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ORAL CARE IN MEXICO - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 11% in current terms in 2023 to MXN18.6 billion 

▪ Tooth whiteners is the best performing category in 2023, with retail value sales rising by 23% 

in current terms to MXN27 million 

▪ Colgate-Palmolive de México SA de CV is the leading player in 2023, with a retail value share 

of 57% 

▪ Retail sales are set to grow at a current value CAGR of 6% (2023 constant value CAGR of 

2%) over the forecast period to MXN24.7 billion 

 

 

2023 DEVELOPMENTS 
 

Consumers are demanding more sustainable oral care products 

Sales in oral care continued to be supported by baseline demand in Mexico in 2023. 

Toothpaste continues to be a particularly large and relevant category, with brands constantly 

innovating and adapting to meet consumers’ needs. For example, brands are enhancing their 

offerings with new formulas, exotic flavours, specialised care, and more tactile textures. Also, in 

the evolving landscape, ecological considerations, veganism, and responsible consumption are 

increasingly influential in shaping product innovations. As such, brands are shifting towards 

natural ingredients and exploring refillable options to align with clean beauty trends and 

sustainable production methods. 

Colgate's Natural Extracts line, for example, features 100% recyclable packaging, reflecting 

the brand's commitment to environmental responsibility. Independent brands are also embracing 

this shift; MU & ME, for instance, offers a solid tablet toothpaste that is sugar-free, devoid of 

microplastics, and eliminates the need for plastic tubes, making it a popular choice among 

sustainable brands. Additionally, innovative approaches such as Indra Ecosmética's toothpaste 

in a lollipop form, which is fluoride-free, eco-friendly, and packaging-free, are emerging. This 

product aims to promote oral health sustainably in Mexico, with the only disposable element 

being a 100% recyclable and biodegradable wooden stick. These developments underscore a 

growing trend towards products that meet aesthetic and health needs and also address 

environmental concerns within the oral care sector. 

 

Whitening solutions are drawing attention from consumers 

The recent trend among artists, influencers, celebrities, and opinion leaders which showcases 

white, bright smiles in photographs, has prompted a shift towards dental care – prioritising 

aesthetic appeal alongside oral hygiene. This shift was particularly evident in 2023, with a 

marked increase in demand for products boasting whitening properties and the ability to remove 

superficial stains. This surge is largely driven by the pressure to maintain an attractive smile for 

social media platforms like Instagram, TikTok and Facebook, where users frequently post 

selfies. Consequently, products such as whitening toothpaste, tooth whiteners, dental floss, and 

mouthwashes are increasingly popular, as consumers strive for the perfect smile. This has also 
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encouraged more comprehensive oral care routines, extending beyond basic twice-daily 

brushing, thereby benefiting the overall dental care market. 

Popular products like Oral-B 3D White Perfection (Procter & Gamble), Colgate Luminous 

White (Colgate-Palmolive), Crest 3D White Whitestrips (Procter & Gamble), and Listerine 

Whitening Extreme (Johnson & Johnson) are capitalising on this trend. Moreover, innovations 

continue to emerge, such as Colgate Luminous White's 2023 launch of the "Lovers" toothpaste, 

specifically marketed to remove tough stains like those from wine enjoyed during a romantic 

dinner. Crest (Procter & Gamble) holds almost all brand share in tooth whiteners per se. Overall, 

this landscape indicates lucrative opportunities for brands looking to introduce new dental 

whitening innovations. 

 

Ingredient-based trends increasingly benefit oral care 

Ingredient-based trends are sweeping across the beauty and personal care industry, but 

adoption in oral care has been relatively recent. Now, consumers are showing increased interest 

in understanding the active ingredients in their toothpastes and toothbrushes. Activated charcoal 

is particularly popular, with Colgate (Colgate-Palmolive) offering three toothpaste variants 

containing this ingredient, including a recent addition to their Colgate Total 12 line. This product 

promises whitening benefits and also provides additional antibacterial protection thanks to the 

charcoal content. Colgate also offers a mouthwash and a series of toothbrushes with bristles 

infused with this ingredient. Procter & Gamble has similarly embraced this trend across its Oral-

B and Crest brands, introducing toothpastes and toothbrushes incorporating activated charcoal, 

including electric toothbrush replacement heads with charcoal-infused bristles. 

