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FRAGRANCES IN INDIA - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 12% in current terms in 2023 to INR36.3 billion 

▪ Premium fragrances is the best performing category in 2023, with retail value sales rising by 

13% in current terms to INR16.0 billion 

▪ Baccarose Perfumes & Beauty Products Pvt Ltd is the leading player in 2023, with a retail 

value share of 21% 

▪ Retail sales are set to grow at a current value CAGR of 11% (2023 constant value CAGR of 

7%) over the forecast period to INR62.3 billion 

 

 

2023 DEVELOPMENTS 
 

Fragrances in india showcases double-digit growth, fuelled by increased 
usage occasions 

Fragrances in India experienced significant retail current value growth in 2023, driven by 

several key factors which contributed to expanding the popularity and consumption of such 

products. As Indian consumers increasingly prioritise personal care products as a means of self-

expression, fragrances have emerged as a favoured choice. Not only are consumers purchasing 

fragrances more frequently, but they are also diversifying their collections to suit different 

occasions and preferences. This heightened frequency of usage and purchasing instances 

reflects a broader cultural shift towards personal grooming and lifestyle enhancement. 

Moreover, the per capita consumption of fragrances has surged in India, registering double-

digit growth in 2023. This rise underscores the growing affinity for fragrances amongst Indian 

consumers, driven by rising disposable incomes and a desire for luxury experiences. According 

to Euromonitor International’s Voice of the Consumer: Beauty Survey, fielded June to July 2023, 

41% of Indian respondents wear fragrances daily or more frequently, highlighting the increasing 

integration of fragrances into daily grooming routines. The growth trajectory of the category in 

2023 was further supported by heightened consumer awareness and the influence of media and 

advertising, which promote fragrances as an essential element of personal style and 

sophistication. 

 

Premium women’s fragrances remains the best-performing category in 
2023 

Premium women’s fragrances has been experiencing remarkable growth in fragrances in 

India, and this continued in 2023, continuing to see the strongest current value growth. This 

surge in sales can be attributed to multiple factors. First, the increasing participation of women 

in the workforce and their rising disposable incomes have fuelled demand for luxury beauty and 

personal care products, including high-end fragrances. As financial independence grows 

amongst women, so does their inclination to invest in products which enhance personal 

grooming and reflect their sense of style. This demographic shift has significantly expanded the 
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consumer base for premium fragrances, driving sales and adoption across various age groups 

and urban demographics. 

Moreover, there is a palpable increase in awareness amongst Indian women regarding the 

importance of personal grooming and the role of fragrances in expressing individuality. 

Influenced by global fashion trends and media exposure, women now perceive fragrances not 

merely as something which is nice to have, but as essential accessories that complement their 

attire and personality. This cultural evolution has spurred a shift towards premium fragrances, 

characterised by unique scents and sophisticated packaging that resonate with contemporary 

lifestyles and aspirations. Brands are capitalising on this trend by offering a diverse range of 

premium fragrance options, supported by effective marketing strategies and celebrity 

endorsements, to cater to the discerning preferences of Indian consumers. As a result, premium 

women’s fragrances is expected to continue its growth trajectory, driving innovation and further 

expanding its market presence in India. 

 

Miniature fragrances gain popularity across the mass and premium 
segments 

Miniature versions of fragrances, known as minis, have become increasingly popular in India 

across both mass and premium brands. These smaller formats serve a crucial role in the 

fragrances category by offering consumers an accessible way to experience premium 

fragrances without committing to larger, more expensive bottles. For instance, luxury fragrance 

brands such as Kayali have introduced mini sets on platforms such as Nykaa, catering to 

consumers who desire high-end products, but prefer smaller, more affordable options. This 

approach allows consumers to enjoy the prestige and quality associated with luxury fragrances 

without spending large amounts, making premium fragrances more attainable and appealing. 

According to Euromonitor International’s Voice of the Consumer: Beauty Survey, fielded June 

to July 2023, only 17% of consumers replaced their fragrance because their current product had 

run out. Consumer behaviour indicates that many individuals do not replace their fragrances 

simply because they have run out, but rather seek variety or special deals. Miniature fragrances 

therefore fulfil a dual purpose for consumers: they offer the opportunity to try new scents or 

purchase for specific occasions, without committing to a full-sized bottle that may not be fully 

utilised. This flexibility makes minis a preferred choice amongst consumers who value versatility 

and cost-effectiveness in their fragrance purchases. In addition, miniatures are convenient for 

travel and gifting purposes, further enhancing their appeal and practicality for everyday use. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Availability and accessibility of premium brands set to drive growth 

Fragrances in India is expected to maintain double-digit retail current value growth rates 

throughout the forecast period. The rising availability and accessibility of fragrances in India are 

poised to significantly bolster sales in the coming years. With increasing disposable incomes, 

consumers will not only be able to afford more fragrances, but also wear them more frequently, 

integrating them into their daily grooming routine. Platforms such as Nykaa have played a 

pivotal role by democratising access to luxury and premium international fragrances across the 

country, including in tier-2 and below cities. This accessibility ensures that consumers outside 

major urban centres can now indulge in high-quality fragrances which were previously out of 

reach. 

Moreover, brands such as Armaf in fragrances are expanding their offline presence through 

partnerships with retailers such as Shoppers Stop, enhancing the availability of their products 
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for consumers who prefer to shop in physical stores. This omnichannel approach – combining 

online availability with an offline retail presence – not only broadens the reach of fragrances, but 

also caters to diverse consumer preferences and shopping behaviours. As a result, fragrances 

in India has been experiencing a surge in demand as accessibility improves, allowing more 

consumers to explore and purchase a wider range of fragrances. Looking ahead, this trend of 

enhanced availability and accessibility is expected to drive sustained growth for fragrances, 

supported by evolving consumer lifestyles and preferences across the country. 

 

Impulse purchases via hyperlocal platforms to accentuate growth for 
mass fragrances 

Hyperlocal platforms or quick commerce delivery services such as Blinkit, Swiggy Instamart, 

and Zepto are rapidly expanding their product offerings in India, aiming to deliver a wide range 

of items within minutes directly to consumers’ doorsteps. These platforms have become 

increasingly popular amongst consumers seeking convenience, prompting them to diversify 

beyond groceries and essentials to include beauty and personal care products, including 

fragrances. Brands such as Skinn by Titan, Bella Vita, Engage, Renée, and Plum, amongst 

many others, have made their product ranges available on these platforms, leveraging their 

quick delivery capabilities to reach more customers more efficiently. 

Moreover, these platforms are catering to consumer preferences by offering curated gift sets 

that include fragrances and other personal care items. The convenience of ordering and 

receiving fragrance gift sets within 10 minutes significantly appeals to consumers, encouraging 

impulse purchases, and driving interest in fragrances in India. As these hyperlocal and quick 

commerce platforms continue to expand their footprint and product offerings, they are poised to 

play a pivotal role in shaping consumer behaviour towards more immediate and convenient 

shopping experiences, thereby benefiting fragrances by enhancing accessibility and stimulating 

demand. 

