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HAIR CARE IN SINGAPORE - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 4% in current terms in 2021 to SGD241 million  

▪ Shampoos is the best performing category in 2021, with retail value sales rising by 5% in 

current terms to SGD94 million 

▪ Unilever Singapore Pte Ltd is the leading player in 2021, with a retail value share of 15% 

▪ Retail sales are set to increase at a current value CAGR of 5% (2021 constant value CAGR of 

3%) over the forecast period to SGD301 million 

 

 

2021 DEVELOPMENTS 
 

Rise in demand for salon professional hair care products 

Salon professional hair care products are increasing in popularity amongst consumers in 

Singapore. This growth can be attributed to several factors. First, as Singaporeans became 

more affluent, they started to purchase higher quality products. As it was difficult to travel 

overseas and spend money, consumers in Singapore started to spend more money 

domestically. A second reason for the growth of this category was the higher visibility and 

availability of these products online in 2021 compared with 2020. When the pandemic hit 

Singapore, many companies turned to e-commerce to sustain their businesses. As salons were 

shut for months on end, these players started to list their products on e-commerce websites 

such as Lazada and Shopee. Once it was possible to purchase these salon professional hair 

care products online, an increase in demand was seen, as these products were made more 

accessible. Lastly, many Singaporeans tend to get treatments for their hair done overseas in 

nearby countries where it is cheaper. However, due to travel restrictions this was not possible, 

and thus Singaporeans turned to salon professional hair care products to maintain their hair. 

Within this category, L’Oréal remained the leader in 2021, with its Kérastase and L’Oréal 

Professionnel lines of products accounting for nearly a quarter of sales in Singapore. Brands 

such as Matrix and Schwarzkopf Professional are also popular amongst Singaporeans. 

 

Demand for colourants to slow down and stabilise 

2020 saw many consumers try DIY hair treatments at home, which boosted volume and value 

growth rates. This involved consumers buying colourants and colouring their own hair, as salons 

were closed. However, as salons were open and functioning again in 2021, some consumers 

returned to getting their hair coloured and treated by professionals. Singaporeans enjoy visiting 

salons and treating themselves, thus some consumers in Singapore did not continue to colour 

their hair at home, as was seen in 2020. As consumers in Singapore can afford hair treatments, 

they prefer to get their hair coloured at salons rather than at home. Even though it is cheaper, it 

is not worth the hassle and inconvenience for many Singaporeans. Thus, colourants is set to 

see a slowing of its growth rates over the course of the forecast period. Liese and Bigen Speedy 

continued to lead colourants in Singapore in 2021, followed by L’Oréal Paris Excellence and 

Revlon. Local brands have been unable to capture significant share in the category in Singapore 
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yet, as consumers prefer to use brands with which they are familiar and have experience of 

using in the past. 

 

Easing of social restrictions leads to A boost in retail sales of styling 
agents 

Styling agents are used more often when consumers go out for social gatherings, events or 

work. As home seclusion was no longer the norm later in 2021, more and more people returned 

to their workplaces and headed out of their homes. This in turn helped to boost sales of styling 

agents, as consumers used them to style their hair. The humid weather in Singapore often 

requires consumers to use hair serums to maintain their hair and avoid frizziness. Hair sprays 

are also increasingly being used to help with the setting of certain hairstyles. During 2020, when 

most people were confined to their homes for the majority of the year, there was no need to use 

products to style and maintain hair. However, as things are slowly going back to normal, sales of 

styling agents are expected to continue to see slow growth.  

 

 

PROSPECTS AND OPPORTUNITIES 
 

Hair loss has become A very common issue amongst Singaporeans 

COVID-19 brought its fair share of problems, with one of them being hair loss. Many 

consumers have complained of multiple post-viral symptoms, including loss of hair. Increased 

levels of stress can also be blamed, as the uncertainty the virus brought about has been tough 

on many consumers’ mental health. There has been an increase in visits to dermatologists, and 

rising demand has been seen for products to combat hair loss. Consumers are also starting to 

restrict the usage of styling devices such as curling irons and hairdryers, as these tend to 

aggravate and weaken hair.  

Consumers are also starting to care about what ingredients are contained in the products they 

buy, and prefer to use products that contain fewer chemicals. Organic and natural hair products 

are increasing in popularity, as they are perceived to be less damaging and more helpful to 

combat hair loss. These types of products are expected to show positive performances during 

the forecast period, as consumers become increasingly wary of chemical-based products. 

Nevertheless, medicated shampoos targeted towards helping combat certain hair health issues 

are also expected to witness growth. 

 

The sustainability trend also takes over the hair care category 

Much in line with what is happening within other beauty and personal care categories, 

consumers are gravitating towards products that are sustainable. Local brand The Powder 

Shampoo is set to launch in 2022, offering its shampoo in aluminium packaging and powder 

format. The Powder Shampoo also sells refill pouches which consumers can easily purchase on 

its website. Refillable products have also been on the rise in Singapore, with popular brand The 

Body Shop launching a refill station in Singapore, where consumers can refill their Body Shop 

aluminium bottles. Another popular brand taking on the sustainability trend is Unilever’s Love 

Beauty and Planet. These products are packaged in 100% recyclable plastic, and all the 

ingredients are ethically sourced and vegan. Further opportunity remains for brands to come up 

with innovative solutions to offset the use of single-use plastics. Changes in hair care are 

expected to be driven by concerns about the ecological footprint of products, and thus much 

opportunity exists for brands to work on their packaging and offer more refillable options.  
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Increasing popularity of Korean and Japanese hair care brands 

Large companies such as Unilever, L’Oréal and Procter & Gamble account for the majority of 

share in hair care, with brands such as Sunsilk, Pantene and Kérastase. However, consumers 

are starting to try other brands and gravitating towards incorporating products from newer 

Korean and Japanese brands into their hair care routines. The “others” grouping includes these 

brands, and their share is expected to grow in the coming years. The shampoos and 

conditioners and treatments categories are very fragmented, and big companies are starting to 

find it a challenge to maintain their large brand shares.  

Korean brand Kundal has been growing in popularity amongst Singaporean consumers. The 

brand added several new products to its offering in Singapore over the past year and has been 

increasing its shelf space in stores such as Guardian, as well as being available on multiple e-

commerce sites. More brands like this are expected to take significant chunks of the market 

over the forecast period, as Singaporeans are willing to try out new products and are becoming 

increasingly fond of Korean and Japanese beauty brands as they are perceived to be higher 

quality.  