Beyond activated charcoal, other ingredients are gaining consumer appreciation for their 

health benefits and unique flavours. Colgate's Natural Extracts line, for example, uses natural 

extracts like red berries and spearmint to enhance flavour, alongside turmeric and acai, which 

are known for their antibacterial and antioxidant properties, respectively. Niche brands are also 

focusing on specific ingredients that offer additional benefits. Arm & Hammer by Church & 

Dwight incorporates baking soda in all its products for enhanced whitening and cleaning. 

Meanwhile, the Italian niche brand Marvis offers premium toothpastes with unconventional 

flavours such as liquorice, jasmine, “aquatic mint,” ginger mint, and tea, utilising natural extracts 

to distinguish their offerings in the premium segment. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

A concerning oral health scenario presents a good opportunity for 
growth through education and accessibility 

According to the 2020 Global Oral Health Report by the World Health Organization (WHO), 

45% of the global population suffers from oral health conditions. This issue is even more severe 

in Mexico, where data from the Epidemiological Surveillance System for Oral Pathologies 

(SIVEPAB) indicates that over 90% of Mexicans have cavities, and 50% suffer from gingivitis. 

Despite these alarming statistics, only 31% of Mexicans regularly visit the dentist, as per the 

Health Secretariat data, and the 2018 National Health and Nutrition Survey (ENSANUT) 

revealed that 13.7% have never visited a dentist. In Mexico City, where there are more than 500 

dentists for over 4 million people without job-related social security, dental infections remain a 

prevalent, untreated, and potentially dangerous issue. From 2000 to 2021, a reported 338 

deaths in Mexico City were attributed to dental infections, averaging 16 per year – while rare, a 

tooth infection has the potential to kill, if the infection spreads to other tissues within the body. 
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Given this widespread epidemic of oral health issues, there is a substantial opportunity for 

promotional activities focused on education and prevention in the oral care industry. While 

government programmes exist, they are insufficient. Therefore, companies like Colgate-

Palmolive and Procter & Gamble have initiated their own outreach efforts, such as Colgate's 

global Bright Smiles, Bright Futures programme, which provides dental health education, free 

dental check-ups, and treatment advice to marginalised communities. However, there is room to 

intensify these preventive health messages in Mexico, considering the disproportionately high 

percentage of the population affected. Additionally, the rise of social media and easily 

accessible online content offers a platform for increasing awareness about oral health. Many 

young people are learning about basic care and the best products for optimal oral health from 

viral dentists on platforms like TikTok, Instagram, and YouTube. This significant gap in oral 

health represents a substantial growth opportunity for the oral care industry to increase its 

market penetration in Mexico, encouraging more Mexicans to start using such products. 

 

Gums can also benefit from the “skinification” trend 

The "skinification" trend is extending its reach into oral care, mirroring its impact on sun care, 

hair care, and colour cosmetics. This trend is manifesting through the development of advanced 

formulas, such as dental serums and masks, as well as in the sophisticated packaging and 

marketing language brands use, featuring messages like "repair age damage" and "anti-ageing 

ritual." The rationale is that gums and teeth, like skin, have nerve endings sensitive to ageing, 

pollution, and various substances. Consumers are increasingly aware of the ageing effects on 

their oral health and are eager to address these issues. 

