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BATH AND SHOWER IN THE UNITED 
KINGDOM - CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales grow by 5% in current terms in 2023 to GBP1.1 billion  

▪ Bar soap is the best performing category in 2023, with retail value sales rising by 11% in 

current terms to GBP145 million 

▪ Unilever UK Ltd is the leading player in 2023, with a retail value share of 21% 

▪ Retail sales are set to increase at a current value CAGR of 3% (2023 constant value CAGR of 

1%) over the forecast period to GBP1.3 billion 

 

 

2023 DEVELOPMENTS 
 

Bath and shower records improving value sales, while volumes continue 
to drop 

Following two years of consecutive declines in value terms, bath and shower in the UK 

returned to growth in 2023. However, this was driven by the impact of inflation on unit prices and 

higher production costs, as overall demand continued to drop, albeit by a slower rate compared 

to the previous year. Nevertheless, volume sales of hand sanitisers, liquid soap, and intimate 

washes marginally improved, which was consistent with the growing significance that local 

consumers placed on their personal hygiene. According to Euromonitor International’s Voice of 

the Consumer: Beauty Survey (fielded June to July 2022), 34.5% of local respondents indicated 

that hygiene and cleanliness were associated with their concept of beauty. In addition, the 

Beauty Survey conducted in 2023 found that 46.9% of local respondents reported taking a 

shower at least once a day, an increase of 4.3 percentage points from the previous year.  

Despite falling volumes, bar soap recorded the most dynamic value growth, driven by a 

double-digit rise in its average unit price. Nevertheless, overall demand for bar soap remained 

above pre-pandemic levels in 2023, as it is more affordable than liquid soap or bath 

wash/shower gel, in addition to being perceived as more environmentally-friendly. On the 

contrary, body powder’s weak performance was driven by negative association with this product 

in general, including the publicity surrounding Johnson & Johnson's talc-based baby powder, 

despite the player discontinuing its original formula and replacing it with corn starch in 2023. 

 

Private label growth and shrinkflation are major challenges for bath and 
shower 

Due to the ongoing impact of the cost-of-living crisis and tightening budgets, many local 

consumers have been forced to rethink and make decisions about their everyday purchases. 

Under this scenario, they started to search for the most convenient prices. Thus, due to the fact 

that prices of bath and shower soared towards the end of the review period, especially for 

brands, many price-sensitive consumers switched to private label options as they are deemed to 

offer acceptable quality at more reasonable prices. For example, the leading brand in bar 

soap, Dove, retailed for GBP8.33 per kg in 2023, whereas Tesco Essentials soap retailed for 

GBP2.40. In addition, because there is less differentiation between brands and private label 
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products in the mass segment, it is easier for consumers to make the switch. Furthermore, with 

retail offline accounting for 67% share of bath and shower sales in 2023, there is generally 

higher competition for shelf space, with retailers in some cases placing their private label 

products in a more prominent position. 

Many brands have found that shrinkflation is the solution in this situation, with some reducing 

their product sizes to remain competitive and keep consumer prices unmodified. For instance, 

Simple bar soap for sensitive skin replaced its 125g option with a 100g version; a 20% reduction 

in size. Similarly, the brand has reduced the size of its 500ml Refreshing and Nourishing shower 

gels by 10% to 450ml. There are many other examples of shrinkflation within bath and shower, 

which helps to explain the substantial unit price increases evident in 2023. 

 

Premium segment supported by consumers seeking benefits beyond 
simple functionality 

In addition to functionality, local consumers are increasingly demanding bath and shower 

products that provide them with specific benefits such as improving their overall wellbeing; 

bathing and showering can substantially improve one's mood, with these activities becoming 

regular relaxation rituals beyond essential hygiene routines. However, as the UK continued to 

feel the effects of high energy costs for at least the first half of the year, taking a bath was seen 

as a luxury because it costs more to heat the water required. Hence, some consumers allowed 

themselves to indulge in treats when taking a bath, encouraging them to search for products 

that not only fulfilled the purpose of cleanliness, but also provided them with a satisfying and 

joyful experience. This is also connected to the UK's persistent trend of self-indulgence. 

According to Euromonitor International’s Voice of the Consumer: Lifestyles Survey (fielded 

January to February 2023), 22.3% of UK respondents reported that they regularly 

bought themselves small treats because they believed they deserved them. This proportion was 

higher among Generation Z at 28.4%.  

Premium brands have benefited from this situation and witnessed growth as they tend to lead 

innovation to meet consumers' growing desire for specific benefits. For instance, the growth of 

Lush in 2023, one of the leading brands in bath additives, was partially because it introduced 

new products and other initiatives, such as an upgrade to its mobile app that offers meditation, 

music, and a manifestation soundtrack to use while taking a bath, providing consumers with a 

more immersive experience. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Lines across bath and shower to blur with launch of more hybrid and 
multifunctional products 

Bath and shower is expected to record a fairly weak performance over the forecast period, 

with volume and value sales (at constant 2023 prices) only set to return to growth from 2025-

2026 onwards. Bar soap, body powder and bath additives will be primarily responsible for 

limiting the expansion of the entire category. Given that baths will continue to be considered a 

premium experience for customers, it is anticipated that volume sales of bath additives will 

continue to decline, with these products purchased less frequently as they will be seen as more 

of a special treat. Body powder will continue to be impacted by the negative publicity 

surrounding talc-based products. Despite formula changes, players may find it difficult to win 

back consumers' trust. Additionally, babies and children comprise one of body powder's main 

target audiences; thus, the decline in the UK’s birth rate is also anticipated to have a negative 

impact on demand.  
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On the other hand, body wash/shower gel is expected to perform positively over the forecast 

period due to product innovation and the category's skinification trend. For example, one of the 

main innovations in the category is related to hybrid products. Over the forecast period, there is 

likely to be more of a blurring of lines across various categories, and therefore, an increase in 

hybrid products that serve multiple purposes. These new products' primary goal will be to 

provide better ingredients that are friendly to the skin microbiome, allowing them to be used on 

various parts of the body without need for differentiation. For example, focusing on female 

consumers, the startup Luna Daily has created Everywhere Wash, a microbiome-balancing 

product that can be used as an intimate wash and general shower gel. On the other hand, 

Baylis & Harding is a strong example of the skinification trend. The player introduced its 

Kindness+ collection in 2023, which consists of three body wash options enhanced with plant 

collagen, hyaluronic acid, vitamin C, and niacinamide to contribute to healthier and more 

appealing skin. 

 

Refillable formats set to grow significantly over forecast period 

Due to its extensive use of plastic and water, bath and shower is generally considered among 

the most polluting categories. However, due to growing consumer demand for 

sustainability, category players are making efforts to ensure their products and packaging are 

more environmentally-friendly. These efforts can be widely categorised into four main 

approaches: the first involves players attempting to use a significant proportion of recycled 

materials; the second focuses on sustainable ingredient sourcing; the third involves lowering a 

player's carbon footprint through transportation; and the fourth is linked to increasing the number 

of refillable formats within the category.  