 

 

CATEGORY DATA 
 

Table 1 Sales of Hair Care by Category: Value 2016-2021 

 

SGD million 
 2016 2017 2018 2019 2020 2021 
 
2-in-1 Products 0.9 0.9 0.8 0.8 0.8 0.7 
Colourants 15.0 15.1 15.7 16.3 17.0 17.7 
Conditioners and 62.1 63.9 65.7 68.0 69.0 71.3 
    Treatments       
Hair Loss Treatments 4.1 4.3 4.5 4.7 4.8 4.9 
Perms and Relaxants - - - - - - 
Salon Professional Hair 31.3 31.8 32.4 33.0 33.9 35.0 
    Care       
Shampoos 82.8 84.4 86.2 88.6 89.9 94.0 
- Medicated Shampoos 1.9 1.9 1.9 2.0 2.0 2.0 
- Standard Shampoos 81.0 82.5 84.2 86.7 87.9 92.0 
Styling Agents 15.8 15.9 16.3 16.8 16.3 16.9 
Hair Care 212.0 216.4 221.6 228.2 231.6 240.5 

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

 

 

Table 2 Sales of Hair Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
2-in-1 Products -2.0 -4.7 -21.6 
Colourants 4.1 3.4 18.4 
Conditioners and Treatments 3.4 2.8 14.8 
Hair Loss Treatments 2.5 3.7 19.8 
Perms and Relaxants - - - 
Salon Professional Hair Care 3.4 2.2 11.7 
Shampoos 4.6 2.6 13.5 
- Medicated Shampoos 0.8 1.3 6.4 
- Standard Shampoos 4.7 2.6 13.7 
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Styling Agents 3.3 1.4 7.0 
Hair Care 3.9 2.6 13.4 

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

 

 

Table 3 Sales of Hair Care by Premium vs Mass: % Value 2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Premium 19.2 19.3 19.2 19.2 19.4 19.3 
Mass 80.8 80.7 80.8 80.8 80.6 80.7 
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 Hair Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
Unilever Singapore Pte 16.1 16.0 15.7 15.7 15.4 
    Ltd      
Procter & Gamble (S) 15.2 15.1 14.5 13.2 13.2 
    Pte Ltd      
L'Oréal (S) Pte Ltd 12.3 11.1 11.0 11.0 10.9 
Kao (S) Pte Ltd 10.4 10.4 10.2 10.1 9.9 
Mandom Corp (S) Pte Ltd 5.2 5.2 5.1 5.0 5.0 
Tohtonku (S) Pte Ltd 3.1 3.1 3.0 2.9 2.8 
Hoyu Singapore Pte Ltd 2.3 2.3 2.3 2.3 2.2 
Shiseido (S) Co Pte Ltd 2.2 2.2 2.2 2.2 1.7 
Body Shop (S) Pte Ltd, 1.4 1.4 1.4 1.4 1.4 
    The      
Revlon Mfg Ltd 1.0 1.0 1.0 1.0 0.9 
Johnson & Johnson Pte Ltd 1.2 0.9 0.9 0.9 0.9 
ICM Pharma Pte Ltd 0.9 0.9 0.9 0.9 0.9 
Aesop Singapore Pte Ltd 0.6 0.8 0.9 0.5 0.6 
Way Co Pte Ltd 0.7 0.6 0.6 0.5 0.5 
Fine Today Shiseido Co - - - - 0.4 
    Ltd      
Henkel AG & Co KGaA 0.4 0.4 0.3 0.3 0.3 
Rohto Pharmaceutical Co 0.3 0.3 0.3 0.3 0.3 
    Ltd      
Alliance Pharm Pte Ltd - 0.3 0.3 0.3 0.3 
Colgate-Palmolive 0.3 0.3 0.3 0.3 0.2 
    Eastern Pte Ltd      
Audace Industries Co Ltd 0.2 0.2 0.2 0.2 0.2 
Actavis Singapore Pte Ltd 0.2 0.2 0.2 0.2 0.2 
Amway (S) Pte Ltd 0.2 0.2 0.2 0.2 0.1 
Nu Skin Enterprises 0.1 0.1 0.1 0.1 0.1 
    Singapore Pte Ltd      
Kosé Singapore Pte Ltd 0.1 0.1 0.1 0.1 0.1 
Dairy Farm - - - - - 
    International Holdings      
    Ltd      
Drug Houses of - - - - - 
    Australia (Asia) Pte Ltd      
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TFS Singapore Pte Ltd - - - - - 
Other Private Label 0.5 0.5 0.4 0.4 0.4 
Others 25.1 26.5 28.1 30.1 31.1 
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 NBO Company Shares of Salon Professional Hair Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal (S) Pte Ltd 37.8 29.7 28.9 28.3 28.0 
Shiseido (S) Co Pte Ltd 12.3 12.1 12.1 11.9 11.6 
Henkel AG & Co KGaA 2.8 2.8 2.4 2.3 2.3 
Procter & Gamble (S) 11.5 11.2 11.0 1.0 0.9 
    Pte Ltd      
Others 35.7 44.2 45.5 56.4 57.2 
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 6 LBN Brand Shares of Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Sunsilk (Unilever Unilever Singapore Pte 6.1 6.0 6.0 5.8 
    Group) Ltd     
Pantene (Procter & Procter & Gamble (S) 6.2 5.6 5.5 5.4 
    Gamble Co, The) Pte Ltd     
Dove (Unilever Group) Unilever Singapore Pte Ltd 5.4 5.3 5.3 5.3 
Elsève (L'Oréal L'Oréal (S) Pte Ltd 4.7 4.7 4.7 4.7 
    Groupe)      
Clairol Herbal Procter & Gamble (S) 4.1 4.2 4.5 4.7 
    Essences (Procter & Pte Ltd     
    Gamble Co, The)      
Essential (Kao Corp) Kao (S) Pte Ltd 4.9 4.8 4.7 4.6 
Gatsby (Mandom Corp) Mandom Corp (S) Pte Ltd 4.0 3.9 3.9 3.9 
Asience (Kao Corp) Kao (S) Pte Ltd 3.4 3.4 3.3 3.2 
Head & Shoulders Procter & Gamble (S) 3.0 2.9 2.9 2.9 
    (Procter & Gamble Pte Ltd     
    Co, The)      
Silkpro (Tohtonku Tohtonku (S) Pte Ltd 2.9 2.8 2.8 2.7 
    Sdn Bhd)      
Kérastase (L'Oréal L'Oréal (S) Pte Ltd 2.6 2.6 2.6 2.5 
    Groupe)      
Clear (Unilever Unilever Singapore Pte 2.4 2.4 2.4 2.4 
    Group) Ltd     
Liese (Kao Corp) Kao (S) Pte Ltd 2.0 2.0 2.1 2.1 
Lux (Unilever Group) Unilever Singapore Pte Ltd 2.0 1.9 1.9 1.9 
Shiseido Shiseido (S) Co Pte Ltd 1.8 1.8 1.7 1.7 
    Professional      
    (Shiseido Co Ltd)      
Bigen (Hoyu Co Ltd) Hoyu Singapore Pte Ltd 1.7 1.7 1.7 1.6 
The Body Shop Body Shop (S) Pte Ltd, 1.4 1.4 1.4 1.4 
    (Natura&Co) The     
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L'Oréal Paris L'Oréal (S) Pte Ltd 1.1 1.1 1.1 1.0 
    Excellence (L'Oréal      
    Groupe)      
L'Oréal L'Oréal (S) Pte Ltd 1.1 1.0 1.0 1.0 
    Professionnel      
    (L'Oréal Groupe)      
L'Oréal (L'Oréal L'Oréal (S) Pte Ltd 1.0 1.0 1.0 1.0 
    Groupe)      
Revlon (Revlon Inc) Revlon Mfg Ltd 1.0 1.0 1.0 0.9 
Regaine (Johnson & Johnson & Johnson Pte Ltd 0.9 0.9 0.9 0.9 
    Johnson Inc)      
Growell ICM Pharma Pte Ltd 0.9 0.9 0.9 0.9 
Lúcido (Mandom Corp) Mandom Corp (S) Pte Ltd 0.8 0.8 0.8 0.8 
Aesop (Natura&Co) Aesop Singapore Pte Ltd 0.8 0.9 0.5 0.6 
Matrix (L'Oréal L'Oréal (S) Pte Ltd 0.5 0.4 0.4 0.4 
    Groupe)      
Tsubaki Fine Today Shiseido Co Ltd - - - 0.4 
Cielo (Hoyu Co Ltd) Hoyu Singapore Pte Ltd 0.4 0.4 0.4 0.4 
Schwarzkopf Henkel AG & Co KGaA 0.4 0.3 0.3 0.3 
    Professional      
Selsun Rohto Pharmaceutical Co 0.3 0.3 0.3 0.3 
 Ltd     
Tsubaki (Shiseido Shiseido (S) Co Pte Ltd 0.4 0.4 0.4 - 
    Co Ltd)      
Wella Professionals Procter & Gamble (S) 1.6 1.6 - - 
    (Coty Inc) Pte Ltd     
Other Private Label Other Private Label 0.5 0.4 0.4 0.4 
    (Private Label)      
Others Others 29.6 31.0 32.9 33.8 
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 LBN Brand Shares of Colourants: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Liese (Kao Corp) Kao (S) Pte Ltd 24.1 24.4 24.8 24.4 
Bigen Speedy (Hoyu Hoyu Singapore Pte Ltd 23.9 23.3 22.7 22.0 
    Co Ltd)      
L'Oréal Paris L'Oréal (S) Pte Ltd 14.9 14.8 14.6 14.1 
    Excellence (L'Oréal      
    Groupe)      
Revlon (Revlon Inc) Revlon Mfg Ltd 13.8 13.4 13.1 12.6 
Gatsby (Mandom Corp) Mandom Corp (S) Pte Ltd 8.8 8.6 8.4 8.1 
Cielo (Hoyu Co Ltd) Hoyu Singapore Pte Ltd 5.9 5.8 5.6 5.5 
Just for Men Combe Inc 0.1 0.1 0.1 0.1 
Schwarzkopf Country Henkel AG & Co KGaA - - - - 
    Colors      
Bigen Prominous Hoyu Singapore Pte Ltd - - - - 
    (Hoyu Co Ltd)      
Garnier Nutrisse L'Oréal (S) Pte Ltd - - - - 
    (L'Oréal Groupe)      
L'Oréal Paris L'Oréal (S) Pte Ltd - - - - 
    Casting (L'Oréal      
    Groupe)      
L'Oréal Paris Féria L'Oréal (S) Pte Ltd - - - - 
    Préférence (L'Oréal      