 

Emerging trends in fragrance consumption to drive growth in the 
forecast period 

As consumer behaviour evolves, there is a noticeable shift towards seeking diverse 

fragrances tailored for specific occasions and moods in India. Increasingly, consumers 

recognise the impact of scents in terms of enhancing different aspects of their lives, whether it is 

a fragrance for the office, special occasion, or day and night use. According to Euromonitor 

International’s Voice of the Consumer: Beauty Survey, fielded June to July 2023, 46% of 

consumers indicated that mood-enhancing notes significantly influence their fragrance 

purchasing decisions. This trend reflects a growing preference for fragrances that not only smell 

good, but also align with the functional needs and emotional state of individuals. 

Factors such as the luxurious feel of scents, the combination of notes, and the overall sensory 

experience are becoming critical considerations for consumers when selecting fragrances. 

Whether it is the freshness of citrus for daytime wear, or the warmth of amber for evening 

events, the demand for diverse scent profiles is expected to drive sales of fragrances in India. 

Brands are increasingly focusing on creating multifaceted fragrances that cater to these 

nuanced preferences, thereby expanding their product offerings to encompass a broader 

spectrum of consumer needs. 

Looking ahead, the emphasis on functional product features and the sensory allure of 

fragrances are likely to fuel continued growth. Consumers’ heightened awareness of fragrance 

compositions and their impact on mood and perception will drive innovation and diversity within 

the category. As a result, fragrances is poised to thrive in India, as brands respond to these 

evolving consumer expectations with different fragrance offerings. 
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CATEGORY DATA 
 

Table 1 Sales of Fragrances by Category: Value 2018-2023 

 

INR million 
 2018 2019 2020 2021 2022 2023 
 
Fragrances 27,507.6 30,872.1 22,890.2 27,182.9 32,382.3 36,288.6 
Premium Fragrances 12,931.4 14,428.8 8,931.6 11,181.4 14,189.2 16,038.7 
- Premium Men's 8,417.3 9,360.0 5,761.1 7,216.7 9,078.6 10,148.7 
    Fragrances       
- Premium Women's 4,514.1 5,068.8 3,170.6 3,964.8 5,110.6 5,890.0 
    Fragrances       
- Premium Unisex - - - - - - 
    Fragrances       
- Premium Fragrance - - - - - - 
    Sets/Kits       
Mass Fragrances 14,576.2 16,443.2 13,958.5 16,001.5 18,193.1 20,249.9 
- Mass Men's Fragrances 10,226.1 11,478.7 9,724.8 11,137.8 12,643.6 14,061.1 
- Mass Women's Fragrances 4,350.2 4,964.5 4,233.7 4,863.7 5,549.5 6,188.8 
- Mass Unisex Fragrances - - - - - - 
- Mass Fragrance Sets/ - - - - - - 
    Kits       

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

 

 

Table 2 Sales of Fragrances by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Fragrances 12.1 5.7 31.9 
Premium Fragrances 13.0 4.4 24.0 
- Premium Men's Fragrances 11.8 3.8 20.6 
- Premium Women's Fragrances 15.3 5.5 30.5 
- Premium Unisex Fragrances - - - 
- Premium Fragrance Sets/Kits - - - 
Mass Fragrances 11.3 6.8 38.9 
- Mass Men's Fragrances 11.2 6.6 37.5 
- Mass Women's Fragrances 11.5 7.3 42.3 
- Mass Unisex Fragrances - - - 
- Mass Fragrance Sets/Kits - - - 

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

 

 