Refillable formats are becoming increasingly popular in the local market. For instance, the two 

leading category players, Unilever and PZ Cussons Plc, already have refillable pouches 

available for their shower gel brands, Radox Shower and Original Source, respectively. One 

such competitor is fast-growing deodorant brand, Wild, which entered in 2023 with a refillable 

body wash in an effort to provide consumers with a more environmentally-friendly option. It is 

anticipated that players will continue to make sustainable efforts; in particular, more refillable 

product launches are anticipated over the forecast period, with this format likely to gain 

momentum if the appropriate infrastructure can support this movement. 

 

Increasing focus on women's health and wellness to fuel sales of 
intimate washes 

Demand for intimate washes is expected to gain stronger momentum over the forecast period, 

with this category being reimagined following the emergence of trends in associated areas such 

as menopause, period care, and sexual wellness. Women are becoming increasingly self-aware 

and willing to discuss their bodies and needs, rather than feel these topics are taboo. Rather 

than choose products that merely mask odours with ingredients that are not always gentle on 

the skin’s microbiome, they are now requesting superior ingredients and options that can 

provide them holistic wellbeing.  

Therefore, new brands such as Luna Daily have begun competing to attract consumers by 

introducing novel, all-natural formulations that claim to be gentler on intimate skin and 

appropriate for every stage of a woman's life, including menopause and postpartum. 

Furthermore, the growing demand from consumers has prompted leading players to rethink their 

product lines and enhance their formulations. For instance, the leading brand Femfresh Intimate 

Wash now offers an intimate wash called 0% Sensitive Wash, which is formulated specifically 

for sensitive skin types, contains 94% natural ingredients and it also has a pH and microbiome 

balanced. As a result of a greater focus on women's health and the improvement of products 

 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 
 

Content removed from sample 
 

 
 
 
 
 
 
 

Content removed from sample 
 



B A T H  A N D  S H O W E R  I N  T H E  U N I T E D  K I N G D O M  P a s s p o r t  4 

©  E u r o m o n i t o r  I n t e r n a t i o n a l  

specifically for this demographic, intimate washes is predicted to record a 4% CAGR in both 

volume and value terms (at constant 2023 prices) over the forecast period. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Bath and Shower by Category: Value 2018-2023 

 