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



H A I R  C A R E  I N  S I N G A P O R E  P a s s p o r t  7 

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

    Groupe)      
Lúcido L (Mandom Mandom Corp (S) Pte Ltd - - - - 
    Corp)      
Others Others 8.4 9.6 10.7 13.2 
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 8 LBN Brand Shares of Salon Professional Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Kérastase (L'Oréal L'Oréal (S) Pte Ltd 18.0 18.0 17.6 17.2 
    Groupe)      
Shiseido Shiseido (S) Co Pte Ltd 12.1 12.1 11.9 11.6 
    Professional      
    (Shiseido Co Ltd)      
L'Oréal L'Oréal (S) Pte Ltd 7.3 7.0 6.9 7.1 
    Professionnel      
    (L'Oréal Groupe)      
Matrix (L'Oréal L'Oréal (S) Pte Ltd 3.4 3.0 2.9 2.9 
    Groupe)      
Schwarzkopf Henkel AG & Co KGaA 2.8 2.4 2.3 2.3 
    Professional      
Wella Professionals Procter & Gamble (S) - - 1.0 0.9 
    (Wella AG) Pte Ltd     
Wella Professionals Procter & Gamble (S) 11.2 11.0 - - 
    (Coty Inc) Pte Ltd     
Redken (L'Oréal L'Oréal (S) Pte Ltd - - - - 
    Groupe)      
Wella Professionals Procter & Gamble (S) - - - - 
    (Procter & Gamble Pte Ltd     
    Co, The)      
Others Others 45.2 46.5 57.3 58.1 
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 9 LBN Brand Shares of Styling Agents: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Gatsby (Mandom Corp) Mandom Corp (S) Pte Ltd 45.9 44.8 46.1 46.6 
L'Oréal (L'Oréal L'Oréal (S) Pte Ltd 14.2 14.1 14.7 14.8 
    Groupe)      
Lúcido L (Mandom Mandom Corp (S) Pte Ltd 11.5 11.5 11.9 12.0 
    Corp)      
Liese (Kao Corp) Kao (S) Pte Ltd 3.9 3.9 4.0 3.9 
Good Look Hairspray Way Co Pte Ltd 2.4 2.2 1.8 1.5 
Brylcreem (Unilever Unilever Singapore Pte 0.9 0.8 0.7 0.5 
    Group) Ltd     
Satinique (Amway Amway (S) Pte Ltd 0.2 0.2 0.2 0.2 
    Corp)      
First Choice Dairy Farm - - - - 
    (Private Label) International Holdings Ltd     
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Guardian (Private Dairy Farm - - - - 
    Label) International Holdings Ltd     
Nu Skin (Nu Skin Nu Skin Enterprises - - - - 
    Enterprises Inc) Singapore Pte Ltd     
Other Private Label Other Private Label 0.3 0.3 0.3 0.3 
    (Private Label)      
Others Others 20.6 22.1 20.3 20.3 
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 10 LBN Brand Shares of Premium Hair Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Kérastase (L'Oréal L'Oréal (S) Pte Ltd 13.6 13.6 13.3 12.9 
    Groupe)      
Shiseido Shiseido (S) Co Pte Ltd 9.2 9.2 9.0 8.7 
    Professional      
    (Shiseido Co Ltd)      
L'Oréal L'Oréal (S) Pte Ltd 5.6 5.3 5.2 5.4 
    Professionnel      
    (L'Oréal Groupe)      
Aesop (Natura&Co) Aesop Singapore Pte Ltd 4.0 4.7 2.7 3.1 
Matrix (L'Oréal L'Oréal (S) Pte Ltd 2.6 2.3 2.2 2.2 
    Groupe)      
Schwarzkopf Henkel AG & Co KGaA 2.1 1.8 1.8 1.7 
    Professional      
Satinique (Amway Amway (S) Pte Ltd 0.9 0.9 0.8 0.8 
    Corp)      
Wella Professionals Procter & Gamble (S) - - 0.8 0.7 
    (Wella AG) Pte Ltd     
Nu Skin (Nu Skin Nu Skin Enterprises 0.7 0.7 0.6 0.6 
    Enterprises Inc) Singapore Pte Ltd     
Wella Professionals Procter & Gamble (S) 8.5 8.3 - - 
    (Coty Inc) Pte Ltd     
Redken (L'Oréal L'Oréal (S) Pte Ltd - - - - 
    Groupe)      
Wella Professionals Procter & Gamble (S) - - - - 
    (Procter & Gamble Pte Ltd     
    Co, The)      
Others Others 52.8 53.3 63.6 63.9 
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 11 Forecast Sales of Hair Care by Category: Value 2021-2026 