Table 3 NBO Company Shares of Fragrances: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Baccarose Perfumes & 25.9 21.4 21.3 20.9 20.6 
    Beauty Products Pvt Ltd      
Tarz Distribution India 12.5 12.5 12.2 11.7 11.4 
    Pvt Ltd      
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Titan Co Ltd 4.7 6.6 6.1 5.9 6.1 
Elca Cosmetics Pvt Ltd - - - 4.3 5.2 
Helene Curtis India Ltd, 3.6 4.8 4.3 3.9 4.2 
    J K      
Beauty Concepts Pvt Ltd 4.8 4.5 4.4 4.2 4.1 
Vini Cosmetics Pvt Ltd 2.8 3.6 3.9 3.9 4.0 
Procter & Gamble Hygiene 4.0 4.5 4.2 3.8 3.7 
    & Health Care Ltd      
Hindustan Unilever Ltd 3.0 3.4 3.1 2.8 2.7 
Oriflame India Pvt Ltd 2.3 2.7 1.9 1.4 1.3 
Gillette India Ltd 1.2 1.4 1.3 1.2 1.1 
VI John Group 0.7 0.9 0.8 0.7 0.7 
Quest Retail Pvt Ltd 0.5 0.5 0.5 0.5 0.5 
Avon Beauty Products 0.5 0.5 0.4 0.2 0.1 
    India Pvt Ltd      
Others 33.4 32.8 35.8 34.7 34.4 
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 4 LBN Brand Shares of Fragrances: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Skinn Titan Co Ltd 6.6 6.1 5.9 6.1 
Davidoff (Coty Inc) Tarz Distribution India 5.1 5.0 4.9 4.7 
 Pvt Ltd     
Fogg Vini Cosmetics Pvt Ltd 3.6 3.9 3.9 4.0 
Calvin Klein (Coty Inc) Tarz Distribution India 4.4 4.1 3.9 3.9 
 Pvt Ltd     
Old Spice Aftershave Procter & Gamble Hygiene 4.5 4.2 3.8 3.7 
    (Procter & Gamble Co, & Health Care Ltd     
    The)      
Park Avenue (Raymond Helene Curtis India Ltd, 3.9 3.4 3.1 3.5 
    Ltd) J K     
Bvlgari (LVMH Moët Beauty Concepts Pvt Ltd 3.6 3.5 3.4 3.4 
    Hennessy Louis      
    Vuitton SA)      
Burberry (Coty Inc) Tarz Distribution India 3.1 3.0 2.9 2.7 
 Pvt Ltd     
Tom Ford (Estée Elca Cosmetics Pvt Ltd - - 2.1 2.7 
    Lauder Cos Inc)      
Axe Aftershave Hindustan Unilever Ltd 3.4 3.1 2.8 2.7 
    (Unilever Group)      
Gillette Aftershave Gillette India Ltd 1.4 1.3 1.2 1.1 
    Splash (Procter &      
    Gamble Co, The)      
Versace (Euroitalia Baccarose Perfumes & 1.1 1.1 1.1 1.1 
    Srl) Beauty Products Pvt Ltd     
Hugo Boss (Coty Inc) Baccarose Perfumes & 1.1 1.1 1.0 1.0 
 Beauty Products Pvt Ltd     
Jo Malone London Elca Cosmetics Pvt Ltd - - 0.8 0.9 
    (Estée Lauder Cos Inc)      
Nautica (Coty Inc) Beauty Concepts Pvt Ltd 0.9 0.8 0.8 0.8 
Park Avenue Helene Curtis India Ltd, 0.9 0.9 0.8 0.7 
    Aftershave (Raymond J K     
    Ltd)      
Dolce & Gabbana Baccarose Perfumes & - - 0.7 0.7 
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    (Dolce & Gabbana Srl) Beauty Products Pvt Ltd     
Armani (L'Oréal Groupe) Baccarose Perfumes & 0.9 0.8 0.7 0.7 
 Beauty Products Pvt Ltd     
VI John Splash VI John Group 0.9 0.8 0.7 0.7 
    Aftershave Lotion      
Paco Rabanne (Puig SL) Baccarose Perfumes & 0.6 0.7 0.6 0.7 
 Beauty Products Pvt Ltd     
Montblanc (Inter Baccarose Perfumes & 0.7 0.7 0.7 0.6 
    Parfums Inc) Beauty Products Pvt Ltd     
Issey Miyake Baccarose Perfumes & 0.7 0.7 0.6 0.6 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Benetton (Puig SL) Baccarose Perfumes & 0.7 0.7 0.6 0.6 
 Beauty Products Pvt Ltd     
Carolina Herrera Baccarose Perfumes & 0.6 0.6 0.6 0.5 
    (Puig SL) Beauty Products Pvt Ltd     
The Body Shop Quest Retail Pvt Ltd 0.5 0.5 0.5 0.5 
    (Natura&Co)      
Ulric de Varens Baccarose Perfumes & 0.5 0.4 0.4 0.4 
    (Ulric de Varens SA, Beauty Products Pvt Ltd     
    Parfums)      
Prada (L'Oréal Groupe) Baccarose Perfumes & - 0.2 0.2 0.2 
 Beauty Products Pvt Ltd     
Oriflame Glacier Oriflame India Pvt Ltd 0.2 0.2 0.1 0.1 
    (Oriflame Cosmetics SA)      
Avon Imari (Natura&Co) Avon Beauty Products 0.4 0.3 0.2 0.1 
 India Pvt Ltd     
Oriflame Volare Oriflame India Pvt Ltd 0.1 0.1 0.1 0.1 
    (Oriflame Cosmetics SA)      
Dolce & Gabbana Baccarose Perfumes & 0.7 0.7 - - 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Prada (Puig SL) Baccarose Perfumes & 0.1 - - - 
 Beauty Products Pvt Ltd     
Others Others 48.9 51.2 50.8 50.6 
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 5 LBN Brand Shares of Premium Men's Fragrances: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Davidoff (Coty Inc) Tarz Distribution India 14.8 13.9 12.8 12.9 
 Pvt Ltd     
Calvin Klein (Coty Inc) Tarz Distribution India 10.8 9.6 8.4 8.4 
 Pvt Ltd     
Tom Ford (Estée Elca Cosmetics Pvt Ltd - - 4.4 6.0 
    Lauder Cos Inc)      
Bvlgari (LVMH Moët Beauty Concepts Pvt Ltd 6.8 6.3 5.7 5.7 
    Hennessy Louis      
    Vuitton SA)      
Burberry (Coty Inc) Tarz Distribution India 6.3 5.8 5.3 5.2 
 Pvt Ltd     
Nautica (Coty Inc) Beauty Concepts Pvt Ltd 2.9 2.6 2.2 2.2 
Jo Malone London Elca Cosmetics Pvt Ltd - - 2.0 2.1 
    (Estée Lauder Cos Inc)      
Hugo Boss (Coty Inc) Baccarose Perfumes & 2.7 2.4 2.2 1.9 
 Beauty Products Pvt Ltd     
Versace (Euroitalia Baccarose Perfumes & 2.2 2.1 1.9 1.9 
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    Srl) Beauty Products Pvt Ltd     
Armani (L'Oréal Groupe) Baccarose Perfumes & 2.1 1.9 1.6 1.6 
 Beauty Products Pvt Ltd     
Montblanc (Inter Baccarose Perfumes & 1.9 1.8 1.6 1.5 
    Parfums Inc) Beauty Products Pvt Ltd     
Dolce & Gabbana Baccarose Perfumes & - - 1.2 1.2 
    (Dolce & Gabbana Srl) Beauty Products Pvt Ltd     
Issey Miyake Baccarose Perfumes & 1.4 1.3 1.2 1.2 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Paco Rabanne (Puig SL) Baccarose Perfumes & 1.0 1.0 1.0 1.0 
 Beauty Products Pvt Ltd     
Carolina Herrera Baccarose Perfumes & 1.1 1.1 1.0 0.8 
    (Puig SL) Beauty Products Pvt Ltd     
Prada (L'Oréal Groupe) Baccarose Perfumes & - 0.3 0.3 0.3 
 Beauty Products Pvt Ltd     
Nina Ricci (Puig SL) Baccarose Perfumes & 0.1 0.1 0.1 0.1 
 Beauty Products Pvt Ltd     
Dolce & Gabbana Baccarose Perfumes & 1.4 1.3 - - 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Prada (Puig SL) Baccarose Perfumes & 0.3 - - - 
 Beauty Products Pvt Ltd     
Burberry (Burberry Tarz Distribution India - - - - 
    Group Plc) Pvt Ltd     
Others Others 44.2 48.6 47.1 46.0 
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 Women's Fragrances: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Bvlgari (LVMH Moët Beauty Concepts Pvt Ltd 13.5 12.6 11.2 10.9 
    Hennessy Louis      
    Vuitton SA)      
Calvin Klein (Coty Inc) Tarz Distribution India 11.8 10.8 9.6 9.6 
 Pvt Ltd     
Burberry (Coty Inc) Tarz Distribution India 10.6 10.1 8.9 8.0 
 Pvt Ltd     
Davidoff (Coty Inc) Tarz Distribution India 9.9 9.3 8.4 6.9 
 Pvt Ltd     
Tom Ford (Estée Elca Cosmetics Pvt Ltd - - 5.6 6.2 
    Lauder Cos Inc)      
Versace (Euroitalia Baccarose Perfumes & 3.9 3.8 3.5 3.4 
    Srl) Beauty Products Pvt Ltd     
Hugo Boss (Coty Inc) Baccarose Perfumes & 2.9 2.8 2.7 2.7 
 Beauty Products Pvt Ltd     
Dolce & Gabbana Baccarose Perfumes & - - 2.6 2.6 
    (Dolce & Gabbana Srl) Beauty Products Pvt Ltd     
Paco Rabanne (Puig SL) Baccarose Perfumes & 2.6 2.6 2.4 2.4 
 Beauty Products Pvt Ltd     
Jo Malone London Elca Cosmetics Pvt Ltd - - 1.6 2.2 
    (Estée Lauder Cos Inc)      
Issey Miyake Baccarose Perfumes & 2.3 2.2 1.9 1.8 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Armani (L'Oréal Groupe) Baccarose Perfumes & 2.4 2.1 1.8 1.8 
 Beauty Products Pvt Ltd     
Carolina Herrera Baccarose Perfumes & 2.1 2.0 1.8 1.7 
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    (Puig SL) Beauty Products Pvt Ltd     
Montblanc (Inter Baccarose Perfumes & 1.6 1.6 1.4 1.3 
    Parfums Inc) Beauty Products Pvt Ltd     
Nautica (Coty Inc) Beauty Concepts Pvt Ltd 1.1 1.1 1.0 1.0 
Prada (L'Oréal Groupe) Baccarose Perfumes & - 0.5 0.5 0.5 
 Beauty Products Pvt Ltd     
Nina Ricci (Puig SL) Baccarose Perfumes & 0.2 0.2 0.2 0.2 
 Beauty Products Pvt Ltd     
Dolce & Gabbana Baccarose Perfumes & 2.9 2.8 - - 
    (Shiseido Co Ltd) Beauty Products Pvt Ltd     
Prada (Puig SL) Baccarose Perfumes & 0.5 - - - 
 Beauty Products Pvt Ltd     
Burberry (Burberry Tarz Distribution India - - - - 
    Group Plc) Pvt Ltd     
Others Others 31.8 35.5 34.9 36.9 
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 Fragrances by Category: Value 2023-2028 