GBP million 
 2018 2019 2020 2021 2022 2023 
 
Bath and Shower 1,000.0 1,024.3 1,260.4 1,171.2 1,079.4 1,135.3 
Bar Soap 124.9 128.8 139.5 144.7 130.4 144.8 
Bath Additives 156.4 163.8 174.4 179.7 180.3 185.9 
Body Powder 15.6 15.1 14.0 12.9 11.8 11.1 
Body Wash/Shower Gel 463.2 479.7 478.1 477.7 494.3 523.8 
Hand Sanitisers 12.7 11.7 120.5 48.1 24.4 24.8 
Intimate Hygiene 40.0 40.7 40.9 41.4 42.4 44.3 
- Intimate Washes 32.8 33.4 33.7 34.1 34.6 36.0 
- Intimate Wipes 7.2 7.3 7.2 7.3 7.8 8.3 
Liquid Soap 187.2 184.5 293.1 266.8 195.7 200.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 2 Sales of Bath and Shower by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Bath and Shower 5.2 2.6 13.5 
Bar Soap 11.0 3.0 15.9 
Bath Additives 3.1 3.5 18.9 
Body Powder -6.0 -6.6 -28.8 
Body Wash/Shower Gel 6.0 2.5 13.1 
Hand Sanitisers 1.8 14.3 95.1 
Intimate Hygiene 4.4 2.1 10.7 
- Intimate Washes 4.1 1.9 9.9 
- Intimate Wipes 5.8 2.8 14.7 
Liquid Soap 2.4 1.4 7.1 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 3 Sales of Bath and Shower by Premium vs Mass: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Premium 12.4 12.8 12.6 12.6 12.5 12.4 
Mass 87.6 87.2 87.4 87.4 87.5 87.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 4 NBO Company Shares of Bath and Shower: % Value 2019-2023 
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% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Unilever UK Ltd 20.3 19.2 19.8 20.5 20.8 
PZ Cussons Plc 15.3 17.5 16.6 15.7 15.8 
Colgate-Palmolive UK Ltd 7.6 6.8 7.0 6.6 6.4 
Lush Ltd 4.0 3.5 4.0 4.3 4.3 
Boots UK Ltd 4.2 3.5 3.8 4.1 4.1 
Molton Brown Ltd 3.2 2.7 3.0 3.1 3.1 
Body Shop Plc, The 3.2 3.5 3.5 2.6 2.8 
Baylis & Harding Ltd 2.2 3.2 2.7 2.4 2.4 
Johnson & Johnson Ltd 2.1 1.7 1.9 1.9 1.9 
Church & Dwight UK Ltd 1.8 1.5 1.6 1.8 1.8 
Beiersdorf UK Ltd 1.6 1.3 1.4 1.6 1.7 
Tesco Plc 1.7 1.6 1.6 1.6 1.6 
Coty UK Ltd 1.3 1.0 1.1 1.3 1.2 
J Sainsbury Plc 1.3 1.3 1.2 1.2 1.2 
Reckitt Benckiser Group 2.4 3.5 2.9 1.3 1.1 
    Plc (RB)      
Karo Pharma UK Ltd - - - 1.1 1.1 
L'Occitane Ltd 1.0 0.8 1.0 1.0 1.0 
Clorox Co, The 1.0 0.8 0.9 1.0 1.0 
Avon Cosmetics Ltd 1.1 1.5 1.3 1.1 0.8 
Procter & Gamble UK Ltd 0.8 0.7 0.7 0.8 0.8 
Westlab Ltd 0.7 0.6 0.7 0.7 0.7 
Asda Group Ltd 0.7 0.7 0.7 0.7 0.7 
Lornamead UK Ltd 0.6 0.5 0.6 0.6 0.6 
Neal's Yard Remedies Ltd 0.6 0.5 0.6 0.6 0.6 
Rituals Cosmetics UK Ltd 0.5 0.4 0.6 0.6 0.6 
Lidl UK GmbH 0.5 0.6 0.6 0.6 0.6 
Aesop UK Ltd 0.6 0.7 0.6 0.5 0.6 
Estée Lauder Cosmetics Ltd 0.5 0.4 0.4 0.5 0.5 
Combe International Ltd 0.5 0.4 0.4 0.5 0.4 
Karium Ltd 0.4 1.1 0.6 0.4 0.4 
Other Private Label 3.0 2.8 2.9 2.9 3.0 
Others 15.4 15.5 15.3 16.4 16.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 5 LBN Brand Shares of Bath and Shower: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Dove (Unilever Group) Unilever UK Ltd 6.7 7.0 7.3 7.6 
Carex PZ Cussons Plc 10.0 8.4 6.8 6.6 
Radox (Unilever Group) Unilever UK Ltd 6.3 6.5 6.3 6.2 
Imperial Leather PZ Cussons Plc 3.7 4.1 4.3 4.4 
Lush (Lush Retail Ltd) Lush Ltd 3.5 4.0 4.3 4.3 
Boots (Private Label) Boots UK Ltd 3.1 3.4 3.6 3.5 
Sanex (Colgate- Colgate-Palmolive UK Ltd 3.4 3.6 3.6 3.5 
    Palmolive Co)      
Molton Brown (Kao Corp) Molton Brown Ltd 2.7 3.0 3.1 3.1 
Lynx (Unilever Group) Unilever UK Ltd 2.5 2.7 3.0 3.0 
The Body Shop Body Shop Plc, The 3.5 3.5 2.6 2.8 
    (Natura&Co)      
Palmolive (Colgate- Colgate-Palmolive UK Ltd 3.3 3.2 2.8 2.7 
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    Palmolive Co)      
Original Source PZ Cussons Plc 2.0 2.2 2.5 2.6 
Baylis & Harding Baylis & Harding Ltd 3.2 2.7 2.4 2.4 
Femfresh (Church & Church & Dwight UK Ltd 1.5 1.6 1.8 1.8 
    Dwight Co Inc)      
Tesco (Private Label) Tesco Plc 1.6 1.6 1.6 1.6 
Johnson's (Kenvue Inc) Johnson & Johnson Ltd - - - 1.4 
Radox for Men Unilever UK Ltd 1.2 1.3 1.4 1.4 
    (Unilever Group)      
Sainsbury's (Private J Sainsbury Plc 1.3 1.2 1.2 1.2 
    Label)      
Dove Men (Unilever Unilever UK Ltd 0.8 0.9 1.1 1.2 
    Group)      
Dettol Reckitt Benckiser Group 2.6 1.8 1.3 1.1 
 Plc (RB)     
E45 (Karo Pharma AB) Karo Pharma UK Ltd - - 1.1 1.1 
L'Occitane L'Occitane Ltd 0.8 1.0 1.0 1.0 
    (L'Occitane      
    International SA)      
Burt's Bees Clorox Co, The 0.8 0.9 1.0 1.0 
The Sanctuary PZ Cussons Plc 0.9 1.0 1.0 1.0 
Nivea (Beiersdorf AG) Beiersdorf UK Ltd 0.7 0.7 0.8 0.8 
Avon Senses (Natura&Co) Avon Cosmetics Ltd 0.5 0.5 0.8 0.8 
Philosophy (Coty Inc) Coty UK Ltd 0.6 0.7 0.7 0.7 
Imperial Leather for PZ Cussons Plc 0.6 0.6 0.7 0.7 
    Men      
Westlab Westlab Ltd 0.6 0.7 0.7 0.7 
Asda (Private Label) Asda Group Ltd 0.7 0.7 0.7 0.7 
Johnson's (Johnson & Johnson & Johnson Ltd 1.2 1.4 1.5 - 
    Johnson Inc)      
E45 Reckitt Benckiser Group 1.0 1.0 - - 
 Plc (RB)     
Other Private Label Other Private Label 2.8 2.9 2.9 3.0 
    (Private Label)      
Others Others 25.9 25.3 26.2 26.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 6 LBN Brand Shares of Premium Bath and Shower: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Molton Brown (Kao Corp) Molton Brown Ltd 21.8 23.5 24.4 24.7 
L'Occitane L'Occitane Ltd 6.4 8.1 8.0 8.2 
    (L'Occitane      
    International SA)      
Philosophy (Coty Inc) Coty UK Ltd 4.9 5.3 5.9 6.0 
Neal's Yard Remedies Neal's Yard Remedies Ltd 4.2 4.7 4.8 5.0 
Rituals (Rituals Rituals Cosmetics UK Ltd 3.5 4.4 4.8 4.8 
    Cosmetics Enterprise      
    BV)      
Aesop (L'Oréal Groupe) Aesop UK Ltd - - - 4.5 
Jo Malone London Estée Lauder Cosmetics Ltd 3.2 3.6 4.0 3.9 
    (Estée Lauder Cos Inc)      
Clarins Men (Clarins Clarins UK Ltd 1.3 1.4 1.7 1.8 
    SA)      
Le Couvent des Minimes Laboratoires Filorga SA 1.5 1.7 1.7 1.8 
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Kiehl's for Men L'Oréal (UK) Ltd 1.3 1.5 1.6 1.6 
    (L'Oréal Groupe)      
Cowshed Cowshed Products Ltd 1.0 1.1 1.3 1.3 
Elemis (L'Occitane Elemis Ltd 0.9 1.0 1.2 1.2 
    International SA)      
Dr Hauschka (WALA WALA UK Ltd 0.4 0.5 0.5 0.5 
    Heilmittel GmbH)      
Weleda (Weleda AG) Weleda (UK) Ltd 0.4 0.4 0.5 0.5 
Acqua di Parma (LVMH Christian Dior (UK) Ltd, 0.4 0.4 0.4 0.4 
    Moët Hennessy Louis Parfums     
    Vuitton SA)      
Avène (Pierre Fabre Pierre Fabre Ltd 0.2 0.2 0.3 0.3 
    SA, Laboratoires)      
Jean Paul Gaultier Le Shiseido UK Co Ltd 0.3 0.3 0.3 0.2 
    Mâle All-Over Shower      
    Gel (Puig SL)      
NUXE (Laboratoire Nuxe UK Ltd 0.1 0.1 0.1 0.1 
    Nuxe SAS)      
Aesop (Natura&Co) Aesop UK Ltd 5.4 4.5 4.2 - 
Aesop (Natura Aesop UK Ltd - - - - 
    Cosméticos SA)      
Others Others 42.8 37.2 34.1 33.2 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 7 Forecast Sales of Bath and Shower by Category: Value 2023-2028 

 

GBP million 
 2023 2024 2025 2026 2027 2028 
 
Bath and Shower 1,135.3 1,118.5 1,117.0 1,125.4 1,141.4 1,161.0 
Bar Soap 144.8 136.4 130.4 126.4 124.0 123.1 
Bath Additives 185.9 178.2 172.8 169.4 166.8 163.4 
Body Powder 11.1 10.1 9.3 8.5 7.9 7.4 
Body Wash/Shower Gel 523.8 523.2 530.6 543.0 559.8 579.5 
Hand Sanitisers 24.8 24.7 24.7 24.9 25.2 25.6 
Intimate Hygiene 44.3 45.0 46.0 47.5 49.3 51.3 
- Intimate Washes 36.0 36.8 37.9 39.4 41.3 43.5 
- Intimate Wipes 8.3 8.2 8.1 8.0 8.0 7.8 
Liquid Soap 200.5 200.9 203.1 205.8 208.4 210.7 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 8 Forecast Sales of Bath and Shower by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Bath and Shower -1.5 0.5 2.3 
Bar Soap -5.8 -3.2 -15.0 
Bath Additives -4.2 -2.6 -12.1 
Body Powder -9.0 -7.7 -33.2 
Body Wash/Shower Gel -0.1 2.0 10.6 
Hand Sanitisers -0.5 0.6 3.1 
Intimate Hygiene 1.6 3.0 15.9 
- Intimate Washes 2.2 3.9 20.8 
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- Intimate Wipes -1.1 -1.1 -5.3 
Liquid Soap 0.2 1.0 5.1 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 9 Forecast Sales of Bath and Shower by Premium vs Mass: % Value 2023-2028 

 

% retail value rsp 
 2023 2024 2025 2026 2027 2028 
 
Premium 12.4 12.4 12.3 12.3 12.4 12.4 
Mass 87.6 87.7 87.7 87.7 87.6 87.6 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 
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BEAUTY AND PERSONAL CARE IN 
THE UNITED KINGDOM - INDUSTRY 
OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

Inflationary pressures caused by the war in Ukraine and supply issues continued to be among 

the strongest influences on the performance by beauty and personal care in the UK in 2023. 

