base and premium selections
1

Emphasize community and identity through 

creator storytelling and premium routines 
2

Focus on membership (VIP, loyalty) to build re-

purchase behavior and grow basket size
3

Phase 2: La Roche Posay Activation

Shift the program toward higher-trust, concern-

specific guidance that feels clinical and 

pharmacist-endorsed

Phase 3: Kiehl’s Activation



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Impacts from Core Growth

Impact

Key Tasks Accomplished:

56%
Market Capture of Growth

Impact

+99M
Incremental Revenue Through 5 

Years

Identify the fundamental barriers, which 

opportunities offer highest potential for 

expansion, and prioritize the most 

attractive male segments 

Key Task 1

Propose initiatives that drive category 

growth while capturing the largest 

share of this expansion

Key Task 2



2

L’Oréal 

Accelerator

Nordic-Based 

Accelerator 

Key tasks addressed

2
Propose initiatives that drive 

category growth while capturing the 

largest share of this expansion



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

To grow the entire market, L’Oréal can introduce a Men’s Beauty Startup Accelerator Program

Recommendation

As the global leader in beauty, L’Oréal has 

both the responsibility and the capability 

to expand the category itself. 

L’Oréal’s looking to grow the entire category… 

“Nordic markets feature prominent local 

and regional brands, which resonate 

deeply with consumers valuing 

transparency and wellness”

Capitalize on this opportunity through a 

mutually beneficial accelerator event 

Come together with local brands to grow the 

category to build trust, reduce hesitation, 

and help more men become repeat 

beauty product users

Men’s Beauty Startup Accelerator Program

Host a public showcase with demos, sampling, and networking

Select 15 Nordic men’s and unisex brands with local traction

Provide mutual support and cross-innovation opportunities

Features / Programming:

…and there’s opportunity within the Nordic market
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Implementing an Accelerator Program would allow L’Oréal to support Nordic businesses and grow the market

Recommendation

Potential Participants:

Benefits for L’Oréal Benefits for Startups

Case Study: L’Oréal’s Beauty 

Tech Atelier

Similar program launched in 

France for beauty tech, 

sustainability, and AI startups

Scale faster: Better distribution and 

marketing reach across the Nordics

More visibility: Press and creator 

exposure beyond their home market

Grow capabilities: Help with claims, 

packaging, and scaling operations

Category leadership: Perceived as 

growing men’s beauty

Commercial growth: New partners 

and channels that drive trial

Innovation pipeline: Local deal 

flow for partnerships and investment

Men’s Beauty Startup Accelerator Program

Host a public showcase with demos, sampling, and networking

Select 15 Nordic men’s and unisex brands with local traction

Provide mutual support and cross-innovation opportunities

Features / Programming:
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Impacts from Accelerator Program

Impact

Key Tasks Accomplished:

76M
External Market Expansion

Impact

54%
5 Year growth in Men’s Nordic 

Beauty Market

Propose initiatives that drive category 

growth while capturing the largest 

share of this expansion

Key Task 2
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation- Roadmap

La Roche 

Posay 

Activation

Short-Term (Years 0-2) Medium-Term Long-Term

1 2 3

Develop AI 

questionnaire 

across Nordic 

websites

Develop forum and 

start posting

Digital/Website Social Media

Hire micro-

influencers

Begin hiring actors 

for commercial 

Retail 

Create in-store 

displays starting 

with Denmark Q2

Reach out and 

negotiate 

placement with 

retailers

Continued 

Expansion 

and 

Optimization

Kiehl’s 

Activation

Plan commercial 

and media content 

calendar
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation- Roadmap

Short-Term Medium-Term (Years 2-3) Long-Term

Establish 

core 

capabilities 

and run 

CeraVe 

campaigns

Continued 

Expansion 

and 

Optimization

Full ramp-up, 

Kiehl’s 

activation

1 2 3

Find more 

premium 

influencers

Social Media
Establish retail 

strategy

Communicate 

added utility 

benefits via 

displays

Work on 

upselling 

Move existing 

customers from 1-2 

product routine to 

3-4

Re-position 

product towards 

men via ads

Create content for 

men to understand 

benefits from 

doctors not lifestyle

Identify needs and 

time to market
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Our implementation timeline includes short-, medium-, and long-term steps

Recommendation- Roadmap

La Roche 

Posay 

Activation

Short-Term Medium-Term Long-Term (Years 4-5)

Establish 

core 

capabilities 

and run 

CeraVe 

campaigns

Continued 

Expansion 

and 

Optimization

1 2 3

Follow previous 

process for Kiehl’s

Kiehl’s Activation
Scale across 

segments 

Ramp up similar 

strategies for other 

segments like 

shaving

Scale within 

skincare

Reposition 3 

brands to be 

unisex 

Attract most 

premium segment  

Use data to guide 

next steps

Market research to 

find next segment

Solidifying the brands as staples in men’s 

routine, then finding the next wave of 

products

Continuously 

monitor promotion 

strategies
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(EUR Millions)

Year 0

Total cost of implementing our strategy is €28.3M through the next 5 Years

Financials - Costs

Year 2

Year 4

Key Commentary

The costs by year vary due to repeatable nature of 

strategy as costs increase with rollouts in Y0,Y2,Y3

Key Commentary

27% of the total costs are incurred in 

Year 3

Annual Cost Structure Evolution Holistic Cost Profile Allocation

(EUR Millions)
Total Cost | €28M

€25.85M

Skincare

€2.45M

Accelerator

Key Cost Drivers

Portal 

Creation

1.48M

Advertisements

10.3M

AI Engine Creation

1.2M

Year 3

5.2

4.1

5.5
5.7

4.13
3.79

0.0

1.0

2.0

3.0

4.0

5.0

6.0

2026 2027 2028 2029 2030 2031
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,4.5 
,8.9 

,14.5 

,22.6 

,23.8 

,24.9 

,99.2 

2026 2027 2028 2029 2030 2031 Total
-

,10.0 

,20.0 

,30.0 

,40.0 

,50.0 

,60.0 

,70.0 

,80.0 

,90.0 

,100.0 

Our Strategy will generate an incremental revenue of €100M through the next 5 Years

Financials - Revenue

Total Revenue | €99.3M 

€77.8M

Digital Streams

€21.5M

Physical Streams

Operational Highlights

54% Growth in Male Beauty Market

KPI 1

56% Loreal Capture in Growth

KPI 2

Revenue Scaling Roadmap

2

3

1

CAGR @ 40%  

New Projects

WACC
Cera Ve Launch1

La Roche Posay Launch2

Kiehls Launch3

Milestones Hit Key Drivers & Assumptions

Average Subscription €108.87

Year 0 Starts Q2

Market CAGR 5.3%
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Probability of Occurrence