 

INR million 
 2023 2024 2025 2026 2027 2028 
 
Fragrances 36,288.6 38,932.4 41,750.5 44,620.7 47,594.3 50,576.9 
Premium Fragrances 16,038.7 17,546.1 19,211.4 20,984.1 22,846.1 24,764.2 
- Premium Men's 10,148.7 11,100.9 12,166.8 13,319.5 14,551.9 15,814.6 
    Fragrances       
- Premium Women's 5,890.0 6,445.2 7,044.7 7,664.6 8,294.2 8,949.6 
    Fragrances       
- Premium Unisex - - - - - - 
    Fragrances       
- Premium Fragrance - - - - - - 
    Sets/Kits       
Mass Fragrances 20,249.9 21,386.3 22,539.1 23,636.6 24,748.2 25,812.7 
- Mass Men's Fragrances 14,061.1 14,847.4 15,640.2 16,380.2 17,135.1 17,849.9 
- Mass Women's Fragrances 6,188.8 6,539.0 6,898.8 7,256.3 7,613.1 7,962.9 
- Mass Unisex Fragrances - - - - - - 
- Mass Fragrance Sets/ - - - - - - 
    Kits       

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

 

 

Table 8 Forecast Sales of Fragrances by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Fragrances 7.3 6.9 39.4 
Premium Fragrances 9.4 9.1 54.4 
- Premium Men's Fragrances 9.4 9.3 55.8 
- Premium Women's Fragrances 9.4 8.7 51.9 
- Premium Unisex Fragrances - - - 
- Premium Fragrance Sets/Kits - - - 
Mass Fragrances 5.6 5.0 27.5 
- Mass Men's Fragrances 5.6 4.9 26.9 
- Mass Women's Fragrances 5.7 5.2 28.7 
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- Mass Unisex Fragrances - - - 
- Mass Fragrance Sets/Kits - - - 

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

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

In 2023, beauty and personal care in India exhibited substantial retail current value growth, 

and maintained momentum across all the main categories. Colour cosmetics, sun care, and 

fragrances were amongst the fastest growing categories, driven by evolving consumer 

preferences and increasing product innovations. Within beauty and personal care, skin care 

stood out as the category with the highest number of new launches. This surge in skin care 

products was largely attributed to the growing consumer demand for ingredient-led beauty 

solutions, whereby individuals are increasingly conscious about the ingredients they apply to 

their skin. Brands have responded by emphasising transparency and efficacy in formulations, 

catering to a more discerning consumer base that prioritises both efficacy and safety in their 

skin care routine. 

In an effort to rejuvenate sales and attract younger consumers, particularly in colourants 

within hair care, brands such as Paradyes introduced semi-permanent hair dyes tailored for 

younger demographics. This strategy revitalised the category and tapped into younger 

consumers’ desire for self-expression through beauty products. Meanwhile, increasing 

awareness of sun care significantly contributed to growth in this category, as consumers 

became more educated about the harmful effects of UV rays and the importance of SPF in 

preventing skin damage and premature ageing. This heightened awareness drove sales of 

dedicated sun care products, and also influenced other categories, such as skin care and colour 

cosmetics. The integration of SPF into various beauty products, including foundations, 

moisturisers, and lip balms, underscores a shift towards holistic skin care solutions that 

encompass both protection and enhancement. This convergence of categories such as skin 

care, sun care, and colour cosmetics reflects the broader consumer demand for versatile 

products which deliver comprehensive skin care benefits while addressing specific aesthetic 

preferences. 

In addition, “skinification” is extending into other categories, such as bath and shower, in 

which more products now integrate skin care ingredients such as hyaluronic acid and vitamin C 

for hydration, exfoliation, and antioxidant benefits alongside cleansing. This trend mirrors a 

growing consumer preference for multifunctional products that enhance skin care outcomes 

during the daily bathing routine, blurring the lines between personal care and skin care 

categories, while driving innovation in formulation and ingredient science. 

 

2023 key trends 

In 2023, beauty and personal care in India continued to experience a robust trend towards 

premiumisation, with current value growth in the premium segment outpacing the mass segment 

by a significant margin. This shift was driven by India’s strong economic performance, 

characterised by a real GDP increase of 6%, surpassing the average for Asia Pacific. This 

economic upswing translated into higher disposable incomes for consumers, prompting a 

discernible preference for premium beauty and personal care products. Consumers are 

increasingly drawn to higher-quality products and renowned international brands, reflecting their 

evolving standards and aspirations in the beauty sphere. As incomes rise, there is a noticeable 
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transition from unbranded and mass products to mid-priced and premium offerings, marking a 

maturation of the Indian beauty and personal care industry. 

However, despite economic growth, 2023 also witnessed high inflation rates, leading to 

increases in prices for many beauty products. This inflationary pressure led some value-

conscious consumers to cut back on their spending and stick with mass brands, contributing to 

polarisation within the industry. Conversely, consumers in the masstige and premium segments, 

with higher disposable incomes, were willing to invest in their beauty routine despite higher 

prices, further fuelling polarisation, especially in colour cosmetics. 

Moreover, the growing presence of women in India’s workforce further propelled demand for 

premium beauty and personal care solutions. With more women engaged in professional 

careers, there was increased purchasing power and a greater inclination to purchase 

sophisticated beauty products that cater to diverse needs and preferences. This demographic 

shift not only expanded the consumer base, but also underscored the trend towards 

premiumisation in beauty and personal care. 

Alongside economic factors, the entry of international brands into the Indian market in 2023 

significantly influenced the landscape. E-commerce beauty specialists such as Nykaa, and the 

newly launched Tira by Reliance Retail, played a pivotal role in this transformation. These 

platforms facilitated strategic collaborations with international premium beauty and personal 

care brands, enabling them to penetrate the Indian market effectively. For instance, Nykaa’s 

partnerships have seen the successful debut of brands including Rare Beauty, Urban Decay, 

Sol de Janeiro, and ColourPop in India. This strategic alignment not only broadens the range of 

offerings available to Indian consumers, but also strengthens the foothold of global brands in the 

competitive Indian market. 