However, despite further increases in the price of goods and services, consumers proved willing 

to maintain spending habits in terms of beauty and personal care, which recorded a stable 

performance during the year. While high value growth can be partly attributed to further unit 

price increases, this slowed in some categories from the previous year with many brands having 

realised there is a balance required between maintaining product margins and maintaining 

volumes. As the price of existing products has risen, consumers have become more considered 

in their purchasing decisions and opted to trade down in many essential categories such as bath 

and shower and depilatories, where they are less likely to have an emotional connection to 

brands. Skin care, colour cosmetics and fragrances remained among the highest value 

categories in 2023, buoyed by the frequency of use, breadth of products used per consumer 

and the comparatively high cost per item. Ingredients have become even more of an important 

consideration across the beauty and personal care industry, as consumers value efficacious 

products where they might be forced to reduce the number of products they use in their 

routines, preferring multifunctionality for both monetary reasons and convenience. The focus on 

ingredients is expected to be a long-term trend in beauty and personal care, and the heightened 

understanding of benefits and combinations to combat specific issues is likely to be retained by 

consumers.  

Mass beauty and personal care retained higher value share than the premium segment in 

2023. However, both mass and premium segments recorded similar value growth rates during 

the year, with consumers maintaining their spend on premium products in categories such as 

fragrances and colour cosmetics, where the perceived value of brands and loyalty products 

encouraged them to make changes in other areas to maintain these habits or to indulge. 

Premium fragrances was one of the highest value growth categories in beauty and personal 

care in 2023, with several new product releases gaining traction as consumers looked to 

experiment and expand their fragrance wardrobes. The development of mass beauty and 

personal care products to rival premium alternatives, and consumer awareness of their 

comparative effects, were the main growth drivers. Mass sun care was one of the most 

impressive performers in 2023, driven by the broadening discussion around the need for 

prevention as opposed to a cure when it comes to skin ageing and sun-related skin issues. The 

use of SPF has changed from seasonal-only to be used in the summer or when on holiday, to 

being a part of the daily routine - leading to an increase in volume and value sales.  

 

2023 key trends 

Beyond the impact of inflation in 2023, there were several key trends shaping beauty and 

personal care in the UK, including the increased influence of TikTok, the rise of “dupes” and the 

premiumisation of less indulgent categories. TikTok was one of the defining factors when it 

came to determining the most popular products in 2023, particularly in categories such as colour 
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cosmetics, skin care and hair care. The algorithm allows consumers to engage with like-minded 

creators and consumers, who are perceived as providing authentic product reviews. This sense 

of authenticity and relatability is something that consumers crave in a world increasingly 

saturated with marketing and advertising, with many large players facing a backlash for certain 

social, economic and environmental transgressions. Brands such as Made by Mitchell and Rare 

Beauty have been able to capitalise on the growing popularity of TikTok, with both brands using 

their founders’ reputations and popular influencers to communicate with potential consumers on 

a more intimate basis. TikTok has also been one of the main catalysts speeding up the trend 

cycle within beauty and personal care. Historically, product popularity would be more seasonal, 

with consumers looking to change their routines from summer to winter. Now, seasonality has 

less of an influence, with consumers looking to have the latest trending product when they first 

see it, or risk it being sold out. This has made it increasingly difficult for brands to predict trends, 

resulting in issues with stock keeping, focused marketing or contributing to over consumption. 

Amid increasing costs of beauty and personal care products and rising awareness of 

ingredients and formulations, “dupe” products (a product that imitates a premium product for a 

lower price) are gaining popularity, as consumers strive to keep up with trends and indulge 

without the premium price tag. A strategy popularised by private label options, which are able to 

offer more competitive prices, mass brands are also starting to launch products that replicate 

high-end products. This trend has also been accelerated by the gamification of finding “dupes”, 

with consumers sharing the alternatives they have found online. Many consumers still prefer to 

buy premium products for their perceived quality and status when they can, and so there is a 

likelihood that this trend will be less influential as the cost-of living crisis eases and consumers 

are able to revert to their original preferences.  

The premiumisation of beauty and personal care was a growing trend over the review period, 

blurring the lines between mass and premium products. The trend has been through several 

different iterations, with the “skinification” of categories, the introduction of salon brands into 

consumer channels, and mass collaborations with premium brands and celebrities. The majority 

of this premiumisation trend is evident in colour cosmetics, skin care and hair care, as there is 

the opportunity for tangible additions to the products and consumer willingness to spend more. 

In 2023, this development branched out into other categories such as bath and shower and 

deodorants, with mass brands launching products with skin care attributes, or offering more 

premium attributes, such as natural ingredients or botanicals, in addition to more sustainable 

formats, including the introduction of refillable packaging.  

 

Competitive landscape 

Despite inflation remaining prominent across the UK in 2023, some categories within beauty 

and personal care continued to be driven by premiumisation. This was notably the case for 

premium colour cosmetics and fragrances, as consumers remained willing to invest more in 

higher-quality products with better credentials. However, this was not evident in skin care, as 

consumers mainly continued to choose mass products in 2023 due to the growing influx of 

masstige brands offering affordable luxury, tapping into demand for ingredient-led beauty 

products and dermocosmetics. Meanwhile, the UK’s wider beauty and personal care landscape 

continued to witness promotional events to encourage purchases and maximise on traditional 

occasions such as Mother’s Day and Christmas. In recent years, this has expanded to newer 

events, including Black Friday and Singles’ Day (or Double 11), which was originally a Chinese 

unofficial holiday and shopping season that celebrates people who are not in relationships. 

L'Oréal (UK) Ltd strengthened its leadership of beauty and personal care in 2023, partly 

driven by the strong performance of its dermocosmetics brands CeraVe and La Roche-Posay, 

which continued to gain share. Procter & Gamble UK Ltd and Unilever UK Ltd ranked second 

and third, respectively. Both players aimed to gain ground on L'Oréal by acquiring niche brands 
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that fulfil share-capturing gaps within their portfolios. Within hair care, Procter & Gamble 

acquired textured hair brand Mielle Organics in January 2023, while Unilever reached an 

agreement to acquire premium biotech brand K18 in December 2023.  

 

Retailing developments 

In-store sales of beauty and personal care products remained resilient across the UK in 2023. 

