Guys talk
grooming

It's no longer
a taboo subject

By Olivia Barker
USA TODAY
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Women have long tittered about
whether a friend has gotten Botox
or a nose job, but now guys are
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wards' Ken-doll there's
envy. The number of men who
have non-surgical cosmetic proce-
dures is on the rise. In 2006, 202%
more men had a Botox shot vs. in
2000, 112% more had their skin

with lasers, according to the Amer-
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Male vanity is thriving, if on
mongofasottovocelevel .
uys are always scoping out
other guys, saying, ‘That's a trans-
plant, that's Propecia, that
wearing a wig,' " says Men’s
fashion ang“ﬁ;pmemmg director
Brian Boye. 1 in the locker
room or restaurant or while watch-
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lose other strands. Because “uni-
brows" are unseemly, Ace, maker
of the classic barber t:orn]liale is
launching a men'’s grooming line in

September that includes testoster-
one-friendly tweezers fashioned
from blackened stainless steel.

and diamond

texture, they look “a lot like tools,”

Ace brand manager Christin Harts-

field says. “Like a Maglite flash-
tﬂ

Then there’s the Philips Norelco
Bodygroom, a razor for “man-
s scaping” below the beard, which

Web ad, Shaveeverywhere.com.
The site was updated last month
with a mockumentary about the
history of male deforestation, star-
ring a medieval-looking device
ﬁd the Tuft B-Gone and its cre-
atcg, Fm;l;s';ﬁnbadt" Sack. the
uys are jumping on
anti-aging buzzword g
geting creases such as craw‘s feeL
Elemis’ Time for Men line launched
this month and includes a wrinkle
reducer and an eye reviver. Male-
marketed Peter Thomas Roth
introduced a crow's feet fighter

in May.
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Defense Wrinkle Delay
and Eye Reviver ($65); Ace
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right, Sephora

' Time for Men Time
($93)

action tweezers ($7.99);

or Peter Thomas Roth Un-
Wrinkle eye formula ($100).

But instead of getting advice
from a woman wielding $20 lip
balm at a department store coun-
It.’xelregsm are receiving it from their

Longtime Propecia prer
Cory Gnazzo, a Manhattan
ducer, says the chatter in his cu'cle
runs along the lines of, “ ‘So-and-so
should be on it," because you notice
when people are not.”
“If it's someone I know well, I
will tell them, ‘Sermusly, you
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'S open” about
$50-a-month habit.
heDMd Colbert will readily admit

's a patient, too —~ in
cause he’s a prescriber. TE:nMan-
hattan dermatologist, 41, has been
on Propecia since it came out;
“prol several thousand” of his
patients tried it,

“My brother’s bald, but I'm not,”
he says. He's seeing a shift in per-

“There was a point in time
n people weren't telhng other
people they were on it," Colbert
says. Now, as Propecia use spreads
from urban centers to Middle
America, “I don't think there's any
stigmatoitatall ... It's just part of
routine maintenance.”