 

SGD million 
 2021 2022 2023 2024 2025 2026 
 
2-in-1 Products 0.7 0.7 0.7 0.7 0.6 0.6 
Colourants 17.7 18.3 18.7 19.1 19.5 19.8 
Conditioners and 71.3 73.2 75.2 77.4 79.6 81.9 
    Treatments       
Hair Loss Treatments 4.9 5.0 5.2 5.4 5.6 5.8 
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Perms and Relaxants - - - - - - 
Salon Professional Hair 35.0 36.0 37.1 38.4 39.7 41.1 
    Care       
Shampoos 94.0 96.7 99.5 102.5 105.6 109.5 
- Medicated Shampoos 2.0 2.0 2.0 2.1 2.1 2.1 
- Standard Shampoos 92.0 94.7 97.4 100.4 103.5 107.4 
Styling Agents 16.9 17.1 17.4 17.6 17.9 18.2 
Hair Care 240.5 247.0 253.8 261.0 268.5 276.9 

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

 

 

Table 12 Forecast Sales of Hair Care by Category: % Value Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
2-in-1 Products -2.7 -4.1 -19.0 
Colourants 3.1 2.3 11.8 
Conditioners and Treatments 2.7 2.8 15.0 
Hair Loss Treatments 3.1 3.6 19.1 
Perms and Relaxants - - - 
Salon Professional Hair Care 2.7 3.3 17.4 
Shampoos 2.8 3.1 16.4 
- Medicated Shampoos 1.0 1.1 5.5 
- Standard Shampoos 2.9 3.1 16.6 
Styling Agents 1.5 1.5 7.8 
Hair Care 2.7 2.9 15.1 

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

 

 

Table 13 Forecast Sales of Hair Care by Premium vs Mass: % Value 2021-2026 

 

% retail value rsp 
 2021 2022 2023 2024 2025 2026 
 
Premium 19.3 19.3 19.4 19.5 19.6 19.7 
Mass 80.7 80.7 80.6 80.5 80.4 80.3 
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 
SINGAPORE - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2021: The big picture 

Overall, beauty and personal care witnessed an increase in current value sales in 2021. In 

2020, the impact of COVID-19 on beauty and personal care was particularly felt in areas such 

as sun care, fragrances and colour cosmetics, with all three categories recording declining value 

sales. However, in 2021, more categories witnessed slightly better performances, due to more 

relaxed restrictions and a strong vaccination rate. As Singapore managed to increase its overall 

healthcare capacity and recorded high COVID-19 vaccination rates, the government took steps 

for the country to treat COVID-19 as endemic. The government increased the dine-in and social 

gathering size permitted from two to five, and allowed events such as live performances, sports 

and MICE events to recommence after a long break. Travelling, which was almost impossible in 

2020, was made possible with the emergence of the Vaccinated Travel Lane (VTL) with other 

partnering countries, such as Malaysia, Australia, Canada and Denmark. The response to VTL 

was encouraging, as tourism returned to the island-state, albeit on a smaller scale. With the 

relaxation of restrictions and the return of tourism in Singapore, demand for beauty and personal 

care products naturally increased. 

 

2021 key trends 

More consumers sought products that relied on scientific claims and trusted brands for better 

results and to increase their wellbeing. Factors such as purpose-driven, digitally-savvy, 

clinically-backed, price-accessible and approachable drove up demand globally for 

dermocosmetic brands and other products with proven efficacy. Beauty brands with these 

characteristics are most likely to thrive in today’s beauty environment. However, increasingly, 

beauty and personal care brands are expected to display greater ingredients transparency and 

mitigate rising stress and anxiety, accelerating self-care and complementary products that 

enhance mood. This new streamlined approach is also spurring further category blurring, 

multifunctionality and price hybridity, with opportunities for the masstige segment to embed 

higher perceptions of quality.  

Since the circuit breaker measures in 2020, COVID-19 preventative measures have been in 

place in many physical stores, and high-touch surfaces are avoided where possible. As a result, 

most retailers, such as Sephora, have removed product testers in physical stores. To continue 

to attract consumers to purchase products without testers, some brands increased the number 

of mini-size samples, encouraged subscription services, and reduced the minimum value for 

free shipping. These changes impacted consumers’ path to purchase in beauty and personal 

care, while also creating opportunities for brands and retailers to rethink ways to encourage 

consumers to return to stores.  

 

Competitive landscape 

Beauty and personal care in Singapore continued to be led by international giants such as 

L’Oréal, Procter & Gamble, Estée Lauder and Unilever in 2021, with their products remaining 

popular in both mass and premium categories. With the improved economic conditions in 

Singapore, spending power amongst consumers generally increased compared with the 
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previous year. This increase in discretionary income benefited companies, especially those that 

had successfully aligned their business strategies in terms of product offer and distribution 

channels. Similar to the preceding year, the shift towards essential products such as bath and 

shower and oral care remained evident. The focus on mental health and overall wellbeing also 

influenced brands to sell products that are positioned as organic and ethical. In terms of 

distribution channels, e-commerce still experienced major growth. Increasingly, online shops are 

more becoming more interactive, as players include features such as live chat to address 

consumers’ questions.  

