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Venerable brands maintain pace |n tough tlmes

STAMFORD, Conn. — After a
recent uptick, the hair care cat-
egory is reverting to the slug-
gishness across all segments
that characterized it in prior
years, says Kurt Jetta, presi-
dent of Tabs Group Inc., which
provides analytical services to
manufacturers and retailers.

The recent advance, says
Jetta, was apparently tempo-
rary as retailers expanded space
to accommodate new product
initiatives from major suppliers.

There have been consistent
gainers over the last two to
three years, he notes, citing sa-
lon products, which continue to
climb in the 4% to 6% range.

For one, Alberto-Culver Co.’s
Tresemmeé is maintaining dou-
ble-digit gains, while Procter
& Gamble Co.’s Aussie was up
more than 20% over the past
year. And Alberto-Culver’s
Nexxus is still riding its conver-
sion from a professional to a
mass brand, he says.

Decliners include John Frieda,
which appears to have peaked

two years ago, Jetta observes,
pointing out that other brands
are knocking it off its formerly
distinct position.

One intriguing trend is the
considerable number of “leg-
acy” brands, Jetta remarks.

Retailers know
legacy brands still
have a following.

These are such former power-
houses as Finesse, Aqua Net
(Lornamead), Pert Plus (Innova-
tive Brands), Final Net and Con-
dition 3-in-1 (Idelle Labs), and
Prell (Prestige Brands). They
have been spun off to smaller
suppliers that can give them
greater focus, he says.

Almost without exception,
these brands followed the same
pattern: high awareness and
popularity, above-average sales
productivity and declining sales

due to SKU reductions.

“The trade has reduced as-
sortment on these brands not
because of any inherent de-
cline in consumer appeal but
because they’ve bought into
the paradigm that brands need
to be new for the sake of being
new.” Jetta argues. “We have
seen specific retailers support
one or more of these brands at
their former levels and see big
payoffs.”

Finesse, for example, was up
68% for the year at one major
national drug chain. Just re-
emerging is Salon Selectives
under new owner SBB LLC, he
adds, noting that it was the No.
2 brand in the early 90s.

Retailers that recognize that
these legacy brands still have
a following can expect to gain
market share in “this very flat,
but very large category.” Jetta
remarks. “The legacy brands
won’t turn around a dormant
category, but they definitely
represent a sizable opportunity
for incremental sales.”
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HAIR SPRAY/SPRITZ

TOTAL DOLLAR SALES* $406.6 mil. (+3.1%)
DRUG STORES $163.5 mil. (+3.3%)
Market

Dollar sales Dollar sales

LEADING BRANDS** share (000) % change
Salon Gra x 7.0% $11,507 + 11.7%
Tresemm@ Tres Two 7.0% 11,405 + 31.8%
Sebastian Shaper 5.4% 8,310 7.3%
Suave 4.6% 7,516 + 22.5%
Sebastian Shaper Plus 4.1% 6,645 - 3.3%
Rave 3.6% 5881 - 7.0%
Garnier Fructis Style 3.2% 5178 + 2.5%
Dove 3.0% 4967 + 25%
Finesse Touchable 2.7% 4338 + T7.7%
Aquanet 2.4% 3,972 + 3.9%
TOTAL UNIT SALES* 118.9 mil. (-1.7%)
DRUG STORES 43.4 mil. (-0.6%)
Market Unit sales Unit sales
LEADING BRANDS** share (000) % change
8.5% 3,691 9.2%
Tresemm@ Tres Two 7.0% 3,050 + 30.4%
6.6% 2,855 + 18.4%
5.7% 2,485 12.1%
3.8% 1,629 + 4.6%
Garnier Fructis Style 3.2% 1,385 +  0.1%
3.2% 1,368 +  4.0%
Finesse Touchable 2.9% 1,266 + 6.6%
Sebastian Shaper 1.5% 670 4.5%
Sebastian Shaper Plus 1.2% 536 +  3.7%

*Total of drug stores, supermarkets and discount stores excluding Wal-Mart Stores Inc.

Source: Information Resources Inc. For the 52 weeks ended January 27, 2008.
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