Colgate-Palmolive is a pioneer in this area with its Colgate Renew Anti-Ageing line, launched 

in 2021. This product range, which includes tooth gel, gum serum, and mouth foam, claims to 

strengthen enamel, revitalise gums, and whiten teeth. Its premium packaging resembles that of 

high-end cosmetics, appealing to consumers with higher purchasing power and who are health 

conscious. By 2023, this line had been successful among this niche market and is projected to 

continue growing. Procter & Gamble has also entered this space with its Oral-B Detox 

Protection line, recently launched in Mexico. Utilising patented technology, this line features a 

"Micro Foam" designed to reach areas other toothpastes cannot, along with a formula 

containing stannous fluoride to reduce toxins produced by plaque-forming bacteria; toxins that 

are directly responsible for gums and teeth ageing. Looking ahead, we can anticipate further 

innovations and expansions from leading players like Colgate-Palmolive and Procter & Gamble. 

Additionally, we may see the emergence of smaller brands specialising in anti-ageing or skin 

care formulas for oral health, potentially bringing more specialized products to the country. 

 

Growing interest in power toothbrushes highlights the premiumisation of 
oral care 

Following an economic recovery from price inflation and unemployment in 2022, brands are 

seizing opportunities in a more optimistic environment to target higher-income consumers 

seeking high-end oral care. This has fuelled a trend towards premiumisation, exemplified by the 

increasing popularity of power toothbrushes that aim to revolutionise the teeth brushing 

experience. Electric toothbrushes, becoming more sophisticated, now often include connected 

features, app integrations, and routine monitoring. A notable product in this category is the new 

Oral B iO series, which offers Bluetooth connectivity, an interactive display, and 3D tracking with 

integrated artificial intelligence, positioning it as the brand's most advanced offering in Mexico. 

In contrast, to make this segment more accessible, Chinese Xiaomi introduced the Mi Smart 

Electric Toothbrush T500 to Mexico. Despite being more affordable, it caters to the upper-

middle classes with features like intelligent pressure sensors, customisable cleaning modes, 
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cleaning level analysis, and Bluetooth connectivity. This approach underscores the ongoing 

premiumisation trend that targets both affluent consumers and also the aspirational middle 

classes, expanding the audience for sophisticated dental care products. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Oral Care by Category: Value 2018-2023 

 

MXN million 
 2018 2019 2020 2021 2022 2023 
 
Oral Care 14,254.8 14,721.8 14,907.7 15,618.4 16,704.3 18,600.7 
Dental Floss 232.5 241.2 247.5 268.9 283.5 341.3 
Denture Care 155.8 157.9 160.7 166.1 178.3 186.2 
- Denture Cleansers 5.0 5.4 5.5 5.6 6.1 6.5 
- Denture Fixatives 150.8 152.5 155.2 160.5 172.2 179.8 
Mouth Fresheners 56.2 57.0 61.4 65.0 66.3 70.0 
Mouthwashes/Dental Rinses 1,896.0 1,927.9 2,039.9 2,182.2 2,233.7 2,616.0 
Tooth Whiteners 17.8 18.6 19.1 21.0 22.0 27.0 
Toothbrushes 3,604.2 3,733.4 3,686.0 3,744.0 3,991.7 4,595.1 
- Manual Toothbrushes 3,560.9 3,686.7 3,642.4 3,699.2 3,940.5 4,540.0 
- Power Toothbrushes 43.2 46.8 43.6 44.8 51.3 55.1 
Toothpaste 8,292.3 8,585.7 8,693.1 9,171.2 9,928.7 10,765.0 

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

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

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

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Oral Care 11.4 5.5 30.5 
Dental Floss 20.4 8.0 46.8 
Denture Care 4.4 3.6 19.5 
- Denture Cleansers 6.1 5.1 28.2 
- Denture Fixatives 4.4 3.6 19.2 
Mouth Fresheners 5.5 4.5 24.4 
Mouthwashes/Dental Rinses 17.1 6.6 38.0 
Tooth Whiteners 22.5 8.7 51.9 
Toothbrushes 15.1 5.0 27.5 
- Manual Toothbrushes 15.2 5.0 27.5 
- Power Toothbrushes 7.4 5.0 27.4 
Toothpaste 8.4 5.4 29.8 