 

Retailing developments 

After an exceptional year in 2020 as a result of the COVID-19 pandemic, e-commerce saw 

continued value growth in beauty and personal care in Singapore in 2021, although its share 

saw a marginal decline. After the pandemic first hit Singapore, companies found ways to drive 

sales, despite having fewer consumers in their physical stores. For instance, Watson’s 

Singapore launched its Online + Offline Omnichannel Strategy to ease consumers’ experience 

when shopping via its online or physical stores. Through the initiative, consumers can shop at 

Watson’s stores at any time and anywhere. Furthermore, its online store also has interactive 

features that allow consumers to try on make-up virtually. Although the path to purchase varies 

by market, data from the Digital Consumer Surveys 2020 and 2021 regarding researching and 

purchasing beauty and personal care products suggest that more beauty research is happening 

online and less is happening in stores. However, buying decisions are still happening in stores 

as the preferred method, while also rising online through phone and computer usage. Beauty 

players are employing a variety of strategies to appeal to both store-centric and online-centric 

consumers. 

 

What next for beauty and personal care? 

Steady growth is expected to be seen by beauty and personal care over the forecast period, 

with the industry expected to benefit from recovery in the country’s travel industry. With the 

launch of more vaccinated travel lanes and promising vaccination rates, the impending return of 

inbound arrivals may contribute to a significant proportion of premium beauty and personal care 

sales in Singapore. Furthermore, with the increasing role played by social media, this will shape 

the demand for beauty and personal care products. Social media has been helpful to companies 

in communicating their products to the masses. Companies that have been successful in their 

social media strategies saw that it was easier for them to market their products and connect with 

consumers online.  

 

Chart 1 Beauty and Personal Care Value Sales Growth Scenarios: 2019-2026 
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Source: Euromonitor International 
Note: C19 Pessimistic 1 represents a modelled scenario with an estimated probability of 25-35% over a 1-year 

horizon, factoring in macro drivers including GDP, stock prices, business and consumer confidence rates 
alongside infection rates, supply chain and labour supply disruption rates  

 

Chart 2 Beauty and Personal Care Impact of Soft Drivers on Value Sales: 2019-2026 
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Source: Euromonitor International  
Note: The above chart shows the growth decomposition split by macro drivers such as GDP per capita and 

population alongside soft drivers listed as having a positive (+) or negative (-) impact on the total growth 
rate  

 

 

MARKET DATA 
 

Table 14 Sales of Beauty and Personal Care by Category: Value 2016-2021 

 

SGD million 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 31.5 32.2 33.2 34.0 35.2 36.2 
    Products       
Bath and Shower 100.9 101.7 102.8 104.4 112.1 117.1 
Colour Cosmetics 236.5 245.7 256.0 266.8 200.3 207.0 
Deodorants 22.3 21.8 21.7 21.5 18.7 19.3 
Depilatories 4.7 4.7 4.7 4.7 4.6 4.6 
Fragrances 223.2 225.8 229.8 234.2 194.8 189.7 
Hair Care 212.0 216.4 221.6 228.2 231.6 240.5 
Men's Grooming 137.9 139.9 142.7 145.8 130.6 132.9 
Oral Care 108.6 111.2 113.5 116.1 118.0 120.4 
Oral Care Excl Power 101.7 104.3 106.7 109.2 111.0 113.4 
    Toothbrushes       
Skin Care 633.2 654.3 683.8 715.9 721.5 741.2 
Sun Care 26.8 28.0 29.3 30.5 27.9 29.6 
Premium Beauty and 791.7 816.5 848.5 881.7 823.5 836.3 
    Personal Care       
Prestige Beauty and 789.1 811.1 842.9 875.8 817.6 830.3 
    Personal Care       
Mass Beauty and 693.0 707.7 727.9 751.9 716.8 742.4 
    Personal Care       
Dermocosmetics Beauty 19.6 23.8 25.2 25.6 26.2 27.0 
    and Personal Care       
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Beauty and Personal Care 1,633.7 1,676.9 1,732.4 1,792.9 1,698.8 1,741.0 

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 15 Sales of Beauty and Personal Care by Category: % Value Growth 2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Baby and Child-specific Products 2.8 2.8 14.9 
Bath and Shower 4.4 3.0 16.0 
Colour Cosmetics 3.4 -2.6 -12.5 
Deodorants 2.9 -2.9 -13.7 
Depilatories 0.2 -0.6 -2.7 
Fragrances -2.6 -3.2 -15.0 
Hair Care 3.9 2.6 13.4 
Men's Grooming 1.7 -0.7 -3.6 
Oral Care 2.1 2.1 10.9 
Oral Care Excl Power Toothbrushes 2.1 2.2 11.5 
Skin Care 2.7 3.2 17.1 
Sun Care 5.8 2.0 10.2 
Premium Beauty and Personal Care 1.5 1.1 5.6 
Prestige Beauty and Personal Care 1.6 1.0 5.2 
Mass Beauty and Personal Care 3.6 1.4 7.1 
Dermocosmetics Beauty and Personal Care 3.2 6.7 38.3 
Beauty and Personal Care 2.5 1.3 6.6 