 

Competitive landscape 

Hindustan Unilever (HUL) remained the leading player in beauty and personal care in India in 

value terms in 2023, boasting an extensive portfolio that includes well-known brands such as 

Ponds, Lakmé, Lifebuoy, Lux, and Clinic Plus, amongst others. Its wide-ranging products span 

various categories within beauty and personal care, supported by a robust distribution network 

that reaches even rural areas. Over the years, HUL has earned consumer trust through the 

consistent delivery of quality products. Recognising the evolving preferences of younger 

consumers, HUL has also ventured into this segment with labels such as Love Beauty and 

Planet, Acne Squad, and Find Your Happy Place. These brands are designed to resonate with 

younger demographics, offering features and benefits that align with their preferences in beauty 

and personal care. 

L’Oréal is another key player in beauty and personal care in India, and gained ground in 

2023, leveraging its reputation for innovation and product diversity. The company’s strategy 

focuses on introducing new products that cater to changing consumer needs. A recent example 

is the Absolut Repair Molecular hair care range, which includes a sulphate-free shampoo, rinse-

off serum, and leave-in cream formulated to repair highly damaged hair. This range incorporates 

peptide bonders and five amino acids, targeting effective hair strand repair and strengthening, 

thereby addressing specific consumer concerns in the Indian market. 

In addition to established giants such as HUL and L’Oréal, home-grown direct-to-consumer 

(D2C) brands are making significant strides in beauty and personal care in India. Brands such 

as Mamaearth, under Honasa Consumer Ltd, and Forest Essentials from Mountain Valley 

Springs Pvt Ltd in the premium segment are rapidly gaining share. These D2C brands are 

capitalising on several factors which are driving their growth, including product and packaging 

innovations appealing to younger consumers seeking natural and innovative ingredients, and 

robust digital and social media marketing strategies. Their direct-to-consumer model allows 
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them to bypass traditional retail channels, reaching consumers directly and building strong 

brand loyalty through transparent communication. 

Overall, these developments underscore a dynamic shift within India’s beauty and personal 

care industry, whereby established players and emerging D2C brands are adapting to changing 

consumer preferences and leveraging innovation to capture share effectively. As the 

competition intensifies and consumer expectations evolve, brands that innovate and connect 

directly with their target audience are poised to thrive in this vibrant and competitive landscape. 

 

Retailing developments 

While offline retail remained the dominant sales channel for beauty and personal care in India 

in 2023, retail e-commerce has emerged as the fastest-growing channel in the industry. 

Platforms such as Nykaa, and the recently launched Tira, are driving unprecedented growth and 

consumer engagement in skin care, for instance. These e-commerce platforms have facilitated 

an influx of international brands such as Fenty Beauty, CeraVe, and Centella, providing them 

with extensive market reach and visibility. Partnering with these e-commerce retailers enables 

international brands to establish a strong presence in the Indian market and connect directly 

with a diverse consumer base. 

Simultaneously, local brands are leveraging these online platforms for exclusive launches. For 

instance, Akind, co-founded by Indian celebrity Mira Kapoor, successfully introduced its skin 

care range through Tira, ensuring broad availability across both online and offline channels. The 

significance of these platforms is increasingly evident as consumers not only purchase products, 

but also engage extensively through beauty apps. This aligns with the growing reliance of Indian 

consumers on online reviews and beauty apps to make informed skin care choices. According 

to Euromonitor International’s Voice of the Consumer: Beauty Survey, fielded June to July 2023, 

over 25% of Indian consumers cite online reviews as the most influential factor in their skin care 

purchases, underscoring the pivotal role of digital platforms in shaping consumer preferences. 

Furthermore, 61% of Indian respondents reported using beauty apps in the past year. This 

statistic highlights a trend whereby consumers seek comprehensive product information, beauty 

tips, and direct interaction with brands through digital channels. This paradigm shift reflects a 

broader transformation in how skin care products are researched and integrated into daily 

routines nationwide, solidifying e-commerce and beauty apps as indispensable tools for 

navigating India’s evolving beauty landscape. This digital-driven approach is expected to bolster 

growth in the forecast period, further cementing the pivotal role of online platforms in shaping 

the future of the beauty and personal care industry in India. 

Nevertheless, an omnichannel approach is crucial for beauty brands, and this will continue in 

the forecast period. India’s diverse consumer landscape necessitates a multi-channel strategy to 

effectively reach a broad audience across different demographics and geographic regions. 

Brands must establish a dual presence, both online and offline, to maximise their market 

penetration and cater to evolving consumer preferences. As consumer behaviour shifts towards 

seamless shopping experiences, brands need to engage with customers through various 

touchpoints, such as physical stores, e-commerce platforms, social media channels, and mobile 

apps. This omnichannel strategy enables brands to interact with consumers at every stage of 

their purchasing journey, enhancing brand visibility, and ensuring customer satisfaction and 

convenience. 

Beauty brands in India are therefore actively expanding their offline footprint alongside their 

online operations to reinforce their market presence. For example, Swiss Beauty plans to double 

its exclusive brand outlets in the coming years, reflecting a strategic move towards a more 

integrated retail approach. Similarly, online beauty specialist retailer Nykaa has already 

significantly expanded its offline presence, with 174 stores across India as of 31 December 

2023. Furthermore, Tira is rapidly scaling up its bricks-and-mortar presence nationwide. 
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What next for beauty and personal care? 

Beauty and personal care in India is poised to grow at a high single-digit retail current value 

CAGR in the forecast period, indicating strong growth momentum. Despite having significantly 

lower per capita spending on beauty and personal care products compared with countries such 

as the US and China, India is currently ranked as the seventh largest market globally by value. 

This position underscores the immense untapped growth potential in the market. As the 

economy expands, there is expected to be a gradual shift from the unorganised market towards 

organised mass brands within the industry. This transition will be facilitated by the availability of 

highly affordable mass brands. Meanwhile, consumers in the masstige segment are likely to 

move towards premium beauty products. This evolution may involve initial trials with mini or 

sample-sized products at lower price points before embracing premium offerings. Overall, the 

industry’s long-term trajectory indicates a movement towards higher-value segments as 

consumer preferences evolve and purchasing power increases. 

The rise of private label lines is expected to reshape beauty and personal care in India. 

Beauty specialist retailers such as Nykaa and Tira, along with major mass fashion retailers such 

as Zudio and Westside by Tata, are increasingly focusing on expanding their private label 

beauty portfolios. This trend is set to redefine the future of the beauty and personal care industry 

in India, by offering consumers affordable yet high-quality alternatives across a range of beauty 

products. These private label lines not only cater to local preferences, but also enhance brand 

loyalty and exclusivity. 

Moreover, social media continues to play a pivotal role in shaping consumer behaviour and 

driving interest in beauty and personal care in India. Platforms such as Instagram, YouTube, 

and TikTok serve as powerful channels for creating brand awareness, showcasing product 

offerings, and engaging directly with consumers. Beauty influencers play a significant role in this 

ecosystem, by leveraging their influence to endorse products, provide tutorials, and share 

reviews, thereby influencing purchasing decisions and expanding brand reach. As social media 

usage continues to grow, beauty brands will increasingly rely on these platforms to foster 

community engagement, drive sales, and adapt to evolving consumer trends in the dynamic 

beauty and personal care industry in India. 