Browsing and testing merchandise prior to purchasing remains important to local consumers, 

despite the rapid growth of e-commerce following the emergence of the pandemic. As such, 

categories that traditionally benefited from in-store shopping – such as colour cosmetics – 

witnessed upticks in offline sales in 2023. Strong consumer demand also encouraged some 

health and beauty specialists to commit to expanding their physical footprint. Following The 

Fragrance Shop’s commitment to open 100 new bricks-and-mortar stores across the UK and 

Ireland by the end of 2025, it opened its first Northern Ireland-based store in April 2024, with 

plans to open an inaugural “experimental” flagship in London later in 2024 to create an 

immersive customer experience. Meanwhile, Boots continued to transform its beauty offering 

with the launch of its first Boots Beauty store in December 2023, which aims to offer complete 

beauty solutions that fit all budgets. One blow to the UK’s physical retail presence in 2024 was 

the announcement that The Body Shop is to close 75 stores in the first half of the year following 

its fall into administration.  

Within the grocery space, discounters such as Aldi and Lidl continued to outperform the 

broader channel in 2023, as the competitive prices of their beauty and personal care products 

resonated strongly with consumers amid the cost-of-living crisis. Supermarkets also gained 

marginal value share, with retailers such as Sainsbury’s and Tesco revamping their in-store 

beauty aisles. In July 2023, Sainsbury’s added 106 serum displays to help simplify how 

customers shop for facial serums, while strengthening its skin care offering.  

A strong performance for in-store shopping resulted in lower e-commerce penetration in 2023 

compared with 2022. Previously, e-commerce growth had been aided by players investing in 

their omnichannel strategies. This continued in 2023, but as evident in the performance of 

supermarkets, investment in this strategy was more focused on reinvigorating physical stores. 

For example, the availability of salon professional hair care brands expanded beyond the 

traditional salon and e-commerce channels, with Boots expanding its hair care portfolio by 

adding 400 new SKUs from 10 professional brands in October 2023. This was accompanied by 

in-store hair care specialists being introduced into stores, offering personalised expertise and 

product advice.  

Direct selling experienced a steady decline over much of the review period due to the growth 

of e-commerce and home delivery, although it regained some share in 2023. Avon was 

particularly busy in 2023 as it looked to implement its own omnichannel strategy. Since October, 

the brand has been available across 100 Superdrug stores and its website as it looks to connect 

with new customers. The following month, the player announced plans to open its first set of 

physical retail stores in the UK. 

 

What next for beauty and personal care? 

The outlook for beauty and personal care in the UK is optimistic. Unit price growth is expected 

slow as inflation subsides. According to Euromonitor International’s Consumers and Economics 

Data, the UK inflation rate will decrease to a low-single digit (2%) by 2028 from 7% recorded in 

2023. This is likely to support further demand for various beauty and personal care products in 

the coming years, as disposable incomes gradually increase. 

Over the forecast period, robust growth is anticipated in fragrances, especially in the premium 

segment. While the premiumisation trend will continue across much of beauty and personal 
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care, fragrances is expected to benefit the most with an increasing focus on wellbeing and high-

quality ingredients. The concept of ingredient-led beauty is not new but the trend will be more 

visible, even in categories where innovation is not the driving factor, including bath and shower. 

Young consumers, mainly Generation Z, are increasingly following the shower routine trend that 

includes multi-step regimes. Players and retailers have begun to promote this trend through new 

launches. In late 2023, beauty and personal care retailer SpaceNK launched the Everything 

Shower guide, covering different steps in the routine and product recommendation for hair and 

body care with skinification features. Colour cosmetics has already observed a high level of 

skinification, where products are launched with skin care benefits such as SPF-infused 

foundation. While this concept was previously limited to high-end products or brands, 

skinification has become an essential feature in all beauty-related innovation – premium or 

mass. On the other hand, price-sensitive consumers will continue to search for affordable 

products as habit persistence continues, leading to high market potential for masstige brands.  

Sun care is also expected to record a solid performance as consumers adopt preventative 

measures over corrective. Growing consumer awareness of sun protection will benefit demand. 

In addition, an increasing number of appeals in the UK to cut VAT on sunscreen from charities 

and retailers such as Tesco will help drive up volumes. 

The use of technology from production to the marketing stage will increase as willingness to 

pay more rises with the offer of specific features. Customisation plays a crucial role in attracting 

consumers as they become increasingly educated about product benefits and their implications 

for different skin types. 2023 witnessed many launches from brands and retailers around this 

trend, including health and beauty specialist Boots announcing the introduction of an AI-

powered personal shopper to boost its online sales. Going forward, such initiatives are expected 

to disrupt the shopping habits of consumers, and existing players must enhance their business 

strategies to gain a competitive edge. 

 

 

MARKET DATA 
 

Table 10 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

GBP million 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 13,424.8 13,498.3 12,760.4 13,165.1 14,039.4 15,072.1 
Baby and Child-specific 421.6 421.1 413.9 429.9 477.2 514.4 
    Products       
Bath and Shower 1,000.0 1,024.3 1,260.4 1,171.2 1,079.4 1,135.3 
Colour Cosmetics 2,454.6 2,345.8 1,812.6 1,866.3 2,080.1 2,221.2 
Deodorants 758.3 766.3 741.7 726.9 802.2 856.2 
Depilatories 195.1 191.3 187.0 181.3 188.4 192.4 
Fragrances 1,923.8 1,949.2 1,658.2 1,857.8 2,024.7 2,213.9 
Hair Care 1,614.0 1,639.8 1,693.7 1,750.7 1,865.9 1,986.7 
Men's Grooming 1,719.8 1,740.9 1,592.8 1,685.6 1,830.9 2,000.2 
Oral Care 1,291.9 1,330.0 1,316.3 1,336.4 1,415.7 1,526.3 
Oral Care Excl Power 1,095.0 1,118.5 1,091.8 1,099.8 1,158.5 1,249.6 
    Toothbrushes       
Skin Care 3,035.9 3,088.2 3,079.0 3,182.9 3,341.0 3,584.9 
Sun Care 413.6 434.8 311.6 376.0 465.3 520.1 
Premium Beauty and 4,712.4 4,773.2 4,188.1 4,497.1 4,924.5 5,299.0 
    Personal Care       
Prestige Beauty and 4,605.6 4,660.1 4,087.1 4,370.5 4,784.6 5,136.8 
    Personal Care       
Mass Beauty and 6,868.8 6,854.0 6,750.4 6,830.5 7,171.6 7,691.6 
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    Personal Care       
Dermocosmetics Beauty 287.5 303.2 323.6 393.6 416.6 504.6 
    and Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 11 Sales of Beauty and Personal Care by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Beauty and Personal Care 7.4 2.3 12.3 
Baby and Child-specific Products 7.8 4.1 22.0 
Bath and Shower 5.2 2.6 13.5 
Colour Cosmetics 6.8 -2.0 -9.5 
Deodorants 6.7 2.5 12.9 
Depilatories 2.2 -0.3 -1.4 
Fragrances 9.3 2.8 15.1 
Hair Care 6.5 4.2 23.1 
Men's Grooming 9.2 3.1 16.3 
Oral Care 7.8 3.4 18.1 
Oral Care Excl Power Toothbrushes 7.9 2.7 14.1 
Skin Care 7.3 3.4 18.1 
Sun Care 11.8 4.7 25.7 
Premium Beauty and Personal Care 7.6 2.4 12.4 
Prestige Beauty and Personal Care 7.4 2.2 11.5 
Mass Beauty and Personal Care 7.3 2.3 12.0 
Dermocosmetics Beauty and Personal Care 21.1 11.9 75.5 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 