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

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 3 Sales of Toothbrushes by Category: Value 2018-2023 

 

MXN million 
 2018 2019 2020 2021 2022 2023 
 
Toothbrushes 3,604.2 3,733.4 3,686.0 3,744.0 3,991.7 4,595.1 
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- Manual Toothbrushes 3,560.9 3,686.7 3,642.4 3,699.2 3,940.5 4,540.0 
- Power Toothbrushes 43.2 46.8 43.6 44.8 51.3 55.1 
-- Battery Toothbrushes 29.6 32.3 30.4 30.4 35.0 37.5 
--- Battery Toothbrush 3.1 3.8 3.5 3.6 4.0 4.3 
    Replacement Heads       
--- Battery Toothbrush 26.6 28.5 26.9 26.8 31.0 33.2 
    Units       
-- Electric Toothbrushes 13.6 14.5 13.2 14.3 16.3 17.6 
--- Electric Toothbrush 2.1 2.2 2.1 2.2 2.5 2.7 
    Replacement Heads       
--- Electric Toothbrush 11.5 12.3 11.1 12.1 13.8 14.9 
    Units       

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

 

 

Table 4 Sales of Toothbrushes by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Toothbrushes 15.1 5.0 27.5 
- Manual Toothbrushes 15.2 5.0 27.5 
- Power Toothbrushes 7.4 5.0 27.4 
-- Battery Toothbrushes 7.0 4.8 26.4 
--- Battery Toothbrush Replacement Heads 5.2 6.7 38.4 
--- Battery Toothbrush Units 7.3 4.6 25.0 
-- Electric Toothbrushes 8.2 5.3 29.7 
--- Electric Toothbrush Replacement Heads 8.9 5.3 29.5 
--- Electric Toothbrush Units 8.1 5.3 29.7 

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

 

 

Table 5 Sales of Toothpaste by Type: % Value Breakdown 2019-2023 

 

% retail value rsp 
 2019 2020 2021 2022 2023 
 
Traditional/Standard/Basic 46.1 45.8 45.3 45.0 69.6 
Total Care/Complete Care 24.3 24.3 24.4 24.6 - 
Whitening 13.6 13.6 13.8 14.0 14.0 
Fresh Breath 9.2 9.2 9.1 9.0 8.9 
Children's 1.5 1.5 1.5 1.5 1.5 
Sensitive 5.3 5.6 5.9 5.9 6.0 
Others - - 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 

 

 