 

 

MARKET DATA 
 

Table 9 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

INR million 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 971,668.8 1,042,963.5 1,029,642.4 1,131,111.0 1,244,350.8 1,347,990.2 
Baby and Child-specific 35,609.7 39,811.5 43,130.2 48,031.3 53,818.8 59,825.6 
    Products       
Bath and Shower 237,040.0 248,851.5 266,795.1 285,344.3 306,798.6 325,290.6 
Colour Cosmetics 75,885.1 86,075.5 69,242.3 82,597.9 97,077.1 111,033.4 
Deodorants 36,392.4 40,026.8 39,008.6 42,624.7 47,688.6 53,021.4 
Depilatories 22,017.1 25,253.6 21,429.2 20,430.3 24,203.4 27,805.6 
Fragrances 27,507.6 30,872.1 22,890.2 27,182.9 32,382.3 36,288.6 
Hair Care 229,217.0 242,103.6 232,224.8 256,406.2 280,073.1 300,714.3 
Men's Grooming 108,510.0 118,563.3 114,315.6 125,881.7 138,643.8 150,926.2 
Oral Care 120,809.7 126,898.4 127,760.2 136,711.5 145,031.0 152,834.6 
Oral Care Excl Power 120,809.7 126,898.4 127,760.2 136,711.5 145,031.0 152,834.6 
    Toothbrushes       
Skin Care 134,914.5 146,981.6 151,511.6 171,817.8 193,053.0 212,544.5 
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Sun Care 5,057.3 5,759.0 4,880.0 5,522.6 6,319.1 7,171.9 
Premium Beauty and 43,110.4 49,171.4 42,911.6 50,999.3 62,047.9 71,605.4 
    Personal Care       
Prestige Beauty and 42,696.5 48,676.9 42,485.0 50,516.7 61,482.4 70,967.0 
    Personal Care       
Mass Beauty and 738,513.0 791,310.1 786,771.1 868,528.4 955,162.6 1,034,284.7 
    Personal Care       
Dermocosmetics Beauty 3,920.5 4,502.3 4,579.2 5,119.2 5,657.1 6,344.0 
    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 10 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 8.3 6.8 38.7 
Baby and Child-specific Products 11.2 10.9 68.0 
Bath and Shower 6.0 6.5 37.2 
Colour Cosmetics 14.4 7.9 46.3 
Deodorants 11.2 7.8 45.7 
Depilatories 14.9 4.8 26.3 
Fragrances 12.1 5.7 31.9 
Hair Care 7.4 5.6 31.2 
Men's Grooming 8.9 6.8 39.1 
Oral Care 5.4 4.8 26.5 
Oral Care Excl Power Toothbrushes 5.4 4.8 26.5 
Skin Care 10.1 9.5 57.5 
Sun Care 13.5 7.2 41.8 
Premium Beauty and Personal Care 15.4 10.7 66.1 
Prestige Beauty and Personal Care 15.4 10.7 66.2 
Mass Beauty and Personal Care 8.3 7.0 40.0 
Dermocosmetics Beauty and Personal Care 12.1 10.1 61.8 