 

 

Table 12 GBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal Groupe 11.0 10.8 11.4 11.4 12.3 
Unilever Group 8.1 8.5 8.0 7.9 7.7 
Procter & Gamble Co, The 7.9 8.1 8.1 8.1 7.7 
Estée Lauder Cos Inc 8.9 7.6 7.7 8.0 7.4 
Coty Inc 5.9 4.3 4.5 4.4 4.4 
Colgate-Palmolive Co 3.1 3.4 3.2 3.0 3.0 
Beiersdorf AG 2.8 2.9 2.8 3.0 3.0 
Puig SL 1.8 2.0 2.2 2.3 2.4 
Kenvue Inc - - - - 2.4 
LVMH Moët Hennessy Louis 2.3 1.9 2.0 2.0 2.1 
    Vuitton SA      
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Haleon plc - - - 1.7 1.7 
PZ Cussons Plc 1.6 2.1 1.9 1.8 1.7 
Natura&Co 2.4 4.2 3.7 2.7 1.7 
Kao Corp 0.9 0.9 0.9 0.8 1.1 
Chanel SA 1.1 1.0 1.1 1.0 1.0 
Clarins SA 1.3 1.1 1.1 1.1 1.0 
Revlon Inc 0.9 0.8 0.9 0.9 0.9 
Wella AG - 1.0 0.9 0.9 0.9 
L'Occitane International SA 0.9 0.9 0.9 0.9 0.8 
Lush Retail Ltd 0.8 0.8 0.8 0.7 0.7 
Edgewell Personal Care 0.8 0.8 0.7 0.7 0.6 
    Brands LLC      
Walgreens Boots Alliance 0.7 0.7 0.7 0.7 0.6 
    Inc      
Reckitt Benckiser Group 0.9 1.1 0.9 0.7 0.6 
    Plc (RB)      
Church & Dwight Co Inc 0.6 0.6 0.6 0.6 0.6 
Revolution Beauty Ltd 0.6 0.5 0.5 0.5 0.6 
Inter Parfums Inc 0.3 0.3 0.4 0.5 0.5 
Henkel AG & Co KGaA 0.7 0.7 0.4 0.4 0.5 
Shiseido Co Ltd 0.7 0.5 0.5 0.4 0.4 
Clorox Co, The 0.4 0.4 0.4 0.4 0.3 
Kimberly-Clark Corp 0.1 0.2 0.3 0.3 0.3 
Private Label 7.1 6.9 6.9 6.9 7.1 
Others 25.5 25.1 25.4 25.3 23.8 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 13 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal (UK) Ltd 10.8 10.5 11.1 11.2 11.8 
Procter & Gamble UK Ltd 8.0 8.2 8.2 8.3 7.9 
Unilever UK Ltd 7.5 7.9 7.5 7.4 7.3 
Estée Lauder Cosmetics Ltd 8.9 7.6 7.4 7.5 6.9 
Boots UK Ltd 4.8 4.5 4.5 4.5 4.7 
Coty UK Ltd 3.7 3.4 3.5 3.4 3.4 
Colgate-Palmolive UK Ltd 3.1 3.4 3.2 3.0 3.0 
Beiersdorf UK Ltd 2.8 2.9 2.8 3.0 3.0 
Johnson & Johnson Ltd 2.6 2.6 2.2 2.1 2.1 
Puig UK Ltd 1.8 1.6 1.7 1.8 1.8 
GlaxoSmithKline Plc 1.6 1.7 1.7 1.7 1.7 
PZ Cussons Plc 1.6 2.1 1.9 1.6 1.6 
Clarins UK Ltd 1.3 1.3 1.3 1.3 1.2 
Chanel Ltd 1.2 1.0 1.1 1.1 1.0 
Christian Dior (UK) Ltd, 0.9 0.9 1.0 1.0 1.0 
    Parfums      
Rimmel International Ltd 1.1 1.0 1.0 1.0 1.0 
Body Shop Plc, The 2.2 2.7 2.4 1.6 0.9 
Avon Cosmetics Ltd 1.2 1.3 1.1 0.9 0.8 
Lush Ltd 0.8 0.8 0.8 0.7 0.7 
Henkel Ltd 0.7 0.7 0.6 0.6 0.7 
Reckitt Benckiser Group 0.9 1.1 0.9 0.7 0.6 
    Plc (RB)      
Charlotte Tilbury Beauty 0.4 0.4 0.5 0.5 0.6 
    Ltd      
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Church & Dwight UK Ltd 0.6 0.6 0.6 0.6 0.6 
Revolution Beauty Ltd 0.6 0.5 0.5 0.5 0.6 
Elemis Ltd 0.6 0.6 0.6 0.6 0.6 
Deciem UK Ltd 0.2 0.3 0.3 0.5 0.5 
Tesco Plc 0.5 0.6 0.6 0.5 0.5 
Benefit Cosmetics Ltd 0.7 0.5 0.5 0.5 0.5 
Colomer Professional Ltd 0.4 0.4 0.4 0.4 0.4 
Shiseido UK Co Ltd 0.6 0.5 0.6 0.4 0.4 
Other Private Label 1.7 1.8 1.8 1.8 1.9 
Others 26.1 27.0 27.7 29.3 30.5 
Total 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 14 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Boots N°7 (Private Boots UK Ltd 2.6 2.6 2.6 2.8 
    Label)      
L'Oréal Paris L'Oréal (UK) Ltd 1.9 1.9 1.8 1.9 
    (L'Oréal Groupe)      
Clinique (Estée Estée Lauder Cosmetics Ltd 1.6 1.6 1.6 1.6 
    Lauder Cos Inc)      
Dove (Unilever Group) Unilever UK Ltd 1.5 1.4 1.4 1.4 
Garnier (L'Oréal L'Oréal (UK) Ltd 1.2 1.2 1.1 1.3 
    Groupe)      
Estée Lauder (Estée Estée Lauder Cosmetics Ltd 1.3 1.2 1.3 1.3 
    Lauder Cos Inc)      
Oral-B (Procter & Procter & Gamble UK Ltd 1.3 1.3 1.3 1.3 
    Gamble Co, The)      
Olay (Procter & Procter & Gamble UK Ltd 1.2 1.2 1.1 1.1 
    Gamble Co, The)      
Lynx (Unilever Group) Unilever UK Ltd 1.1 1.0 1.0 1.0 
Lancôme (L'Oréal L'Oréal (UK) Ltd 1.1 1.1 1.0 1.0 
    Groupe)      
Mac (Estée Lauder Cos Estée Lauder Cosmetics Ltd 1.0 1.0 1.1 1.0 
    Inc)      
Sensodyne (Haleon plc) GlaxoSmithKline Plc - - 1.0 1.0 
Rimmel (Coty Inc) Rimmel International Ltd 1.0 1.0 1.0 1.0 
Simple (Unilever Group) Unilever UK Ltd 1.0 0.9 1.0 1.0 
CeraVe (L'Oréal Groupe) L'Oréal (UK) Ltd 0.3 0.6 0.7 1.0 
The Body Shop Body Shop Plc, The 2.7 2.4 1.6 0.9 
    (Natura&Co)      
Nivea (Beiersdorf AG) Beiersdorf UK Ltd 1.0 0.9 0.9 0.9 
Clarins (Clarins SA) Clarins UK Ltd 1.0 1.0 0.9 0.9 
Maybelline New York L'Oréal (UK) Ltd 0.8 0.8 0.8 0.8 
    (L'Oréal Groupe)      
Jo Malone London Estée Lauder Cosmetics Ltd 0.7 0.8 0.9 0.8 
    (Estée Lauder Cos Inc)      
Sure (Unilever Group) Unilever UK Ltd 0.7 0.6 0.7 0.7 
Lush (Lush Retail Ltd) Lush Ltd 0.8 0.8 0.7 0.7 
Colgate Total Colgate-Palmolive UK Ltd 0.7 0.7 0.7 0.7 
    (Colgate-Palmolive Co)      
Elvive (L'Oréal Groupe) L'Oréal (UK) Ltd 0.6 0.6 0.6 0.7 
La Roche-Posay L'Oréal (UK) Ltd 0.3 0.5 0.5 0.6 
    (L'Oréal Groupe)      
Charlotte Tilbury Charlotte Tilbury Beauty 0.4 0.5 0.5 0.6 
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    (Puig SL) Ltd     
Pampers (Procter & Procter & Gamble UK Ltd 0.6 0.7 0.7 0.6 
    Gamble Co, The)      
Listerine (Kenvue Inc) Johnson & Johnson Ltd - - - 0.6 
Nivea Sun (Beiersdorf Beiersdorf UK Ltd 0.3 0.4 0.6 0.6 
    AG)      
Colgate Whitening Colgate-Palmolive UK Ltd 0.6 0.6 0.6 0.6 
    (Colgate-Palmolive Co)      
Listerine (Johnson & Johnson & Johnson Ltd 0.6 0.6 0.6 - 
    Johnson Inc)      
Johnson's Baby Johnson & Johnson Ltd 0.8 0.4 0.4 - 
    (Johnson & Johnson Inc)      
Sensodyne GlaxoSmithKline Plc 0.9 1.0 - - 
Other Private Label Other Private Label 1.8 1.8 1.8 1.9 
    (Private Label)      
Others Others 66.7 67.0 67.4 68.0 
Total Total 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 7.1 7.1 6.9 6.9 6.9 7.1 
Baby and Child-specific 12.9 12.8 13.6 16.5 17.8 19.4 
    Products       
Bath and Shower 11.2 10.9 10.1 10.3 10.4 10.6 
Colour Cosmetics 9.5 9.5 9.3 9.2 8.4 7.7 
Deodorants 3.9 4.6 4.4 4.3 2.6 2.5 
Depilatories 4.9 4.9 5.1 5.0 5.4 4.8 
Fragrances 0.7 0.7 0.7 0.6 0.6 0.6 
Hair Care 1.8 1.7 1.6 1.6 1.7 1.8 
Men's Grooming 2.1 2.1 2.3 2.1 2.0 2.0 
Oral Care 6.0 5.9 5.5 5.3 5.5 5.5 
Skin Care 11.1 10.9 10.8 10.9 11.3 12.4 
Sun Care 13.6 13.1 12.0 11.7 12.7 13.0 
Mass Beauty and 12.5 12.5 11.7 12.0 12.1 12.6 
    Personal Care       