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 16 GBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Groupe 11.2 11.2 10.7 10.5 10.6 
Procter & Gamble Co, The 9.3 9.2 9.2 9.3 9.1 
Estée Lauder Cos Inc 6.4 6.5 6.5 6.2 6.1 
Unilever Group 4.1 4.0 3.9 4.3 4.2 
LVMH Moët Hennessy 3.4 3.4 3.4 3.4 3.4 
    Louis Vuitton SA      
Shiseido Co Ltd 3.6 3.5 3.5 3.5 3.3 
AmorePacific Corp 3.3 3.4 3.5 3.0 2.9 
Johnson & Johnson Inc 2.9 2.8 2.7 2.9 2.9 
Colgate-Palmolive Co 2.6 2.6 2.5 2.7 2.7 
Coty Inc 3.3 3.2 3.1 2.7 2.6 
Natura&Co 3.0 3.0 2.8 2.3 2.4 
Beiersdorf AG 2.3 2.3 2.3 2.4 2.4 
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Kao Corp 2.4 2.4 2.3 2.4 2.3 
Clarins SA 1.9 1.8 1.8 1.9 1.9 
Chanel SA 1.9 1.8 1.8 1.8 1.8 
LG Household & Health 2.0 2.1 2.0 1.8 1.8 
    Care Ltd      
Wipro Ltd 1.6 1.7 1.6 1.8 1.7 
Reckitt Benckiser Group 1.1 1.1 1.1 1.4 1.4 
    Plc (RB)      
Nu Skin Enterprises Inc 1.2 1.2 1.1 1.2 1.2 
Amway Corp 1.4 1.3 1.2 1.2 1.2 
Lion Corp 1.1 1.1 1.1 1.2 1.2 
Kosé Corp 0.9 1.2 1.2 1.2 1.1 
GlaxoSmithKline Plc 1.0 1.0 1.0 1.1 1.1 
Revlon Inc 1.1 1.1 1.1 1.0 1.0 
Mandom Corp 0.8 0.8 0.8 0.8 0.8 
Puig SL 0.6 0.6 0.5 0.6 0.7 
Rohto Pharmaceutical Co 0.6 0.7 0.7 0.7 0.7 
    Ltd      
Tohtonku Sdn Bhd 0.7 0.7 0.7 0.7 0.7 
Edgewell Personal Care 0.7 0.7 0.7 0.7 0.7 
    Brands LLC      
Galderma SA - - 0.3 0.4 0.4 
Private Label 0.8 0.7 0.7 0.8 0.6 
Others 22.7 22.8 24.1 24.4 25.2 
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 17 NBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal (S) Pte Ltd 11.2 11.2 10.7 10.5 10.6 
Procter & Gamble (S) 9.5 9.4 9.4 9.3 9.1 
    Pte Ltd      
Estée Lauder Cosmetics 6.2 6.4 6.3 6.0 5.9 
    Pte Ltd      
Unilever Singapore Pte 3.8 3.7 3.7 4.0 3.9 
    Ltd      
Shiseido (S) Co Pte Ltd 3.3 3.3 3.3 3.3 3.1 
AmorePacific Singapore 3.3 3.4 3.5 3.0 2.9 
    Pte Ltd      
Johnson & Johnson Pte Ltd 2.9 2.8 2.7 2.9 2.9 
Coty Asia Pte Ltd 2.9 2.8 2.7 2.6 2.5 
Beiersdorf (S) Pte Ltd 2.3 2.3 2.3 2.4 2.4 
Colgate-Palmolive 2.0 2.0 1.9 2.0 2.0 
    Eastern Pte Ltd      
Body Shop (S) Pte Ltd, 2.4 2.4 2.2 2.0 1.9 
    The      
Clarins Pte Ltd 1.9 1.8 1.8 1.9 1.9 
Kao (S) Pte Ltd 1.8 1.8 1.8 1.9 1.9 
Chanel (S) Pte Ltd 1.9 1.8 1.8 1.8 1.8 
TFS Singapore Pte Ltd 2.0 2.1 2.0 1.8 1.8 
LD Waxson (S) Pte Ltd 1.3 1.3 1.3 1.4 1.4 
Reckitt Benckiser (S) 1.0 1.0 1.1 1.3 1.3 
    Pte Ltd      
Nu Skin Enterprises 1.2 1.2 1.1 1.2 1.2 
    Singapore Pte Ltd      
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Amway (S) Pte Ltd 1.4 1.3 1.2 1.2 1.2 
Christian Dior 1.1 1.1 1.1 1.2 1.2 
    Singapore Pte Ltd      
Lion Corp (S) Pte Ltd 1.1 1.1 1.1 1.2 1.2 
Kosé Singapore Pte Ltd 0.9 1.2 1.2 1.2 1.1 
GlaxoSmithKline Pte Ltd 1.0 1.0 1.0 1.1 1.1 
Bulgari Parfums SA 1.1 1.0 1.0 1.0 1.0 
Parfums Christian Dior 0.8 0.8 0.9 0.8 0.8 
Mandom Corp (S) Pte Ltd 0.8 0.8 0.8 0.8 0.8 
Puig SL 0.6 0.6 0.5 0.6 0.7 
Hawley & Hazel Chemical 0.6 0.6 0.6 0.7 0.7 
    Co (S) Pte Ltd      
Tohtonku (S) Pte Ltd 0.7 0.7 0.7 0.7 0.7 
Energizer (S) Pte Ltd 0.7 0.7 0.7 0.7 0.7 
Other Private Label 0.6 0.6 0.6 0.6 0.6 
Others 27.6 27.7 29.2 29.1 29.9 
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 18 LBN Brand Shares of Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
SK-II (Procter & Procter & Gamble (S) 3.5 3.6 3.6 3.4 
    Gamble Co, The) Pte Ltd     
Shiseido (Shiseido Shiseido (S) Co Pte Ltd 2.2 2.2 2.2 2.1 
    Co Ltd)      
Lancôme (L'Oréal L'Oréal (S) Pte Ltd 2.0 2.0 2.1 2.1 
    Groupe)      
The Body Shop Body Shop (S) Pte Ltd, 2.4 2.2 2.0 1.9 
    (Natura&Co) The     
Clarins (Clarins SA) Clarins Pte Ltd 1.8 1.7 1.8 1.8 
Estée Lauder (Estée Estée Lauder Cosmetics 1.5 1.5 1.6 1.5 
    Lauder Cos Inc) Pte Ltd     
Oral-B (Procter & Procter & Gamble (S) 1.4 1.3 1.4 1.4 
    Gamble Co, The) Pte Ltd     
Dove (Unilever Group) Unilever Singapore Pte Ltd 1.3 1.2 1.3 1.3 
Kiehl's (L'Oréal L'Oréal (S) Pte Ltd 1.2 1.2 1.3 1.3 
    Groupe)      
Bio-essence (Wipro LD Waxson (S) Pte Ltd 1.2 1.2 1.3 1.3 
    Ltd)      
Dettol (Reckitt Reckitt Benckiser (S) 0.9 1.0 1.2 1.2 
    Benckiser Group Plc Pte Ltd     
    (RB))      
Laneíge AmorePacific Singapore 1.2 1.2 1.2 1.2 
    (AmorePacific Corp) Pte Ltd     
Christian Dior Christian Dior 1.1 1.1 1.1 1.2 
    (LVMH Moët Hennessy Singapore Pte Ltd     
    Louis Vuitton SA)      
Nu Skin (Nu Skin Nu Skin Enterprises 1.1 1.1 1.2 1.2 
    Enterprises Inc) Singapore Pte Ltd     
L'Oréal Dermo- L'Oréal (S) Pte Ltd 0.9 0.9 1.0 1.2 
    Expertise (L'Oréal      
    Groupe)      
Artistry (Amway Corp) Amway (S) Pte Ltd 1.2 1.1 1.1 1.1 
The Face Shop (LG TFS Singapore Pte Ltd 1.2 1.2 1.1 1.1 
    Household & Health      
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    Care Ltd)      
Johnson's Baby Johnson & Johnson Pte Ltd 0.9 0.8 0.9 0.9 
    (Johnson & Johnson      
    Inc)      
Sensodyne GlaxoSmithKline Pte Ltd 0.8 0.8 0.8 0.9 
    (GlaxoSmithKline Plc)      
Listerine (Johnson Johnson & Johnson Pte Ltd 0.8 0.8 0.8 0.9 
    & Johnson Inc)      
Nivea (Beiersdorf AG) Beiersdorf (S) Pte Ltd 0.8 0.8 0.9 0.8 
La Mer (Estée Estée Lauder Cosmetics 0.6 0.8 0.8 0.8 
    Lauder Cos Inc) Pte Ltd     
Sunsilk (Unilever Unilever Singapore Pte 0.8 0.8 0.8 0.8 
    Group) Ltd     
Gillette Mach3 Procter & Gamble (S) 0.8 0.8 0.7 0.7 
    (Procter & Gamble Pte Ltd     
    Co, The)      
Chanel (Chanel SA) Chanel (S) Pte Ltd 0.7 0.8 0.7 0.7 
Pantene (Procter & Procter & Gamble (S) 0.8 0.7 0.8 0.7 
    Gamble Co, The) Pte Ltd     
Clinique (Estée Estée Lauder Cosmetics 0.8 0.7 0.7 0.7 
    Lauder Cos Inc) Pte Ltd     
Sulwhasoo AmorePacific Singapore 0.7 0.7 0.7 0.7 
    (AmorePacific Corp) Pte Ltd     
Darlie (Colgate- Hawley & Hazel Chemical 0.6 0.6 0.7 0.7 
    Palmolive Co) Co (S) Pte Ltd     
Nivea Visage Beiersdorf (S) Pte Ltd 0.7 0.7 0.7 0.7 
    (Beiersdorf AG)      
Other Private Label Other Private Label 0.6 0.6 0.6 0.6 
    (Private Label)      
Others Others 63.6 63.8 62.8 63.2 
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 19 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2016-2021 