S
e

v
e

ri
ty

 o
f 

R
is

k

Risk Ranking Risk Mitigation

1

Low

threat

Medium

threat

High

threat

1

2

3

2

3

Our team anticipated some risks that will be mitigated through the following actions

Financials

Data concerns with AI 

questionnaire

Ensure opt-in checkpoints throughout 

questionnaire; no personal data 

1

Retailers are unwilling to 

adjust shelf-space

Negotiate higher revenue split if 

necessary; clearly demonstrate uplift for 

retailer and show benefit

2

Cannibalization across 

skincare brands

Ensure the value proposition across 

brands is unique and minimize cross-

promotion between brands

3
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Our recommendations for L’Oréal clearly addresses the following key tasks and results in tangible impacts

Executive Summary

Key Question

Strategies

Impacts

AI-Powered Quiz

Subscription Bundles

“Strong Skin Starts Here” Campaign 

You Care, Skincare

99M
5 Year Incremental 

Revenue

54%
5 Year growth in Men’s 

Nordic Beauty Market

56%
Market Capture of Growth

How can L'Oréal help grow the Nordic male beauty market by 50% over the next five years, and 

what strategic initiatives will ensure L'Oréal captures the largest share of this expansion?

Nordic-Based Accelerator 

L’Oréal Accelerator
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ANALYSIS

1. Scope of Work

2. Executive Summary

3. Nordic Male Beauty Market

4. Consumer Trends

5. Customer Segments

6. Product Segments

7. Brand Analysis

8. Customer Profile

9. Customer Journey

10. “Strong Skin Starts Here”

11. Skin Type Quiz

12. Retail Partners

13. Commercial

14. Social Media Campaign

15. Skin Quiz CeraVe Bundle

16. WhatsApp

17. Phase 2 and 3 (LaRoche, Kiehl’s)

18. Accelerator Program

STRATEGY

1. Gen Z and Millennial Customer Analysis

2. Market Sizing for Nordic Age Groups

3. Hannes Customer Profile Data

4. Global Competitor Analysis

5. EU Regional Customer Analysis

6. Nordic Competitor Analysis

7. Segment Analysis Support

8. Segment Decision Matrix

9. Division and Segment Decision Matrix

10. Pain Point Analysis

11. Entry Rationale

12. Necessary Resource Allocation/Process 

Adjustments

13. Marketing Funnel

14. Regulatory Concerns

15. North American CeraVe Website

16. Influencer Options

17. Touchpoints

18. Unisex Popularity

19. Generational Product Use Segmented

20. Men’s Interest in Skincare

21. Negative Feelings about Appearance



FINANCE

Finance

1. Revenue Summary

2. Cost Breakdown

3. CeraVe Subscription Breakdown

4. CeraVe Sensitivity Analysis

5. La Roche Posay Subscription Breakdown

6. Kiehl’s Subscription Breakdown

7. Kiehl’s Sensitivity Analysis

8. Denmark Drug-Store Customers

9. Denmark Grocery Customers

10. Norway Drugstore Customers

11. Norway Grocery Customers

12. Swedish Drugstore Customers

13. Swedish Grocery Customers

14. Finish Drugstore Customers

15. Finish Grocery Customers

16. Online Denmark Commercial Revenue

17. Online Norway Commercial Revenue

18. Online Sweden Commercial Revenue

19. Online Finland Commercial Revenue

20. Online Denmark Commercial Revenue

21. Online Norway Advertisement Revenue

22. Online Sweden Advertisement Revenue

23. Online Finland Advertisement Revenue

24. Monte Carlo Simulation
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Revenue Summary

Finance 

Op-ex: 54%

COGS: 25%
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Cost Breakdown

Finance 
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Cost Breakdown

Finance 
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CeraVe Subscription Breakdown

Finance 
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CeraVe Sensitivity Analysis 

Finance 
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La Roche Posay Subscription Breakdown

Finance 
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La Roche Posay Sensitivity Analysis

Finance 
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Kiehl’s Subscription Breakdown

Finance 
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Kiehl’s Sensitivity Analysis

Finance 
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Denmark Drug-Store Customers Part 1

Finance 
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Denmark Drug-Store Customers Part 2

Finance 
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Denmark Grocery Customers Part 1

Finance 
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Denmark Grocery Customers Part 2

Finance 
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Norway Drugstore Customers Part 1

Finance 
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Norway Drugstore Customers Part 2

Finance 
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Norway Grocery Customers Part 1

Finance 
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Norway Grocery Customers Part 2

Finance 
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Swedish Drugstore Customers Part 1

Finance 
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Swedish Drugstore Customers Part 2

Finance 
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Swedish Grocery Customers Part 1

Finance 
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Swedish Grocery Customers Part 2

Finance 
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Finish Drugstore Customers Part 1

Finance 
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Finish Drugstore Customers Part 2

Finance 
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Finish Grocery Customers Part 1

Finance 
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Finish Grocery Customers Part 2

Finance 
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Online Denmark Commercial Revenue Part 1

Finance 
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Online Denmark Commercial Part 2

Finance 
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Online Norway Commercial Revenue Part 

Finance 
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Online Sweden Commercial Revenue 

Finance 
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Online Finland Commercial Revenue 

Finance 
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Online Denmark Commercial Revenue 

Finance 
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Online Norway Advertisement Revenue 

Finance 
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Online Sweden Advertisement Revenue 

Finance 
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Online Finland Advertisement Revenue 

Finance 



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Monte Carlo Simulation

Finance 

-€ 40 000 000.00

-€ 20 000 000.00

€ 0.00

€ 20 000 000.00

€ 40 000 000.00

€ 60 000 000.00

€ 80 000 000.00

€ 100 000 000.00

€ 120 000 000.00

€ 140 000 000.00

€ 160 000 000.00

€ 180 000 000.00

0 100 200 300 400 500 600 700 800 900 1000

Profit Distribution
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Gen Z and Millennial Customer Analysis