Table 6 NBO Company Shares of Oral Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Colgate-Palmolive de 57.7 58.2 57.2 57.8 57.0 
    México SA de CV      
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Procter & Gamble de 19.3 19.1 20.1 19.6 19.0 
    México SA de CV      
Johnson & Johnson de 6.0 6.8 7.3 6.3 6.8 
    México SA de CV      
GlaxoSmithKline México SA 4.7 4.9 5.1 5.0 5.0 
    de CV      
Sunstar Américas México S 1.6 1.7 1.8 1.8 2.0 
    de RL de CV      
Amway de México SA de CV 0.6 0.6 0.6 0.6 0.6 
Oriflame de México SA 0.3 0.3 0.3 0.2 0.2 
House of Fuller SA de CV 0.0 0.0 - - - 
Romsa de México SA de CV - - - - - 
Private Label 2.2 2.2 2.3 2.5 2.7 
Others 7.6 6.3 5.3 6.3 6.7 
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 7 LBN Brand Shares of Oral Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Colgate (Colgate- Colgate-Palmolive de 58.2 57.2 57.8 57.0 
    Palmolive Co) México SA de CV     
Oral-B (Procter & Procter & Gamble de 8.9 9.3 9.0 9.1 
    Gamble Co, The) México SA de CV     
Listerine (Kenvue Inc) Johnson & Johnson de - - - 6.8 
 México SA de CV     
Crest (Procter & Procter & Gamble de 7.0 7.4 7.3 6.6 
    Gamble Co, The) México SA de CV     
Pro (Procter & Gamble Procter & Gamble de 3.2 3.3 3.2 3.3 
    Co, The) México SA de CV     
Sensodyne (Haleon Plc) GlaxoSmithKline México SA - - 2.6 2.6 
 de CV     
GUM (Sunstar Inc) Sunstar Américas México S 1.7 1.8 1.8 2.0 
 de RL de CV     
Astringosol (Haleon GlaxoSmithKline México SA - - 1.4 1.5 
    Plc) de CV     
Corega (Haleon Plc) GlaxoSmithKline México SA - - 0.9 0.9 
 de CV     
Glister (Amway Corp) Amway de México SA de CV 0.6 0.6 0.6 0.6 
Oriflame (Oriflame Oriflame de México SA 0.3 0.3 0.2 0.2 
    Cosmetics SA)      
Listerine (Johnson & Johnson & Johnson de 6.8 7.3 6.3 - 
    Johnson Inc) México SA de CV     
Sensodyne GlaxoSmithKline México SA 2.5 2.6 - - 
    (GlaxoSmithKline Plc) de CV     
Astringosol GlaxoSmithKline México SA 1.4 1.5 - - 
    (GlaxoSmithKline Plc) de CV     
Corega GlaxoSmithKline México SA 1.0 1.0 - - 
    (GlaxoSmithKline Plc) de CV     
Fuller (Tupperware House of Fuller SA de CV 0.0 - - - 
    Brands Corp)      
Novafix (Laboratorios Romsa de México SA de CV - - - - 
    URGO SL)      
Private Label Private Label 2.2 2.3 2.5 2.7 
Others Others 6.3 5.4 6.3 6.7 
Total Total 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 8 LBN Brand Shares of Mouthwashes/Dental Rinses: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Listerine (Kenvue Inc) Johnson & Johnson de - - - 46.5 
 México SA de CV     
Colgate (Colgate- Colgate-Palmolive de 17.8 16.1 16.5 15.6 
    Palmolive Co) México SA de CV     
Oral-B (Procter & Procter & Gamble de 13.1 13.7 14.0 13.2 
    Gamble Co, The) México SA de CV     
Astringosol (Haleon GlaxoSmithKline México SA - - 10.6 10.5 
    Plc) de CV     
GUM (Sunstar Inc) Sunstar Américas México S 1.3 1.5 1.5 1.8 
 de RL de CV     
Listerine (Johnson & Johnson & Johnson de 46.9 49.5 44.7 - 
    Johnson Inc) México SA de CV     
Astringosol GlaxoSmithKline México SA 10.3 10.5 - - 
    (GlaxoSmithKline Plc) de CV     
Private Label Private Label 6.1 5.8 6.2 6.0 
Others Others 4.5 2.9 6.5 6.3 
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 9 LBN Brand Shares of Toothpaste: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Colgate (Colgate- Colgate-Palmolive de 78.1 77.0 76.9 77.4 
    Palmolive Co) México SA de CV     
Crest (Procter & Procter & Gamble de 11.7 12.4 12.0 11.1 
    Gamble Co, The) México SA de CV     
Sensodyne (Haleon Plc) GlaxoSmithKline México SA - - 4.4 4.5 
 de CV     
Oral-B (Procter & Procter & Gamble de 1.1 1.2 1.1 1.1 
    Gamble Co, The) México SA de CV     
Glister (Amway Corp) Amway de México SA de CV 1.1 1.1 1.0 1.1 
GUM (Sunstar Inc) Sunstar Américas México S 0.3 0.3 0.3 0.3 
 de RL de CV     
Oriflame (Oriflame Oriflame de México SA 0.4 0.4 0.3 0.3 
    Cosmetics SA)      
Sensodyne GlaxoSmithKline México SA 4.3 4.5 - - 
    (GlaxoSmithKline Plc) de CV     
Others Others 3.2 3.2 4.0 4.3 
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 Forecast Sales of Oral Care by Category: Value 2023-2028 