 

% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 0.6 0.5 0.5 0.5 0.5 0.4 
    Products       
Bath and Shower 7.3 7.1 6.9 6.8 6.5 4.7 
Beauty and Personal Care 0.8 0.8 0.7 0.7 0.8 0.6 
Deodorants - - - - - - 
Depilatories 3.6 2.4 1.3 1.1 0.9 0.9 
Hair Care 0.5 0.5 0.5 0.4 0.4 0.4 
Mass Beauty and 1.7 1.6 1.5 1.5 1.6 1.3 
    Personal Care       
Men's Grooming 0.4 0.3 0.3 0.3 0.3 0.2 
Oral Care 1.3 1.2 1.2 1.2 1.2 0.9 
Skin Care 0.4 0.4 0.4 0.4 0.4 0.4 

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

 

 

Table 20 Distribution of Beauty and Personal Care by Format: % Value 2016-2021 
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% retail value rsp 
 2016 2017 2018 2019 2020 2021 
 
Store-Based Retailing 87.7 87.3 86.7 86.5 77.7 77.9 
- Grocery Retailers 15.2 15.0 14.8 14.7 15.5 15.2 
-- Modern Grocery 13.4 13.3 13.1 13.1 13.9 13.6 
    Retailers       
--- Convenience Stores 0.4 0.4 0.3 0.3 0.4 0.4 
--- Discounters - - - - - - 
--- Forecourt Retailers 0.1 0.1 0.1 0.1 0.1 0.1 
--- Hypermarkets 2.5 2.5 2.5 2.5 2.4 1.9 
--- Supermarkets 10.4 10.3 10.2 10.2 11.0 11.3 
-- Traditional Grocery 1.8 1.7 1.7 1.6 1.6 1.7 
    Retailers       
- Non-Grocery Specialists 41.9 42.2 42.4 42.6 42.1 41.9 
-- Apparel and Footwear 0.1 0.1 0.1 0.1 0.1 0.1 
    Specialists       
-- Appliances and 0.1 0.1 0.1 0.1 0.1 0.1 
    Electronics Specialists       
-- Health and Beauty 41.0 41.4 41.5 41.9 41.5 41.4 
    Specialist       
--- Beauty Specialists 23.2 23.6 23.7 24.0 23.5 23.2 
--- Chemists/Pharmacies 1.2 1.2 1.2 1.2 1.2 1.2 
--- Drugstores/ 16.5 16.5 16.5 16.6 16.7 16.9 
    parapharmacies       
--- Other BPC Health 0.1 0.1 0.1 0.1 0.1 0.1 
    and Beauty Specialist       
    Retailers       
-- Home and Garden - - - - - - 
    Specialist Retailers       
--- Homewares and Home - - - - - - 
    Furnishing Stores       
-- Other Non-Grocery 0.7 0.7 0.6 0.6 0.4 0.4 
    Retailers       
--- Outdoor Markets - - - - - - 
--- Other BPC Non- 0.7 0.7 0.6 0.6 0.4 0.4 
    Grocery Specialists       
- Mixed Retailers 30.5 30.0 29.5 29.2 20.2 20.7 
-- Department Stores 30.2 29.7 29.2 28.8 19.9 20.4 
-- Mass Merchandisers - - - - - - 
-- Variety Stores 0.4 0.4 0.4 0.3 0.3 0.3 
-- Warehouse Clubs - - - - - - 
Non-Store Retailing 9.7 10.1 10.8 11.0 19.7 19.4 
- Direct Selling 7.2 7.1 7.3 7.2 7.5 7.5 
- Homeshopping 0.0 0.0 0.0 0.0 0.0 0.0 
- E-Commerce 2.5 3.0 3.5 3.8 12.1 11.9 
- Vending - - - - - - 
Non-retail channels 2.6 2.6 2.5 2.5 2.6 2.7 
- Hair Salons 2.6 2.6 2.5 2.5 2.6 2.7 
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 21 Distribution of Beauty and Personal Care by Format and Category: % Value 
2021 

 

% retail value rsp 
 Baby Bath Colour Deodoran Depilato Fragranc 
 and and Cosmetics ts ries es 
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 Child- Shower     
 specific      
 Products      
 