Analysis

Ages 15-23

Student

Need: Learning how 

to use goods

Attracted by social 

media/bundles

Ages 23-30

Young Professional

Need: Simple, 

effective routine

Attracted to 

bundle and AI quiz

Need: Simple but 

more complex 

formulas 

Attracted to 

personalized AI 

questionnaire

Ages 30-40

Need: not interested 

in skincare

Out of target 

market

Ages 40+

Key Research

49% of Gen Z men 

enjoy experimenting 

with new grooming 

products

66% of Millennial men use 

face care products 

regularly

56% of men stick to 

familiar routines49% 66% 56%

Sources: Case packet, PWC, 



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Market Sizing for Nordic Age Groups

Analysis

Ages 15-23

Student

Approximate total 

market size:

2.8M

Ages 23-30

Young Professional

Approximate total 

market size:

2.78M

Approximate total 

market size:

3.54M

Ages 30-40

Approximate 

market size:

13.84M

Ages 40+

Sources: Case packet, PWC, 

Denmark Sweden Norway

https://pxweb2.stat.fi/PxWeb/px

web/en/StatFin/StatFin__vaera

k/statfin_vaerak_pxt_11rc.px/ta

ble/tableViewLayout2/?loadedQ

ueryId=iif_vaerak&timeType=to

p&timeValue=1

Finland
•15–23 = (15–19) + 4/5 × (20–24)

•23–30 = 2/5 × (20–24) + (25–29) + 1/5 × (30–34)

•30–40 assumed = 30–39 = (30–34) + (35–39)

•40+ = total − (0–39)

https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
https://pxweb2.stat.fi/PxWeb/pxweb/en/StatFin/StatFin__vaerak/statfin_vaerak_pxt_11rc.px/table/tableViewLayout2/?loadedQueryId=iif_vaerak&timeType=top&timeValue=1
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Hannes Customer Profile Data

Appendix

Trait Gen Z/Young Men Global % Nordic-Specific Data L'Oréal Opportunity Strategic Implication

Willingness to Pay 72% spend on grooming

18–34 Nordic men spend 2x on 

skincare vs. 35+ inkwoodresearch ​; 

premium skincare CAGR 6%+ vs. 

mass 4.3% mordorintelligence

Price tier bundling: DKK 200–300 entry, 

DKK 400+ premium

Segment supports EUR 50–100M 

investment; margin covers DTC+retail 

mordorintelligence

Appearance Consciousness 91% say appearance matters

63% Nordic men (20–34) in committed 

relationships invest in grooming for 

partner/social swedishfreak ​; 52% Gen 

Z spend more on appearance [image]

Position as "confidence" not vanity; 

social/relationship driver

Anti-stigma messaging: "performance" 

framings (gym recovery, weather 

protection)

Lifestyle Alignment 63% seek brand fit

60% gym members + 70% cohabiting = 

42% segment with active, coupled 

lifestyle wod+1

Bundles for "gym-to-home" routines; 

partnership positioning

Bundle "post-gym + evening" narrative; 

co-marketing with gym chains (SATS)

Brand Loyalty 80% willing to stick with proven brands

Local brands (NJORD, NordicMan) 

capture 20–30% via authenticity; 

L'Oréal 15–20% mass market 

mordorintelligence+2

Leverage Men Expert heritage + 

clinical proof; partner with locals

Build sub-brand trust via influencer 

academy (200 micro-influencers) corq

Health/Wellness Orientation 82% prioritize wellness

72% Gen Z prioritize physical/mental 

health [image]; Nordic men rank "skin 

health" (60%) over "beauty" (40%) 

inkwoodresearch+1

Frame skincare as barrier repair + 

performance recovery

Clinical claims (dermatologist-tested), 

not beauty claims; winter/climate focus

Trend Driven 65% follow trends

TikTok discovery 90%+ for 18–24s; 

skincare routines viral (100M+ 

impressions 2024) mintel+1

Invest 60% budget in digital 

(TikTok/Reels); seed creator trends

Partner with 50+ micro-influencers 

(skaters, footballers, gamers) by Year 1

Sustainable & Ethical Sensitivity 67% value sustainability

Nordic market prioritizes clean, 

sustainable products; 40%+ premium 

growth driven by natural/organic 

mordorintelligence+1

Co-brand with sustainable sub-line or 

certify Men Expert eco-packaging

Messaging: "Nordic-sourced," "winter-

resilient," clean formulas

Digital Engagement 81% highly digital natives

80%+ Nordic Gen Z on social daily; e-

com 60% of men's skincare adoption 

nordmedianetwork+1

DTC e-com 60% of sales by Year 2; 

social commerce (IG Shop, TikTok)

Bundle pre-order via app; loyalty 

rewards for subscription 

(razor/cleanser refills)

https://www.inkwoodresearch.com/sweden-skin-care-market-male-grooming-trends-drive-beauty-industry-growth/
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.swedishfreak.com/2026/the-state-of-dating-and-romantic-relationships-in-sweden/
https://corq.studio/insights/12-scandinavian-creators-leading-the-male-beauty-boom-by-sharing-hair-tips-skincare-tutorials-and-makeup-advice/
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Global Competitor Analysis 

Appendix

Competitor Skincare Shaving Hair/Body
Strengths vs 

L'Oréal
L'Oréal Edge

P&G 

(Gillette/Old 

Spice)

Basic (20% 

share)

Leader (40% 

blades) 

[gminsights]​

Deo/hair 

strong

Scale, blade 

innovation

Skincare 

science + 

bundles; mass 

retail parity 

[mordorintellig

ence]​

Unilever 

(Dove 

Men+Care/Ax

e)

Functional 

hydration
Gels/foams

Deo/body 

(30%)

Emotional 

campaigns

Dermatological 

cred; premium 

extensions 

[futuremarketin

sights]​

Beiersdorf 

(Nivea Men)

Leader (25% 

Europe) 

[mordorintellig

ence]​

Post-shave 

balms
All-rounder

Drugstore 

dominance 

(DM/Matas)

R&D for 

Nordic climate 

formulas 

[imarcgroup]​

https://www.gminsights.com/industry-analysis/mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.futuremarketinsights.com/reports/mens-grooming-products-market
https://www.futuremarketinsights.com/reports/mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.imarcgroup.com/top-players-male-grooming-products-market
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EU Regional Competitor Analysis

Appendix

Competitor Skincare Shaving Hair/Body
Strengths vs 

L'Oréal
L'Oréal Edge

Bulldog (UK)
Natural 

(premium)
Oils/balms Beard focus

Clean beauty 

appeal

Broader 

portfolio, Matas 

scale 

[startuprise.co]​

Proraso (Italy) Sensitive balms
Wet shave 

leader
Beard care Heritage ritual

Electric 

compatibility + 

skincare 

bundles 

[openpr]​

Dr. Squatch 

(US/EU)
Organic soaps Minimal Body wash

DTC viral 

humor

Offline 

grocery/pharma

cy reach 

[mordorintellige

nce]​

https://startuprise.co.uk/mens-grooming-brands-in-europe/
https://www.openpr.com/news/4150303/male-grooming-market-is-booming-worldwide-l-ore-al
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market


ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Nordic Competitor Analysis

Appendix

Competitor Skincare Shaving Hair/Body
Strengths vs 

L'Oréal
L'Oréal Edge

NJORD (DK) Winter defense Shave kits Beard/hair

Local climate 

cred, DTC 

[getnjord]​

National retail 

(Matas/ICA 

70%), 

marketing 

budget

NordicMan 

(DK)
Minimalist oils Natural balms Deo/wax

Handmade 

authenticity 

[nordicman]​

Proven 

science 

(clinical trials), 

gym 

partnerships

EDO Sthlm 

(SE)
Urban clean Beard/skin Hair

Swedish 

minimalism 

[edosthlm]​

Pan-Nordic 

scale + 

influencer 

ecosystem

Recipe for 

Men

Performance 

serums
Full range Body

20+ years 

loyalty 

[theskinwardro

be]​

Global R&D for 

"gym recovery" 

innovations

https://www.getnjord.com/
https://nordicman.com/
https://edosthlm.com/
https://www.theskinwardrobe.com/pages/recipe-for-men-1
https://www.theskinwardrobe.com/pages/recipe-for-men-1
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Segment Analysis Support
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Product Segment
Customer Demand (% Market 

Share)
Market Saturation Assessment Impact on Market Growth L'Oréal Addressability Expansion Potential Justification

SKINCARE (10%)

10% of Nordic market (USD 

100M of USD 1B); fastest-growing 

sub-category at 5.7% CAGR vs. 

4.3% overall mordorintelligence

Low saturation (GREEN): Only 

20–30% of Nordic men use daily 

skincare; 50%+ in Southern 

Europe mordorintelligence+1 → 

35% penetration gap vs. EU 

mordorintelligence

Highest impact (GREEN): 

Skincare drives 40–50% of 

category value growth; 8% CAGR 

for 18–34s inkwoodresearch+1 → 

adds USD 300M+ incremental by 

2031 deepmarketinsights

High (4.5% addressability): 

L'Oréal Men Expert derma lines 

(Power Age, Hydra Energetic, 

Derma Control) already in 

Matas/ICA; clinical credibility + 

gym partnership leverage loreal-

paris.co+1

HIGH: Urban Actives (25–30% of 

segment) need climate-specific 

serums, SPF, anti-fatigue; DTC 

+8% annually; premiumization 

(USD 40–60/product) 

inkwoodresearch+1

SHAVING (26%)

26% of market (USD 260M); 

mature with 2.2% CAGR 

mordorintelligence

Saturated (RED): Gillette/P&G 

40% blades, Nivea 25% balms; 

local play (NordicMan, NJORD) 

5% mordorintelligence

Moderate impact (YELLOW): 

Can bundle with skincare to add 

15–20% uptake (50% of men 

shave 4x+/week); post-shave care 

bundling unlocks new occasions 

shavesafe+1

Medium (2.2%): Men Expert 

Derma Control balms exist but 

underpromoted vs. shave-specific 

positioning; aftershave uptake 

70% but low price (DKK 50–100) 

mordorintelligence+1

MODERATE: Bundle play drives 

value (DKK 200–300 kits vs. DKK 

100–150 standalone); gym/retail 

cross-sell + subscription (razor 

refills + cleanser) 

mordorintelligence

DEODORANT (15%)

15% of market (USD 150M); 

staple category, 90%+ penetration 

mordorintelligence

Saturated (RED): Axe 30%, 

Nivea 20%, local brands 15% 

mordorintelligence

Low-moderate impact (RED): 

Saturated habits (daily use) limit 

expansion; margin compression 

from price wars 

mordorintelligence+1

Low (4.9%): Men Expert deo 

exists but no differentiation; 

commodity positioning 

mordorintelligence

LOW: No growth catalyst; 

incremental only via premium 

multi-functional (deo+skincare 

combo) at DKK 120+ vs. DKK 60 

standalone mordorintelligence

HAIR CARE (2%)

2% of men's hair (USD 20M 

focus); low male adoption 

mordorintelligence

Moderate saturation (YELLOW): 

Generic shampoo/conditioner 

(80%), styling wax (15%), 

specialized beard only (5%) 

mordorintelligence+1

Moderate impact (YELLOW): 

18–34 styling wax/texture growth 

+6% CAGR; beards trend 

sustains mordorintelligence+1

Moderate (2.0%): L'Oréal has 

Redken Men/Kerastase 

extensions but mass Men Expert 

lacks styling positioning 

mordorintelligence

MODERATE: Capture 20% 

wax/styling via bundle (morning 

routine kit) + content (TikTok hair 

hacks); premiumization to DKK 

80–120 mordorintelligence+1

BATH & SHOWER (4%)

4% men-specific (USD 40M); 

80%+ use but commoditized 

mordorintelligence

Saturated (RED): Axe body spray 

35%, general shower gels 50%, 

niche 15% mordorintelligence

Low impact (YELLOW): Already 

high penetration; margin thin; 

bundling mutes standalone growth 

mordorintelligence+1

Moderate (6.7%): Dove 

Men+Care/Axe dominant; Men 

Expert shower gels 

underdifferentiated 

mordorintelligence

LOW: Only incremental via 

premium moisturizing shower 

(DKK 65–90) for winter dryness; 

tie to skincare routine 

badnorwegian

FRAGRANCES (42%)

42% of men's beauty spend 

(USD 420M); premium category 

mordorintelligence+1

Saturated (RED): Acqua di Gio, 

Sauvage, other prestige 60%; 

mass 40% mordorintelligence

Low impact (RED): High 

attachment value per bottle (DKK 

400–800) but low volume; niche 

audience mordorintelligence+1

High (5.4%): L'Oréal Luxe owns 

Yves Saint Laurent, Diesel, 

Valentino; but mass Men Expert 

fragrance weak mordorintelligence

LOW for mass segment: 

Premium brands saturated; 

bundling fragrances into skincare 

kits mutes gross margins vs. 