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

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Unilever Group 22.0 21.9 21.9 21.8 21.4 
Colgate-Palmolive Co 5.2 5.6 5.4 5.0 5.0 
L'Oréal Groupe 3.5 3.1 3.4 3.8 4.4 
Procter & Gamble Co, The 3.7 3.8 3.8 3.8 3.8 
Dabur India Ltd 3.4 3.6 3.8 3.7 3.6 
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Marico Ltd 3.8 3.9 3.9 3.8 3.6 
Godrej Group 3.4 3.6 3.5 3.5 3.4 
Reckitt Benckiser Group 3.1 3.3 3.2 3.1 3.0 
    Plc (RB)      
Himalaya Drug Co, The 2.1 2.4 2.6 2.7 2.8 
Wipro Ltd 2.6 2.8 2.6 2.6 2.5 
Patanjali Ayurved Ltd 2.4 2.5 2.4 2.4 2.3 
Kenvue Inc - - - - 2.2 
Honasa Consumer Pvt Ltd 0.1 0.5 1.2 1.6 1.8 
ITC Ltd 1.6 1.6 1.6 1.5 1.5 
Emami Ltd 1.6 1.5 1.5 1.4 1.4 
Beiersdorf AG 1.3 1.2 1.2 1.2 1.2 
Estée Lauder Cos Inc 0.4 0.4 0.7 1.0 1.1 
Vini Cosmetics Pvt Ltd 0.9 0.8 0.8 0.8 0.9 
Haleon Plc - - - 0.7 0.7 
Lotus Herbals Pvt Ltd 0.6 0.5 0.5 0.6 0.7 
Hygienic Research Institute 0.6 0.5 0.6 0.6 0.6 
Bajaj Sevashram Ltd 0.8 0.8 0.7 0.6 0.6 
CavinKare Pvt Ltd 0.6 0.6 0.6 0.6 0.5 
Edgewell Personal Care 0.4 0.5 0.5 0.5 0.5 
    Brands LLC      
Karnataka Soaps & 0.4 0.4 0.4 0.4 0.4 
    Detergents Ltd      
Raymond Ltd 0.4 0.4 0.4 0.4 0.4 
Natura&Co 0.4 0.5 0.4 0.4 0.4 
Coty Inc 0.7 0.4 0.4 0.4 0.4 
Oriflame Cosmetics SA 0.9 0.8 0.6 0.5 0.4 
Malhotra Shaving Products 0.5 0.5 0.4 0.4 0.4 
    Pvt Ltd      
Others 32.6 31.6 31.1 30.2 27.9 
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 12 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Hindustan Unilever Ltd 21.9 21.8 21.8 21.7 21.3 
Colgate-Palmolive India Ltd 5.2 5.6 5.4 5.0 5.0 
L'Oréal India Pvt Ltd 3.5 3.1 3.4 3.8 4.3 
Dabur India Ltd 3.4 3.6 3.8 3.7 3.6 
Marico Ltd 3.8 3.9 3.9 3.8 3.6 
Godrej Consumer Products 3.4 3.6 3.5 3.5 3.4 
    Pvt Ltd      
Reckitt Benckiser (India) 3.1 3.3 3.2 3.1 3.0 
    Ltd      
Himalaya Drug Co, The 2.1 2.4 2.6 2.7 2.8 
Wipro Consumer Care & 2.6 2.8 2.6 2.6 2.5 
    Lighting Ltd      
Gillette India Ltd 2.2 2.4 2.4 2.4 2.4 
Patanjali Ayurved Ltd 2.4 2.5 2.4 2.4 2.3 
Johnson & Johnson (India) 2.8 2.8 2.6 2.3 2.2 
    Ltd      
Honasa Consumer Pvt Ltd 0.1 0.5 1.2 1.6 1.8 
Procter & Gamble Home 1.7 1.6 1.6 1.6 1.6 
    Products Ltd      
ITC Ltd 1.5 1.6 1.6 1.5 1.5 
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Emami Ltd 1.6 1.5 1.5 1.4 1.4 
Nivea India Pvt Ltd 1.3 1.2 1.2 1.2 1.2 
Elca Cosmetics Pvt Ltd 0.4 0.4 0.7 0.9 1.0 
Vini Cosmetics Pvt Ltd 0.9 0.8 0.8 0.8 0.9 
GlaxoSmithKline Consumer 0.7 0.8 0.7 0.7 0.7 
    Healthcare Ltd      
Lotus Herbals Pvt Ltd 0.6 0.5 0.5 0.6 0.7 
Hygienic Research Institute 0.6 0.5 0.6 0.6 0.6 
Bajaj Consumer Care Ltd 0.8 0.8 0.7 0.6 0.6 
Baccarose Perfumes & 0.8 0.5 0.5 0.6 0.6 
    Beauty Products Pvt Ltd      
CavinKare Pvt Ltd 0.6 0.6 0.6 0.6 0.5 
Karnataka Soaps & 0.4 0.4 0.4 0.4 0.4 
    Detergents Ltd      
Helene Curtis India Ltd, 0.4 0.4 0.4 0.4 0.4 
    J K      
Oriflame India Pvt Ltd 0.9 0.8 0.6 0.5 0.4 
Malhotra Shaving Products 0.5 0.5 0.4 0.4 0.4 
    Pvt Ltd      
Quest Retail Pvt Ltd 0.4 0.4 0.3 0.4 0.4 
Others 29.4 28.4 28.0 28.2 28.3 
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 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Fair & Lovely Hindustan Unilever Ltd 3.1 3.2 3.1 3.0 
    (Unilever Group)      
Dove (Unilever Group) Hindustan Unilever Ltd 2.7 2.8 2.8 2.8 
Lifebuoy (Unilever Hindustan Unilever Ltd 2.8 2.8 2.7 2.6 
    Group)      
Dettol (Reckitt Reckitt Benckiser (India) 2.7 2.6 2.5 2.5 
    Benckiser Group Plc Ltd     
    (RB))      
Santoor (Wipro Ltd) Wipro Consumer Care & 2.6 2.5 2.4 2.4 
 Lighting Ltd     
Lux (Unilever Group) Hindustan Unilever Ltd 2.4 2.3 2.4 2.3 
Colgate (Colgate- Colgate-Palmolive India Ltd 2.4 2.3 2.2 2.2 
    Palmolive Co)      
Parachute Coconut Oil Marico Ltd 2.1 2.1 2.0 1.9 
Mamaearth Honasa Consumer Pvt Ltd 0.5 1.2 1.6 1.8 
Patanjali Patanjali Ayurved Ltd 1.9 1.9 1.8 1.8 
Godrej No 1 (Godrej Godrej Consumer Products 1.7 1.7 1.6 1.7 
    Group) Pvt Ltd     
Johnson's Baby Johnson & Johnson (India) - - - 1.5 
    (Kenvue Inc) Ltd     
Lakmé (Unilever Group) Hindustan Unilever Ltd 1.3 1.4 1.4 1.4 
Himalaya Herbals Himalaya Drug Co, The 1.1 1.2 1.3 1.3 
Clinic Plus (Unilever Hindustan Unilever Ltd 1.3 1.3 1.3 1.3 
    Group)      
Closeup (Unilever Hindustan Unilever Ltd 1.3 1.2 1.2 1.2 
    Group)      
Pond's (Unilever Group) Hindustan Unilever Ltd 1.1 1.1 1.1 1.1 
Pears (Unilever Group) Hindustan Unilever Ltd 1.0 1.0 1.0 1.0 
Dabur Red Toothpaste Dabur India Ltd 0.9 0.9 0.9 0.9 
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Fogg Vini Cosmetics Pvt Ltd 0.8 0.8 0.8 0.9 
Head & Shoulders Procter & Gamble Home 0.8 0.8 0.8 0.8 
    (Procter & Gamble Co, Products Ltd     
    The)      
Sensodyne (Haleon Plc) GlaxoSmithKline Consumer - - 0.7 0.7 
 Healthcare Ltd     
Cinthol (Godrej Group) Godrej Consumer Products 0.9 0.8 0.8 0.7 
 Pvt Ltd     
L'Oréal Paris L'Oréal India Pvt Ltd 0.5 0.5 0.6 0.7 
    (L'Oréal Groupe)      
Dabur Amla Dabur India Ltd 0.7 0.8 0.7 0.7 
Pepsodent (Unilever Hindustan Unilever Ltd 0.8 0.7 0.7 0.7 
    Group)      
Garnier Color L'Oréal India Pvt Ltd 0.5 0.5 0.5 0.7 
    Naturals (L'Oréal      
    Groupe)      
Himalaya Himalaya Drug Co, The 0.6 0.6 0.6 0.7 
Garnier Skin Naturals L'Oréal India Pvt Ltd 0.4 0.5 0.6 0.6 
    (L'Oréal Groupe)      
Himani Navratna Emami Ltd 0.6 0.6 0.6 0.6 
Johnson's Baby Johnson & Johnson (India) 2.0 1.8 1.5 - 
    (Johnson & Johnson Inc) Ltd     
Sensodyne GlaxoSmithKline Consumer 0.8 0.7 - - 
    (GlaxoSmithKline Plc) Healthcare Ltd     
Others Others 57.6 57.3 57.5 57.6 
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 14 Distribution of Beauty and Personal Care by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 99.1 99.1 99.2 99.1 99.0 98.9 
- Retail Offline 94.6 93.6 91.5 90.1 88.6 87.2 
-- Grocery Retailers 65.6 64.4 64.4 63.8 61.9 60.4 
--- Convenience Retail 0.5 0.5 0.5 0.5 0.3 0.3 
---- Convenience Stores 0.5 0.5 0.5 0.5 0.3 0.3 
---- Forecourt Retailers - - - - - - 
--- Supermarkets 8.8 9.0 8.6 8.4 8.3 8.2 
--- Hypermarkets 10.9 11.3 9.9 9.8 9.9 9.8 
--- Discounters - - - - - - 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 45.4 43.6 45.4 45.1 43.4 42.1 
-- Non-Grocery Retailers 25.0 25.3 23.3 22.7 23.4 23.6 
--- General Merchandise 10.6 10.7 9.2 8.9 9.1 9.0 
    Stores       
---- Department Stores 10.6 10.7 9.2 8.9 9.1 9.0 
---- Variety Stores - - - - - - 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and - - - - - - 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 12.5 12.6 12.1 11.8 12.1 12.4 
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    Specialists       
---- Beauty Specialists 2.6 2.7 2.0 2.0 2.2 2.3 
---- Pharmacies 9.9 9.9 10.1 9.8 9.9 10.0 
---- Optical Goods Stores - - - - - - 
---- Health and - - - - - - 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 1.8 1.9 2.0 2.1 2.2 2.2 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 4.0 4.0 3.8 3.6 3.4 3.2 
- Retail E-Commerce 4.5 5.5 7.7 9.0 10.4 11.7 
Non-retail channels 0.9 0.9 0.8 0.9 1.0 1.1 
- Hair Salons 0.9 0.9 0.8 0.9 1.0 1.1 
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 15 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 94.3 91.5 72.2 87.4 95.5 73.3 
-- Grocery Retailers 26.0 78.2 31.1 45.1 54.5 20.6 
--- Convenience Retail 0.0 0.0 0.0 0.9 0.0 0.0 
---- Convenience Stores 0.0 0.0 0.0 0.9 0.0 0.0 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 3.7 6.8 6.2 10.5 6.4 3.6 
--- Hypermarkets 3.6 11.6 8.1 7.7 8.5 5.5 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
--- 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 18.7 59.7 16.8 26.1 39.5 11.5 
-- Non-Grocery Retailers 67.8 11.3 35.8 40.5 41.0 47.9 
--- General Merchandise 0.0 1.7 25.8 22.7 0.0 36.0 
    Stores       
---- Department Stores 0.0 1.7 25.8 22.7 0.0 36.0 
---- Variety Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Apparel and 0.0 0.0 0.0 0.0 0.0 0.0 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 25.0 9.7 10.0 17.9 41.0 11.8 
    Specialists       
---- Beauty Specialists 0.2 1.7 7.5 5.0 2.4 9.7 
---- Pharmacies 24.7 8.0 2.5 12.8 38.6 2.2 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 0.0 0.0 0.0 0.0 0.0 0.0 
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    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 42.9 0.0 0.0 0.0 0.0 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.5 1.9 5.3 1.7 0.0 4.8 
- Retail E-Commerce 5.7 8.5 27.8 12.6 4.5 26.7 
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 95.0 99.6 100.0 100.0 100.0  
- Retail Offline 87.4 87.8 95.0 80.1 76.8  
-- Grocery Retailers 70.3 51.8 78.7 42.9 30.7  
--- Convenience Retail 0.0 0.8 0.7 1.1 0.0  
---- Convenience Stores 0.0 0.8 0.7 1.1 0.0  
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0  
--- Supermarkets 11.3 8.3 10.6 6.4 4.3  
--- Hypermarkets 10.4 7.9 13.6 8.3 5.0  
--- Discounters 0.0 0.0 0.0 0.0 0.0  
--- 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 48.6 34.7 53.9 27.1 21.4  
-- Non-Grocery Retailers 15.2 33.0 15.1 28.1 38.4  
--- General Merchandise 7.6 18.9 0.0 13.5 12.1  
    Stores       
---- Department Stores 7.6 18.9 0.0 13.5 12.1  
---- Variety Stores 0.0 0.0 0.0 0.0 0.0  
--- Apparel and 0.0 0.0 0.0 0.0 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 7.3 13.3 15.1 13.5 25.2  
    Specialists       
---- Beauty Specialists 1.0 3.0 0.0 3.2 7.3  
---- Pharmacies 6.4 10.2 15.1 10.3 17.9  
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 0.0 0.0 0.0 0.0 0.0  
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0  
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.3 0.8 0.1 1.1 1.1  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 1.8 3.1 1.1 9.0 7.7  
- Retail E-Commerce 7.6 11.8 5.0 19.9 23.2  
Non-retail channels 5.0 0.4 0.0 0.0 0.0  
- Hair Salons 5.0 0.4 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 
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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 16 Forecast Sales of Beauty and Personal Care by Category: Value 2023-2028 