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 16 Distribution of Beauty and Personal Care by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 98.9 98.9 99.4 99.2 99.1 99.1 
- Retail Offline 79.5 77.7 63.9 62.0 61.2 62.5 
-- Grocery Retailers 27.0 26.9 28.1 25.4 24.5 24.5 
--- Convenience Retail 1.0 1.0 1.0 0.9 0.8 0.8 
---- Convenience Stores 1.0 1.0 1.0 0.8 0.8 0.8 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 9.2 9.2 9.6 8.6 8.3 8.4 
--- Hypermarkets 13.9 13.7 14.2 12.7 12.2 12.0 
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--- Discounters 2.0 2.1 2.4 2.4 2.5 2.7 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 0.9 0.9 0.9 0.8 0.7 0.7 
-- Non-Grocery Retailers 50.2 48.7 33.7 34.7 35.1 36.2 
--- General Merchandise 11.2 10.8 5.7 6.1 7.0 7.2 
    Stores       
---- Department Stores 8.7 8.4 3.7 4.1 5.1 5.3 
---- Variety Stores 2.5 2.4 2.1 2.0 1.9 1.9 
--- Apparel and 0.8 0.8 0.5 0.6 0.5 0.6 
    Footwear Specialists       
--- Appliances and 0.2 0.2 0.1 0.1 0.1 0.1 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 37.6 36.4 26.9 27.6 27.1 28.0 
    Specialists       
---- Beauty Specialists 8.8 8.7 5.1 5.7 6.4 6.5 
---- Pharmacies 9.8 9.5 7.9 7.5 7.1 7.1 
---- Optical Goods Stores - - - - - - 
---- Health and 18.9 18.3 13.9 14.4 13.6 14.4 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.4 0.4 0.4 0.3 0.3 0.2 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 2.2 2.2 2.1 2.0 1.6 1.8 
- Retail E-Commerce 19.4 21.2 35.5 37.1 37.9 36.6 
Non-retail channels 1.1 1.1 0.6 0.8 0.9 0.9 
- Hair Salons 1.1 1.1 0.6 0.8 0.9 0.9 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 17 Distribution of Beauty and Personal Care by Format and Category: % Value 
2023 

 

% retail value rsp 
 Baby and Bath and Colour Deodorants Depilatori Fragrances 
 Child- Shower Cosmetics  es  
 specific      
 Products      
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 72.9 67.4 57.0 81.5 74.3 57.5 
-- Grocery Retailers 36.2 48.9 7.2 42.8 29.3 3.8 
--- Convenience Retail 0.9 1.4 0.3 0.6 0.5 0.2 
---- Convenience Stores 0.8 1.4 0.3 0.5 0.5 0.2 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 15.8 18.7 1.9 15.5 12.8 1.2 
--- Hypermarkets 15.8 21.4 3.6 21.8 11.8 2.2 
--- Discounters 3.5 6.1 1.5 3.4 4.1 0.1 
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 0.2 1.2 0.0 1.5 0.2 0.1 
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-- Non-Grocery Retailers 36.3 16.3 45.4 36.8 43.1 52.0 
--- General Merchandise 1.1 3.3 11.2 4.6 2.4 14.7 
    Stores       
---- Department Stores 1.1 1.3 11.2 0.7 0.9 13.6 
---- Variety Stores 0.0 2.0 0.0 4.0 1.5 1.1 
--- Apparel and 0.0 0.0 1.7 0.0 0.0 1.3 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.2 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 34.6 12.8 32.5 32.1 40.6 35.9 
    Specialists       
---- Beauty Specialists 1.0 5.9 6.3 1.2 0.6 17.3 
---- Pharmacies 15.2 4.6 4.4 13.9 9.2 4.0 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 18.4 2.3 21.8 17.1 30.8 14.5 
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.6 0.0 0.0 0.0 0.1 0.1 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.3 2.3 4.3 2.0 1.8 1.7 
- Retail E-Commerce 27.1 32.6 43.0 18.5 25.7 42.5 
Non-retail channels 0.0 0.0 0.0 0.0 0.0 0.0 
- Hair Salons 0.0 0.0 0.0 0.0 0.0 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Hair Care Men's Oral Care Skin Care Sun Care  
  Grooming     
 