standalone mordorintelligence

https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://deepmarketinsights.com/vista/insights/mens-grooming-products-market/nordic
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.badnorwegian.com/blogs/news/the-ultimate-scandinavian-skincare-routine-for-men
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
https://www.mordorintelligence.com/industry-reports/europe-mens-grooming-products-market
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Segment Decision Matrix

Analysis

Male beauty 

category

Use 

frequency
Ease to explain

Assessment 

simplicity

Routine 

compatibility

Market 

expansion 

upside

Nordic 

relevance
Result

Fragrance
Low–Med 

(occasion)
High High Medium

Low–Med (often 

already purchased; 

limited routine depth)

Medium
Eliminate as primary 

growth opportunity

Haircare / styling Medium Medium Medium Medium Medium Medium

Secondary 

opportunity (less tied 

to case 

specifications)

Shaving / beard 

grooming
Medium Medium Medium High

Medium (mature 

category; growth 

incremental)

Medium

Secondary 

opportunity (well-

established)

Body care 

(wash/deo)
High High High High

Low–Med (already a 

staple; limited 

expansion beyond 

basics)

Medium
Not primary 

opportunity

Cosmetics/coverage Low (adoption) Low–Med Low Low Medium (long-term) Medium

Long-term; high 

stigma/assessment 

barrier

Face care / skincare
High (daily + 

seasonal)

Medium–High 

(problem-led)

Medium (needs trust 

+ guidance)

High 

(shower/commute/ou

tdoors)

High (new users + 

routine expansion)

High (winter dryness 

+ wind + UV)

Select as primary 

growth opportunity



ANALYSIS FINANCIALSRECOMMENDATIONS PRECISION 

CONSULTING

Division and Segment Decision Matrix

Analysis

Skincare sub-category Credibility
Routine 

simplicity
Low stigma

Channel 

fit
Scalability Result

Dermatological / derm-

backed
High High High High High Select

Prestige “beauty-first” 

skincare
Medium Medium Medium Medium Medium Deprioritize

Niche natural/indie skincare Medium Medium Medium Low–Med Low–Med Deprioritize

L’Oréal Division Derm credibility Channel fit Routine building Low stigma Result

Consumer Products Low–Med High Medium Medium
Eliminate (not derm-

led)

Professional 

Products
Low Medium Low Medium Eliminate

Luxe Medium Medium Medium Medium
Maybe keep as 

extension?

Dermatological 

Products
High High High High Select as core
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Pain point analysis

Analysis

Case pain point What it looks like in real behavior Root drivers Nordic supporting metrics Strategy implication 

1) High confusion and 

complexity

Men hesitate at shelf/PDP, don’t know 

what a product does or how to use it, 

and either buy nothing or pick a “safe” 

default.

Literacy gap: low routine 

familiarity. Language gap: 

ingredient/claim talk doesn’t map 

to problem-first needs. Choice 

overload: too many SKUs without 

clear routing.

37% of Swedish men aged 18–

29 are unsure what a good 

skincare routine is for them; 

survey n=4,216 (Verian/Sifo for 

Apotek Hjärtat). (icagruppen.se)

Build a <15-second decision 

path (problem → routine) and 

track: quiz/PDP completion, time-

to-choice, and “routine clarity” 

survey lift.

2) Low info accessibility 

and poor ability to assess 

“fit”

Men avoid asking for help, don’t trust 

they’ll choose correctly, and rely on 

shortcuts like using whatever is 

already at home.

Low-friction learning missing: 

info isn’t digestible in the moment. 

Confidence/social friction: 

avoids consultation. Trust gap: 

limited proof and structured 

guidance.

52% of Swedes in a relationship 

have borrowed partner skincare 

without asking; 64% among 18–

29; survey n=1,046 (Kantar Sifo). 

(Mynewsdesk) Borrowed products 

include face cream 44% and 

deodorant 44%. (Mynewsdesk)

Require confidence builders: 

minis/starter kits + “swap if wrong” 

+ peer proof. Track: trial-to-full 

conversion, swap/return rate, and 

“confidence choosing” uplift.

3) Unwillingness to change 

and routine lock-in

Men stick to the same basics; 

preventive steps like SPF are 

inconsistent; new routines often don’t 

stick.

Habit economics: defaults win. 

Delayed payoff: benefits take 

weeks → dropout. Prevention 

not normalized: SPF and 

consistent face care remain 

irregular.

Denmark beach observation: 

sunscreen use 49% men vs 78% 

women (2016). (Medical Journals) 

Sweden: 8% use sunscreen year-

round; about half of men vs 70% 

of women say sunscreen is 

important (Apoteket-

commissioned report, as 

reported). (Aftonbladet)

Require habit scaffolding: 1–2 

step starters anchored to existing 

routines + replenishment nudges. 

Track: week-2 adherence proxy, 

60-day repurchase, subscription 

attach and churn.

Market context (why this 

matters)

Male beauty is meaningful but 

underdeveloped; growth requires 

converting non-/light users into repeat 

face-care users.

Category mix: men skew to 

legacy basics; face care is the 

expansion battleground. Nordic 

triggers: winter dryness/wind + 

outdoor UV create recurring need 

states.

Case pack sizing: Nordics beauty 

~€7.4B, male beauty ~€644M 

(~8%).

Strategy must drive penetration + 

repeat, not just awareness. Set 

targets for new routine starts, 

repeat within 60 days, and add-on 

attach (e.g., SPF/repair).

https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/?utm_source=chatgpt.com
https://www.mynewsdesk.com/se/kronans-droghandel/pressreleases/en-halv-miljon-svenskar-braakar-i-badrummet-egen-hudvaard-en-hygienfaktor-i-relationen-3314535?utm_source=chatgpt.com
https://www.mynewsdesk.com/se/kronans-droghandel/pressreleases/en-halv-miljon-svenskar-braakar-i-badrummet-egen-hudvaard-en-hygienfaktor-i-relationen-3314535?utm_source=chatgpt.com
https://www.medicaljournals.se/acta/content/abstract/10.2340/00015555-2772?utm_source=chatgpt.com
https://www.aftonbladet.se/a/4BeP5E?utm_source=chatgpt.com
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Entry Rationale

Analysis

Dimension (why it matters) Denmark (1st) Norway (2nd) Sweden (3rd) Finland (4th)

Digital purchase intensity 

(supports quiz → bundles → 

subscription)

80% bought online recently; 83% 

monthly; 18–29 & 30–49 show 

42% weekly. (postnord.com)

81% bought online recently; 83% 

monthly; beauty & health has 

risen to #2 category. 

(postnord.com)

88% shop online monthly 

(highest), but men weekly is 22% 

(lower than women). 