Store-Based Retailing 93.1 83.6 75.3 95.5 99.1 91.2 
- Grocery Retailers 52.4 32.0 1.9 50.8 33.2 0.7 
-- Modern Grocery 48.0 30.3 1.9 46.3 30.0 0.5 
    Retailers       
--- Convenience Stores 2.4 0.3 0.0 0.8 0.9 0.0 
--- Discounters 0.0 0.0 0.0 0.0 0.0 0.0 
--- Forecourt Retailers 0.3 0.0 0.0 0.3 0.0 0.0 
--- Hypermarkets 8.4 8.7 1.3 8.4 4.2 0.1 
--- Supermarkets 36.9 21.3 0.6 36.9 24.8 0.4 
-- Traditional Grocery 4.4 1.7 0.0 4.4 3.2 0.2 
    Retailers       
- Non-Grocery Specialists 38.6 49.5 35.6 39.8 65.3 70.3 
-- Apparel and Footwear 2.9 0.0 0.0 0.0 0.0 0.5 
    Specialists       
-- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
-- Health and Beauty 34.6 49.5 35.6 39.5 65.3 69.7 
    Specialist       
--- Beauty Specialists 3.3 26.9 14.5 15.2 2.2 69.0 
--- Chemists/Pharmacies 0.4 2.9 0.0 0.3 1.2 0.0 
--- Drugstores/ 30.9 19.7 21.1 24.0 62.0 0.7 
    parapharmacies       
--- Other BPC Health 0.0 0.0 0.0 0.0 0.0 0.0 
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0 0.0 
    Furnishing Stores       
-- Other Non-Grocery 1.1 0.0 0.0 0.3 0.0 0.0 
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Other BPC Non- 1.1 0.0 0.0 0.3 0.0 0.0 
    Grocery Specialists       
- Mixed Retailers 2.0 2.1 37.7 4.9 0.5 20.3 
-- Department Stores 1.2 1.9 37.7 4.7 0.5 20.3 
-- Mass Merchandisers 0.0 0.0 0.0 0.0 0.0 0.0 
-- Variety Stores 0.8 0.2 0.0 0.3 0.0 0.0 
-- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
Non-Store Retailing 6.9 16.4 24.7 4.5 0.9 8.8 
- Direct Selling 0.1 3.3 5.2 1.3 0.0 0.1 
- Homeshopping 0.0 0.0 0.0 0.0 0.0 0.0 
- E-Commerce 6.8 13.1 19.5 3.2 0.9 8.7 
- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
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     
 
Store-Based Retailing 73.0 85.4 90.0 71.8 88.3  
- Grocery Retailers 27.1 19.3 56.5 5.4 18.8  
-- Modern Grocery 23.0 16.7 52.1 4.6 16.9  
    Retailers       
--- Convenience Stores 0.4 0.6 1.0 0.3 0.6  
--- Discounters 0.0 0.0 0.0 0.0 0.0  
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--- Forecourt Retailers 0.1 0.1 0.1 0.0 0.2  
--- Hypermarkets 2.7 1.4 1.8 0.9 0.7  
--- Supermarkets 19.8 14.6 49.3 3.4 15.4  
-- Traditional Grocery 4.1 2.7 4.4 0.8 2.0  
    Retailers       
- Non-Grocery Specialists 42.4 50.7 31.8 36.3 61.4  
-- Apparel and Footwear 0.0 0.2 0.0 0.0 0.2  
    Specialists       
-- Appliances and 0.0 0.0 1.1 0.0 0.0  
    Electronics Specialists       
-- Health and Beauty 40.0 50.2 30.7 36.2 61.1  
    Specialist       
--- Beauty Specialists 20.9 36.1 3.9 19.9 4.8  
--- Chemists/Pharmacies 1.3 2.6 3.0 1.0 0.8  
--- Drugstores/ 17.2 11.4 23.8 15.4 55.5  
    parapharmacies       
--- Other BPC Health 0.7 0.1 0.0 0.0 0.0  
    and Beauty Specialist       
    Retailers       
-- Home and Garden 0.0 0.0 0.0 0.0 0.0  
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0  
    Furnishing Stores       
-- Other Non-Grocery 2.4 0.3 0.0 0.0 0.1  
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0  
--- Other BPC Non- 2.4 0.3 0.0 0.0 0.1  
    Grocery Specialists       
- Mixed Retailers 3.4 15.4 1.7 30.1 8.1  
-- Department Stores 2.2 14.5 1.2 30.1 8.0  
-- Mass Merchandisers 0.0 0.0 0.0 0.0 0.0  
-- Variety Stores 1.2 0.9 0.5 0.0 0.1  
-- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0  
Non-Store Retailing 7.8 12.6 10.0 28.2 11.7  
- Direct Selling 1.1 3.0 1.2 14.7 3.6  
- Homeshopping 0.0 0.0 0.0 0.0 0.0  
- E-Commerce 6.7 9.6 8.8 13.4 8.1  
- Vending 0.0 0.0 0.0 0.0 0.0  
Non-retail channels 19.2 2.0 0.0 0.0 0.0  
- Hair Salons 19.2 2.0 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 22 Forecast Sales of Beauty and Personal Care by Category: Value 2021-2026 

 

SGD million 
 2021 2022 2023 2024 2025 2026 
 
Baby and Child-specific 36.2 37.1 38.0 38.7 39.5 40.2 
    Products       
Bath and Shower 117.1 120.2 122.9 125.3 127.5 129.8 
Colour Cosmetics 207.0 211.2 215.4 220.0 224.7 229.6 
Deodorants 19.3 19.8 20.3 20.7 21.1 21.5 
Depilatories 4.6 4.6 4.5 4.5 4.5 4.5 
Fragrances 189.7 190.5 194.3 201.1 209.0 216.5 
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Hair Care 240.5 247.0 253.8 261.0 268.5 276.9 
Men's Grooming 132.9 134.6 138.8 145.7 153.5 161.3 
Oral Care 120.4 122.8 125.4 127.8 130.0 132.3 
Oral Care Excl Power 113.4 115.7 118.1 120.4 122.5 124.7 
    Toothbrushes       
Skin Care 741.2 758.9 776.5 792.5 807.5 822.5 
Sun Care 29.6 31.2 32.9 34.3 35.8 37.2 
Premium Beauty and 836.3 851.8 870.0 890.3 912.0 933.9 
    Personal Care       
Prestige Beauty and 830.3 - - - - - 
    Personal Care       
Mass Beauty and 742.4 762.1 782.1 801.2 819.4 838.1 
    Personal Care       
Dermocosmetics Beauty 27.0 - - - - - 
    and Personal Care       
Beauty and Personal Care 1,741.0 1,779.6 1,821.5 1,864.5 1,907.9 1,952.2 

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 23 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Baby and Child-specific Products 2.7 2.2 11.3 
Bath and Shower 2.7 2.1 10.8 
Colour Cosmetics 2.0 2.1 10.9 
Deodorants 2.7 2.2 11.6 
Depilatories -0.7 -0.5 -2.4 
Fragrances 0.4 2.7 14.1 
Hair Care 2.7 2.9 15.1 
Men's Grooming 1.3 4.0 21.4 
Oral Care 2.0 1.9 9.9 
Oral Care Excl Power Toothbrushes 2.0 1.9 10.0 
Skin Care 2.4 2.1 11.0 
Sun Care 5.6 4.7 25.9 
Premium Beauty and Personal Care 1.9 2.2 11.7 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 2.7 2.5 12.9 
Dermocosmetics Beauty and Personal Care - - - 
Beauty and Personal Care 2.2 2.3 12.1 

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 
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DISCLAIMER 
Forecast and scenario closing date: 11 April 2022 

Report closing date: 4 May 2022 

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

performance in 2021 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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