 

INR million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 1,347,990.2 1,385,295.3 1,425,867.3 1,464,663.6 1,503,454.9 1,539,431.8 
Baby and Child-specific 59,825.6 63,094.8 66,670.6 70,269.1 74,091.4 77,953.5 
    Products       
Bath and Shower 325,290.6 327,662.9 330,409.1 332,370.5 333,916.8 334,508.6 
Colour Cosmetics 111,033.4 120,133.9 129,749.3 139,576.7 149,781.0 159,912.6 
Deodorants 53,021.4 56,104.6 59,439.4 62,852.6 66,403.6 70,003.1 
Depilatories 27,805.6 30,398.0 33,249.4 36,292.8 39,453.2 42,752.3 
Fragrances 36,288.6 38,932.4 41,750.5 44,620.7 47,594.3 50,576.9 
Hair Care 300,714.3 306,509.1 312,854.1 318,328.7 323,482.2 327,667.7 
Men's Grooming 150,926.2 156,381.7 162,187.6 167,945.2 173,813.3 179,230.1 
Oral Care 152,834.6 151,569.9 150,568.4 149,290.7 147,786.7 145,912.4 
Oral Care Excl Power 152,834.6 151,569.9 150,568.4 149,290.7 147,786.7 145,912.4 
    Toothbrushes       
Skin Care 212,544.5 221,328.2 230,526.6 239,355.8 248,156.4 256,413.4 
Sun Care 7,171.9 7,714.7 8,285.6 8,853.5 9,424.7 9,977.1 
Premium Beauty and 71,605.4 77,740.3 83,854.1 90,218.2 96,807.7 103,491.7 
    Personal Care       
Prestige Beauty and 70,967.0 - - - - - 
    Personal Care       
Mass Beauty and 1,034,284.7 1,063,740.3 1,095,831.2 1,126,009.2 1,156,042.6 1,183,521.2 
    Personal Care       
Dermocosmetics Beauty 6,344.0 - - - - - 
    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 17 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Beauty and Personal Care 2.8 2.7 14.2 
Baby and Child-specific Products 5.5 5.4 30.3 
Bath and Shower 0.7 0.6 2.8 
Colour Cosmetics 8.2 7.6 44.0 
Deodorants 5.8 5.7 32.0 
Depilatories 9.3 9.0 53.8 
Fragrances 7.3 6.9 39.4 
Hair Care 1.9 1.7 9.0 
Men's Grooming 3.6 3.5 18.8 
Oral Care -0.8 -0.9 -4.5 
Oral Care Excl Power Toothbrushes -0.8 -0.9 -4.5 
Skin Care 4.1 3.8 20.6 
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Sun Care 7.6 6.8 39.1 
Premium Beauty and Personal Care 8.6 7.6 44.5 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 2.8 2.7 14.4 
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: 18 July 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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 Bloomberg 

 Brand Equity 

 Broker Research 

 Business Standard 

 Business Today 

 Business Wire 

 Capital Market 

 Cosmade.com 

 Daily News & Analysis 

 Economic Times, The 

 Equity Master 

 ET Intelligence Group 

 European Cosmetic Markets 

 Femina Magazine 

 fibre2fashion.com 

 Financial Express, The 
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 Mag India 
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 nfibeam.com 

 Outlook Magazine 

 Pitch 

 Premium Beauty News 

 Responservice 

 slideshare.net 

 Soap Perfumery & Cosmetics 

 The Asian Age 

 The Hindu 

 Times of India 

 watblog.com 

 yourstory 

Source: Euromonitor International 
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