Retail Channels 93.0 99.7 100.0 100.0 100.0  
- Retail Offline 57.3 67.2 72.2 57.5 67.0  
-- Grocery Retailers 27.4 30.0 38.2 21.7 33.7  
--- Convenience Retail 1.6 1.3 1.0 0.3 0.7  
---- Convenience Stores 1.6 1.3 1.0 0.3 0.7  
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0  
--- Supermarkets 8.1 10.5 12.1 6.8 16.7  
--- Hypermarkets 11.1 15.1 19.0 13.3 10.9  
--- Discounters 4.4 2.4 5.3 1.1 4.2  
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0  
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0  
    specialists       
--- Small Local Grocers 2.2 0.8 0.8 0.2 1.2  
-- Non-Grocery Retailers 28.8 35.7 33.8 34.1 32.3  
--- General Merchandise 6.0 7.7 2.8 6.8 1.6  
    Stores       
---- Department Stores 1.6 5.8 1.0 4.5 1.6  
---- Variety Stores 4.4 1.9 1.7 2.3 0.0  
--- Apparel and 0.0 0.5 0.0 0.6 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 1.5 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 22.8 27.3 29.6 25.8 30.6  
    Specialists       
---- Beauty Specialists 5.6 7.7 1.3 6.2 4.8  
---- Pharmacies 5.3 6.8 15.5 5.4 12.9  
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---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 11.9 12.9 12.8 14.2 12.9  
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0  
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.1 0.0 0.9 0.0  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 1.0 1.5 0.2 1.7 1.0  
- Retail E-Commerce 35.8 32.5 27.8 42.5 33.0  
Non-retail channels 7.0 0.3 0.0 0.0 0.0  
- Hair Salons 7.0 0.3 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

Key: BC = baby and child-specific products; BS = bath and shower; CC = colour cosmetics; DO = deodorants; 
DP = depilatories; FR = fragrances; HC = hair care; MG = men’s grooming; OC = oral care; SK = skin 
care; SU = sun care 

 

 

Table 18 Forecast Sales of Beauty and Personal Care by Category: Value 2023-2028 

 

GBP million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 15,072.1 15,244.1 15,560.1 16,003.6 16,520.9 17,058.5 
Baby and Child-specific 514.4 517.3 522.3 527.4 532.7 538.0 
    Products       
Bath and Shower 1,135.3 1,118.5 1,117.0 1,125.4 1,141.4 1,161.0 
Colour Cosmetics 2,221.2 2,221.4 2,256.4 2,325.7 2,428.0 2,534.4 
Deodorants 856.2 859.5 864.4 870.3 876.7 883.6 
Depilatories 192.4 188.5 185.8 184.0 181.6 179.0 
Fragrances 2,213.9 2,309.2 2,451.9 2,648.3 2,876.5 3,119.3 
Hair Care 1,986.7 1,994.1 2,014.8 2,041.5 2,063.8 2,080.6 
Men's Grooming 2,000.2 2,030.0 2,088.6 2,179.0 2,292.4 2,417.4 
Oral Care 1,526.3 1,531.8 1,542.1 1,557.8 1,577.2 1,600.3 
Oral Care Excl Power 1,249.6 1,250.4 1,254.6 1,260.5 1,266.7 1,273.9 
    Toothbrushes       
Skin Care 3,584.9 3,657.9 3,751.4 3,858.6 3,969.0 4,081.4 
Sun Care 520.1 538.3 560.3 584.0 605.1 622.2 
Premium Beauty and 5,299.0 5,406.5 5,604.8 5,895.1 6,237.0 6,604.3 
    Personal Care       
Prestige Beauty and 5,136.8 - - - - - 
    Personal Care       
Mass Beauty and 7,691.6 7,766.8 7,890.2 8,041.8 8,211.3 8,370.8 
    Personal Care       
Dermocosmetics Beauty 504.6 - - - - - 
    and Personal Care       

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

Table 19 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2023-2028 
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% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Beauty and Personal Care 1.1 2.5 13.2 
Baby and Child-specific Products 0.6 0.9 4.6 
Bath and Shower -1.5 0.5 2.3 
Colour Cosmetics 0.0 2.7 14.1 
Deodorants 0.4 0.6 3.2 
Depilatories -2.1 -1.4 -7.0 
Fragrances 4.3 7.1 40.9 
Hair Care 0.4 0.9 4.7 
Men's Grooming 1.5 3.9 20.9 
Oral Care 0.4 1.0 4.8 
Oral Care Excl Power Toothbrushes 0.1 0.4 1.9 
Skin Care 2.0 2.6 13.8 
Sun Care 3.5 3.6 19.6 
Premium Beauty and Personal Care 2.0 4.5 24.6 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 1.0 1.7 8.8 
Dermocosmetics Beauty and Personal Care - - - 

Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

Note 1: Prestige/premium/mass beauty and personal care sales are additionally included within baby and child-
specific products, bath and shower, colour cosmetics, deodorants, fragrances, hair care, skin care and 
sun care 

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances and baby and child-specific sun 
care categories 

 

 

 

DISCLAIMER 
Forecast and scenario closing date: 8 April 2024 

Report closing date: 8 May 2024 

Analysis and data in this report give full consideration to consumer behaviour and market 

performance in 2023 and beyond as of the dates above. For the very latest insight on this 

industry and consumer behaviour, at both global and national level, readers can access 

strategic analysis and updates on www.euromonitor.com and via the Passport system, where 

new content is being added on a systematic basis. 
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Summary 1 Research Sources 

Official Sources Cancer Research UK 

 Companies House 

 Family & Childcare Trust 

 National Statistics 

 ONS 

 Oral Health Foundation 
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 YouGov 

Trade Associations British Dental Health Foundation 

 British Fragrance Association 

 COLIPA The European Cosmetics Association 

 Cosmetic Toiletry Perfumery Association 

(CTPA) 

 Global Cosmetics Industry 

 Hairdressing Beauty Suppliers Association 

 Packaging Federation 

Trade Press Barry M Cosmetics Ltd 

 BBC 

 Beauty Magazine 

 Beauty Packaging 

 British Beauty Council 

 Business of Fashion 

 BW Confidential 

 CEWUK 

 Cosmetic Design - Europe 

 Cosmetics Business 

 Cosmopolitan 

 Dentristy 

 Editorialist 

 European Cosmetic Review 

 European Cosmetics Monthly (ECB) 

 Financial Times 

 GCI Magazine 

 Global Cosmetics News 

 Globe News Wire 

 GQ 

 Happi 

 Packaging News 

 Personal Care Insights 

 Premium Beauty News 

 Reuters 
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 Talking Retail 

 The Grocer 

 The Guardian 

 The Times 

 Vogue Business 

 Yahoo Finance 

Source: Euromonitor International 
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