(postnord.com)

79% shop online monthly; 18–29 

weekly 33% (2024), then jumps to 

50% in 2025 (shows late 

acceleration). (postnord.com)

Trial openness via cross-border 

(proxy for experimenting with new 

brands/formats)

Highest cross-border 

engagement: 54% monthly 

(2024); 77% bought cross-border 

last year (2025). (postnord.com)

48% monthly cross-border; men 

cross-border more than women 

(15% vs 9%). (postnord.com)

(Not needed to justify order; 

Sweden is already mature—use 

later when conversion funnel is 

proven.)

39% monthly cross-border; men 

cross-border weekly 8% vs 

women 5%. (postnord.com)

Execution ease: channel 

concentration (faster retail + 

media partnerships)

Denmark is unusually 

“partnerable”: Matas holds ~34% 

of beauty website traffic and is #1 

offline/online (SEB analysis using 

Similarweb proxy). 

(research.sebgroup.com)

Medium: online is strong; delivery 

choice is increasingly important 

(logistics coordination matters). 

(postnord.com)

Harder: very mature digital market 

means higher creative bar + 

stronger competition for attention. 

(postnord.com)

Medium-hard: digital is growing 

fast among youth, but cross-

border and channel structures 

differ; more localization needs. 

(postnord.com)

Best role in the rollout
Pilot + proof market: fastest A/B 

learning + easiest retail trigger

Scale market #1: extend pilots 

with strong “trial propensity” + 

male openness

Scale market #2: bigger/more 

mature—enter once messaging, 

funnel, and retail playbook are 

locked

Late-stage growth market: enter 

when Finland’s youth digital 

frequency has “caught up” and 

you can localize efficiently

https://www.postnord.com/insights/denmark/denmark-spring-2024/danish-online-shopping-behavior-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/norway/norway-spring-2024/norwegian-online-shopping-behavior-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/sweden/sweden-spring-2024/online-shopping-behavior-sweden-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/finland/finland-spring-2024/finnish-online-shopping-behavior-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/denmark/denmark-spring-2024/cross-border-e-commerce-denmark-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/norway/norway-spring-2024/cross-border-e-commerce-norway-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/finland/finland-spring-2024/cross-border-e-commerce-finland-spring-2024/?utm_source=chatgpt.com
https://research.sebgroup.com/pdf/Matas_241123.pdf?utm_source=chatgpt.com
https://www.postnord.com/insights/norway/norway-spring-2025/norwegian-online-shopping-behavior-spring-2025/?utm_source=chatgpt.com
https://www.postnord.com/insights/sweden/sweden-spring-2024/online-shopping-behavior-sweden-spring-2024/?utm_source=chatgpt.com
https://www.postnord.com/insights/finland/finland-spring-2025/finnish-online-shopping-behaviour-spring-2025/?utm_source=chatgpt.com
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Necessary Resource Allocation and Process Adjustments / Preparations

Analysis

Strategy workstream What needs to be resourced (categories) Qualitative allocation (Low/Med/High) Key operational logistics (what must be set up) Dependencies & guardrails (to keep it real)

AI skin analysis + routine quiz
Product/UX, content (routing language), data/privacy, 

QA/testing, analytics
Build: Med–High Run: Medium

Define 3–5 concern paths; write plain-language outputs; build mobile-

first flow; consent + GDPR notice; tracking plan (completion, drop-off); 

A/B test prompts

Claims compliance (avoid “diagnosis”); minimize 

data collected; translate/localize (DK/NO/SE/FI)

Commercial (3 scenarios)
Creative development, production, brand/medical-

claims review, media planning inputs
Build: Medium Run: Low–Medium

Script with natural micro-actions; casting/locations; shoot plan (winter 

commute/gym/outdoor); edit versions (6s/15s/30s); approval workflow

Keep it non-glam and practical; no exaggerated 

before/after; ensure product use is correct and 

compliant

Paid social (story + in-feed)
Creative variants, performance marketing ops, 

targeting/retargeting, measurement
Build: Medium Run: Medium–High

Create 10–20 short cutdowns; test hooks by scenario; set retargeting to 

quiz; optimize weekly; maintain creative refresh cadence

Platform policies + influencer disclosures; avoid 

over-targeting sensitive attributes; align to country 

language/culture

UGC + giveaway (#MyCeraVe)
Community management, moderation, legal/T&Cs, 

creator seeding, content reuse permissions
Build: Medium Run: Medium

Giveaway rules per country; moderation queue; rights management for 

reuse; UGC prompts tied to scenarios; simple submission mechanics

Brand safety; ensure disclosures; avoid medical 

claims; plan for negative comments (skin reactions) 

response SOP

Redirect to quiz (all ads/UGC)
Landing page, link tracking, retargeting setup, UX 

copy
Build: Low–Medium Run: Medium

UTM structure; consistent CTA; page speed; localized copy; “next step” 

confirmation page; email/SMS optional

Avoid friction (no mandatory account); consent 

before any follow-up messaging; accessibility 

standards

Retail endcaps + shelf messaging
Shopper marketing, retail partner management, 

merchandising design, printing/logistics
Build: Medium–High Run: Medium

Select pilot stores; negotiate placement; design 

“Cleanse/Repair/Protect” bays; install plan + store staff brief; 

maintenance checks

Retailer approval timelines; store variability; avoid 

clutter; ensure shelf language matches product 

claims

NFC/QR tags + before/after content
Tech vendor/QR tooling, content creation, compliance 

review, analytics
Build: Medium Run: Medium

Tag procurement; landing pages; content modules (10–15s 

explanations); scan tracking; “results” framing rules (typical results + 

timeframes)

Claims governance is critical; avoid implying 

medical outcomes; ensure tags work offline/in low-

signal stores

Bundles (starter routines)
Portfolio selection, pack architecture, 

operations/supply planning, e-comm setup
Build: Medium Run: Medium

Define 2–3 bundles (starter, winter barrier, gym reset); bundle naming; 

SKU mapping; retailer/ecom listing setup; replenishment timing

Keep bundles simple (2–3 items); avoid out-of-

stocks; ensure instructions are clear and minimal-

step

Subscription program
E-com capabilities, customer support, retention 

messaging, fulfillment
Build: Medium–High Run: Medium

Subscription logic (30/60 days); skip/swap rules; reminder cadence; 

cancellation flow; customer support scripts; returns handling

Must be “utility-like,” not complicated; use soft opt-

in; comply with subscription rules per country

Loyalty + packaging rebate
Partner alignment, POS/receipt capture, verification 

process, comms
Build: Medium Run: Medium

Rebate mechanic (barcode/QR/receipt); fraud checks; customer 

comms; store staff awareness; redemption reporting

Keep friction low; clear T&Cs; ensure privacy-safe 

data capture; plan for customer service load

Cross-brand replication (LRP, 

Kiehl’s)