 

MXN million 
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 2023 2024 2025 2026 2027 2028 
 
Oral Care 18,600.7 19,004.9 19,451.9 19,925.0 20,440.0 20,938.2 
Dental Floss 341.3 358.9 369.0 381.7 396.8 413.9 
Denture Care 186.2 189.8 192.5 194.5 196.6 198.5 
- Denture Cleansers 6.5 6.6 6.8 6.9 7.1 7.3 
- Denture Fixatives 179.8 183.2 185.7 187.6 189.5 191.2 
Mouth Fresheners 70.0 69.7 69.1 68.8 68.5 68.3 
Mouthwashes/Dental Rinses 2,616.0 2,691.2 2,771.0 2,853.6 2,937.2 3,023.1 
Tooth Whiteners 27.0 28.0 29.2 30.5 31.7 33.1 
Toothbrushes 4,595.1 4,755.5 4,970.1 5,218.9 5,489.5 5,775.1 
- Manual Toothbrushes 4,540.0 4,696.3 4,905.2 5,147.9 5,412.3 5,691.2 
- Power Toothbrushes 55.1 59.2 64.9 70.9 77.2 84.0 
Toothpaste 10,765.0 10,911.7 11,051.0 11,177.0 11,319.8 11,426.2 

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

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 11 Forecast Sales of Oral Care by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Oral Care 2.2 2.4 12.6 
Dental Floss 5.2 3.9 21.3 
Denture Care 1.9 1.3 6.6 
- Denture Cleansers 2.5 2.4 12.6 
- Denture Fixatives 1.9 1.2 6.4 
Mouth Fresheners -0.4 -0.5 -2.4 
Mouthwashes/Dental Rinses 2.9 2.9 15.6 
Tooth Whiteners 3.8 4.2 22.6 
Toothbrushes 3.5 4.7 25.7 
- Manual Toothbrushes 3.4 4.6 25.4 
- Power Toothbrushes 7.6 8.8 52.5 
Toothpaste 1.4 1.2 6.1 

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

Note: Oral Care total excludes the category total for manual and power toothbrushes 

 

 

Table 12 Forecast Sales of Toothbrushes by Category: Value 2023-2028 

 

MXN million 
 2023 2024 2025 2026 2027 2028 
 
Toothbrushes 4,595.1 4,755.5 4,970.1 5,218.9 5,489.5 5,775.1 
- Manual Toothbrushes 4,540.0 4,696.3 4,905.2 5,147.9 5,412.3 5,691.2 
- Power Toothbrushes 55.1 59.2 64.9 70.9 77.2 84.0 
-- Battery Toothbrushes 37.5 40.4 44.9 49.7 54.6 59.9 
--- Battery Toothbrush 4.3 4.4 4.9 5.4 6.0 6.7 
    Replacement Heads       
--- Battery Toothbrush 33.2 36.0 40.0 44.3 48.6 53.2 
    Units       
-- Electric Toothbrushes 17.6 18.8 20.0 21.3 22.6 24.0 
--- Electric Toothbrush 2.7 3.2 3.7 4.2 4.8 5.4 
    Replacement Heads       
--- Electric Toothbrush 14.9 15.6 16.3 17.0 17.8 18.7 
    Units       
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Source: Euromonitor International from trade associations, trade press, company research, trade interviews, 
trade sources 

 

 