Brand governance, modular asset library, channel-

specific playbooks
Build: Medium Run: Medium

Define what stays constant (decision system) vs changes (proof level, 

channel, premium experience); create re-skin templates; phased pilots

Avoid brand dilution; adjust claims tone and trust 

cues; shift channels (pharmacy-first for LRP, 

experience-led for Kiehl’s)

Men’s Beauty Accelerator event
Partnerships, PR/comms, legal, event ops, retail 

coordination
Build: Medium–High Run: Medium

Cohort selection criteria; brand agreements; shared education standard; 

sampling logistics; press/retailer agenda; measurement plan

Must be transparent (not predatory); compliance for 

claims/UGC; align retailers early to avoid “PR-only” 

outcome

Measurement & governance (all 

workstreams)

Analytics, reporting cadence, compliance/legal, test-

and-learn process
Build: Medium Run: High

KPI tree tied to barriers (confusion, assessment, habit); weekly 

performance review; experiment log; creative refresh plan; claims 

review gates

Keep KPIs simple; define kill criteria; ensure GDPR 

compliance and clear consent for any follow-up
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Shipping Logistics and Fulfillment for Tactics 

Analysis

Initiative
What ships / moves (physical 

logistics)

Core process changes (what must change 

internally)

Conversion “costs” (friction + 

operational tradeoffs)
Risk points + mitigations Suggested pilot scope (low-risk)

Refillable bottle program (refill 

pouches/cartridges + reusable bottle)

New SKUs (refill pouches), 

possible starter sets (bottle + first 

refill), reverse logistics optional (if 

bottle return/repair)

SKU architecture (base bottle vs refills), 

packaging design + labeling, inventory 

forecasting by refill cadence, retailer shelf 

plan (refills need adjacency), ecom 

subscription rules

Consumer friction: must understand 

“buy bottle once, refill later”; risk of 

confusion at shelf. Ops friction: 

managing two SKU types, 

forecasting refills vs bottles

Confusion at shelf → clear “Step 1 

bottle / Step 2 refill” icons; leakage 

(customers buy wrong SKU) → 

checkout prompts; refill pouch damage 

→ stronger packaging tests

Start ecom-only + 1 retail partner; 

single hero product; limit to 2 refill 

sizes

Packaging rebate (scan/return/proof-

of-purchase)

Customers submit receipts/QR 

scans; optionally mail-in/return 

empties (only if you choose)

Rebate rules + verification workflow, fraud 

checks, customer service SOP, retailer staff 

awareness, reporting cadence

Adds steps for consumers (upload 

proof); adds back-office 

review/approval; potential slow pay-

outs hurt trust

Fraud + abuse → limit 

frequency/unique barcode; delay 

frustration → fast turnaround SLAs; 

privacy → minimal data + clear 

consent

Digital-only receipt upload, small 

reward, capped redemptions; no 

physical returns initially

Bundle kits (starter routines + 

seasonal sets)

Multi-SKU kits, pick/pack 

complexity, co-pack or kitting at 

3PL, store replenishment 

planning

Kitting process (in-house vs 3PL), new 

barcodes for bundles, planograms, ecom 

listing logic, instructions insert

Inventory risk (one SKU in kit out-

of-stock blocks kit), added packing 

complexity, store confusion if kit not 

merchandised clearly

Stockouts → choose always-in-stock 

core SKUs; simplify to 2–3 items; clear 

inserts reduce misuse

2 bundles max: “Starter” + “Winter”; 

ecom-first then endcap

Subscription / replenishment (home 

delivery)

Regular shipments, shipping 

cadence, returns/exchanges, 

packaging for postal durability

Subscription platform setup, 

skip/swap/cancel policies, retention comms, 

fulfillment SLAs, customer support scripts

Operational load from 

churn/cancellations; address issues 

cause missed shipments; higher 

support expectations

Churn → “swap if not right”; missed 

deliveries → flexible delivery options; 

compliance → clear subscription terms

Pilot with one cadence (60 days) + one 

routine; expand after churn stabilizes

Sampling (micro-sachets / minis / trial 

cards)

High-volume small items, insert 

into orders, in-store dispensers, 

replenishment of sampling bins

Sampling procurement, allocation rules (who 

gets what), tracking attribution (QR codes), 

retailer replenishment cadence

Waste risk if not targeted; 

replenishment burden; inconsistent 

distribution causes uneven results

Leakage to non-targets → gate via 

quiz or campaign; environmental 

backlash → recyclable materials + limit 

per customer

Use quiz-triggered sampling + ecom 

order inserts; limit in-store to pilot 

locations

NFC/QR tags on shelf (education + 

proof pages)

Physical tags/stickers, installation 

kits, periodic replacement 

(wear/tear)

Landing page creation, analytics tracking, 

content update cadence, store audit process

Store install variability; tags fall off; 

poor connectivity reduces scan 

success

Install failure → simple store kit + 

audits; low scans → place at decision 

points; content stale → quarterly 

refresh

20–50 pilot stores, one category bay, 

one landing page per concern

Before/after proof content (in-store + 

digital)

Not “shipping” heavy, but requires 

asset distribution to stores and 

platforms

Claims/legal review workflow, “acceptable 

proof” standards, asset version control

Risk of non-compliant claims; 

consumer skepticism if too perfect

Avoid “miracle” visuals; use timelines + 

typical results language; approvals 

checklist

Use “day 3/day 14 expectations” 

instead of dramatic before/after

Retail endcaps / planogram changes

Fixtures, printed POS, possible 

tester units, replenishment 

coordination

Retail negotiation, install schedules, staff 

briefing, restocking SOPs

Setup complexity; store-level 

inconsistency; maintenance 

required

Retailer fatigue → make it modular; 

missing maintenance → weekly 

checks; clutter → keep to 3-bay 

system

1 chain + 1 region; 8–12 weeks; iterate 

based on sell-through

Click-to-quiz redirect (ads/UGC → 

landing flow)

None physical, but “traffic 

logistics” (link routing)

UTM taxonomy, landing page optimization, 

consent + data handling, retargeting set
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Adjustments Needed for Phases 2 and 3

Analysis

Program element (CeraVe playbook) What stays the same (core engine) La Roche-Posay refinement (what changes + extent) Kiehl’s refinement (what changes + extent)

Target role in portfolio
One linked journey across brands (entry → upgrade → 

premium)

Concern-led trust conversion; move “skeptics” into routine. Change: 

High

Premium trade-up + loyalty; make routine feel rewarding 

and worth upgrading. Change: High

Audience focus
Prioritize men with low routine literacy; keep “non-

cringe” tone

Narrow to sensitive/problem skin (redness, acne, barrier damage). 