Table 13 Forecast Sales of Toothbrushes by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Toothbrushes 3.5 4.7 25.7 
- Manual Toothbrushes 3.4 4.6 25.4 
- Power Toothbrushes 7.6 8.8 52.5 
-- Battery Toothbrushes 7.9 9.8 59.9 
--- Battery Toothbrush Replacement Heads 4.0 9.5 57.2 
--- Battery Toothbrush Units 8.4 9.9 60.2 
-- Electric Toothbrushes 7.0 6.4 36.6 
--- Electric Toothbrush Replacement Heads 17.8 14.7 98.3 
--- Electric Toothbrush Units 5.0 4.6 25.4 

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

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

Beauty and personal care continued its positive recovery in Mexico in 2023, thanks to an 

increasingly favourable economic landscape. This is characterised by a historic low 

unemployment rate of 2.87% and the appreciation of the MXN against the USD, creating the 

phenomenon of the "Super Peso." This has strengthened the purchasing power of Mexican 

consumers, especially for imported premium beauty and personal care products. Additionally, 

inflation rates eased, and poverty rates saw a consistent decline, dropping from 42.9% in 2020 

to 36.3% in 2022, according to the latest estimates of the National Council for the Evaluation of 

Social Development Policy (CONEVAL). This economic recovery, bolstered by growing foreign 

investments and government-driven social programmes, is driving overall market dynamics. 

Also, companies have overcome logistical challenges from previous years, either through global 

supply chain recovery or shifting to local sourcing. 

In this context, categories such as sun care, fragrances, and skin care are benefitting. Sun 

care benefits from its high potential and low penetration, in addition to the increased travel and 

tourism seen during 2023, with more Mexican families vacationing at beaches and pools, 

heightening the use of sun protection products. This is coupled with a higher consciousness for 

using sun care products to prevent skin diseases and early signs of ageing. Fragrances saw 

growth in both mass and premium segments. Mass fragrances are being largely driven by Jafra, 

which, after its acquisition by Betterware de Mexico SAB de CV (Betterware International Ltd 

(GBO)) leveraged new launches and a refreshed it catalogue. Meanwhile, the favourable 

exchange rates are boosting the importation of premium fragrances brands. Added to which, as 

the culture of fragrances consumption has matured in Mexico, an increasing number of 

consumers are seeking niche premium brands, which also helps to drive this segment. Finally, 

skin care remains robust as consumers continue their skin care routines established during the 

pandemic, with a focus on ingredients like hyaluronic acid, retinoids, and vitamin C, which 

brands highlight in their marketing campaigns. 

The year also marked a shift in consumer priorities. With lower levels of inflationary pressure, 

consumers have started to prioritise quality over savings, intensifying the trend of 

premiumisation also within mass beauty and personal care. Companies are adding value to their 

mass products through the introduction of specialised ingredients, additional claims, and even 

through sophisticated packaging, closing the quality gap between mass and premium products. 

Meanwhile, the improving economic conditions have also made premium beauty and personal 

care products more accessible. This can be exemplified through the expanded offerings from 

hypermarkets like Walmart, which is increasingly selling premium brands such as La Roche-

Posay and Estée Lauder via its online channels. This expanded offering is also present in 

pharmacies, which have become staples for the commercialisation of dermocosmetics products. 

Sustainability gained more importance during 2023. According to Euromonitor's Voice of the 

Consumer Sustainability Survey, released in 2023, 23% of Millennials and 22% of Gen Z 

consumers in Mexico purchased a product with an “environmentally friendly” feature, while 44% 

of Millennials and 33% of Gen Z consumers had purchased a product with sustainable 

packaging features over the course of one month. Brands like the aforementioned Jafra 

(Betterware) have launched sustainable products, such as the You Bloom fragrance with 
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recycled packaging and ingredients. The rise of refillable and solid formats also marks the 

industry's shift towards sustainability. However, this remains a niche, albeit buoyant, area of 

development. Mexico's government is also concerned about making the beauty and personal 

care industry more sustainable. A legislative move to ban microplastics in cosmetic products 

further underscores the government’s pivot towards clean beauty, emphasising natural, ethically 

sourced ingredients, which are free from harmful chemicals. This confluence of economic 

recovery, consumer awareness, and regulatory changes, creates a dynamic market 

environment, driving the growth and evolution of beauty and personal care in Mexico. 