Change: Med–High

Narrow to style/experience seekers + routine builders 

willing to pay more. Change: Med

Core message frame “Simple face care that fits real life”
“Right solution for your skin concern, backed by expertise.” Change: 

High

“Personalized routines + premium experience that 

delivers results you feel.” Change: High

Commercial (3 scenario concept)
Same 3 Nordic need states (commute dryness, gym 

reset, weekend sun)

Keep scenes but add clinical reassurance and “gentle/sensitive” cues. 

Change: Med

Keep scenes but shift to premium ritual + sensorial (still 

subtle). Change: Med–High

Paid social (IG/Meta) Same funnel: hook → proof → CTA to routine path
More educational proof (expert cues, concern-specific creatives). 

Change: Med

More storytelling + aspiration; stronger focus on 

set/value and gifting. Change: Med

UGC + creators Real people, everyday proof, simple language
Emphasize pharmacy/derm-adjacent creators and “my sensitive skin 

fix.” Change: High

Emphasize premium routine creators; “my upgrade 

routine” and product layering. Change: Med–High

Giveaways/promotions Reduce first-try risk; incentivize routine start
Shift from generic giveaway to trial-size kits by concern. Change: 

Med

Shift to discovery sets + mini regimens; premium-feel 

rewards. Change: High

Skin quiz / AI tool Same structure: <60 sec, outputs routine + next step
Rebrand as Concern Finder; tighter routing, stronger disclaimers, 

fewer steps. Change: Med–High

Upgrade to Lifestyle + goal-based routine builder with 

boosters and regimen depth. Change: High

Landing pages / PDP content Same: “what/when/how” in 10–20 seconds
More evidence, safety, and concern education; pharmacy cues. 

Change: High

More routine storytelling, regimen pages, and “how to 

layer” guidance. Change: Med

Retail channel priority Mass + ecom entry with simple navigation
Pharmacy-first; guided selling, scripts, trial sizes, concern bays. 

Change: High

Experience-led retail + DTC; consultation moments, 

sampling rituals. Change: High

In-store merchandising (endcaps, 

messaging)
Same “simple routing” architecture

Route by concern (redness, acne, sensitivity) with expert reassurance. 

Change: High

Route by routine goals (hydrate, brighten, repair) with 

premium discovery sets. Change: Med–High

NFC/QR education Same mechanics: scan → 15-sec answer → routine
Add expert scripts, “why it works,” and “what to expect by week 2.” 

Change: Med

Add layering tutorials + regimen builders; personalized 

set add-to-cart. Change: Med–High

Before/after proof Keep realistic, compliant “typical results”
Use gentle improvements + comfort language (irritation down, barrier 

support). Change: Med

Use texture/brightness/overall look narratives, still 

subtle and credible. Change: Med

Bundles 2–3 simple starter bundles
Shift to 30/60/90-day care plans by concern; fewer but clearer. 

Change: High

Shift to discovery sets + regimen sets; more variety and 

gifting. Change: High

Subscription / replenishment Utility-like replenishment cadence
Add care-plan check-ins and easy swaps within concern line. Change: 

Med

Add membership perks and early access; personalize 

cadence by regimen. Change: High

Loyalty / rebates Reward repeat and reduce friction
Link rewards to adherence milestones (30 days, 60 days) and refills. 

Change: Med

VIP tiering, exclusives, experiential perks, refills as 

premium habit. Change: High

Measurement (KPIs) Same KPI spine: trial → repeat → routine expansion Add metrics on confidence (fit certa
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Marketing Funnel

Appendix

Social media marketing, 

commercial, and retail 

displays

Website reformat, AI 

questionnaire to learn more

AI Questionnaire and test kit 

option with bundle

Subscription bundle
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EU Cosmetics Regulation (EC) No 1223/2009

Regulatory Concerns

Appendix

Cannot make medical claims about products, 

suggest treatment about medical conditions, 

imply diagnostic abilities 

AI questionnaire cannot cross into medical 

territory 

Claims/Advertising Regulations

Cannot make false claims about skincare 

products, exaggerating, or greenwashing

General data protection regulation (GDPR) 

Explicit consent, Clear purpose limitation, Data 

minimization, Right to deletion, Data storage 

transparency, No automated profiling without 

disclosure

Need explicit opt-in and ensure compliance

Other potential regulations regarding: 

Influencer marketing

Usage of AI 

Greenwashing

Subscription commerce requirements
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https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/o

kat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/

https://www.postnord.com/siteassets/pdf/PN_E-commerce_2024.pdf

https://www.mordorintelligence.com/industry-

reports/sweden-cosmetics-products-market-industry

https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
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https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.icagruppen.se/arkiv/pressmeddelandearkiv/2025/okat-hudvardsintresse-bland-man--men-kunskapen-ar-lag/
https://www.postnord.com/siteassets/pdf/PN_E-commerce_2024.pdf
https://www.postnord.com/siteassets/pdf/PN_E-commerce_2024.pdf
https://www.postnord.com/siteassets/pdf/PN_E-commerce_2024.pdf
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
https://www.mordorintelligence.com/industry-reports/sweden-cosmetics-products-market-industry
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https://www.thelocal.se/20150909/nordic-men-worry-more-about-looks-than-

money?gaa_at=eafs&gaa_n=AWEtsqdP4i28AgJuDUItyPDSHYpxrEQYR7vjwbM7G6Rc

DmXhTyu3NdalXFvI&gaa_ts=699ea803&gaa_sig=c5P00WruFcKb0pQwPXt_WScv4jcp

rQybntjKCr68BnME02SMvwWcKS5enG6SsdVqcXFA-

ADCZFwUBp5FHd4LlQ%3D%3D#:~:text=Swedish%20and%20Norwegian%20men%2

0have,relationships%2C%20a%20new%20survey%20suggests

https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic

https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
https://deepmarketinsights.com/vista/insights/mens-skincare-products-market/nordic
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