 

2023 key trends 

According to Euromonitor's Voice of the Consumer: Digital Survey, TikTok's usage in Mexico 

has surged, with 65.3% of users engaging multiple times per day in 2023, up from 61% in 2022. 

This platform, now often referred to as "the new Google" for its role in product research, has 

become a crucial marketing arena for beauty and personal care brands aiming to capture the 

younger demographic. L'Oréal and other global giants have adeptly harnessed the potential of 

"BeautyTok," where influencers wield significant influence by offering beauty tips and product 

reviews. These short videos are particularly effective for showcasing and comparing products, 

propelling trends like the promotion of "dupes", being affordable alternatives to premium 

products that offer similar quality. This phenomenon is driven by both consumer identification 

and influencer endorsement, creating viral sensations, and narrowing the growth gap between 

mass and premium beauty and personal care sectors. As influencers continue to spotlight 

dupes, they both democratise access to quality products and amplify brand visibility and 

consumer engagement, making TikTok an indispensable tool in contemporary beauty and 

personal care marketing. 

Interest in dermocosmetics is skyrocketing, driven by a consumer quest for efficacy and 

added benefits across skin care, sun care, and the burgeoning "skinification" trend in hair care. 

According to Euromonitor’s Voice of the Consumer Beauty Survey, 25% of Mexicans used 

pharma or dermocosmetics hair or skin care products without consulting a doctor in 2023, 

highlighting a shift toward self-directed health and beauty care. The survey also reveals that 

39.5% of respondents were attracted to these products for their health benefits, while 31% 

followed medical recommendations, showing a robust demand based on perceived therapeutic 

value. However, this rising popularity comes with challenges. Some brands are jumping on the 

dermocosmetics bandwagon without the backing of credible development processes involving 

dermatologists or specialised labs. These products emulate the packaging and presentation of 

genuine dermocosmetics on store shelves, but provide scant information on efficacy or clinical 

trials, misleading consumers about their legitimacy. This issue is exacerbated by Mexico's lack 

of clear regulations defining dermocosmetics, leaving consumers uncertain and at risk of 

purchasing products that superficially meet dermocosmetics standards, but lack substantiated 

claims. This regulatory gap underscores the need for stringent oversight to protect consumers 

and ensure that dermocosmetics products deliver on their promised benefits. 

In Mexico, nearly 45% of the population engages with DIY beauty products at least once a 

month, driven by a combination of cost-saving measures and the increasing accessibility to 

information that fosters a burgeoning "expertise" among consumers. These DIY enthusiasts are 

not merely following trends; they are leveraging detailed knowledge about ingredients and their 

effects to meet their specific beauty and personal care needs. A notable trend within this 

movement includes viral practices like mixing Nivea Creme with vitamin E capsules for 

enhanced skin hydration and stretch mark reduction. The rise of direct-to-consumer raw 

materials stores like Drogería del Centro, which gained prominence in 2023, further illustrates 

this shift. Unlike traditional suppliers, Drogería del Centro caters to retail customers, providing 

ready-to-use beauty ingredients for at-home formulations, without the need for laboratory 
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equipment. This aligns with a more informed consumer base eager to personalise their beauty 

routines. Brands which can tap into this trend by offering customisable products at competitive 

prices are poised to reap significant benefits. 

 

Competitive landscape 

In 2023, L’Oréal Groupe (GBO) marked a significant milestone by cannibalising share from 

Unilever Group, thus resulting in the two global players being head-to-head in company terms 

(with only a sub-decimal difference in share). Despite Unilever's stronghold in the mass market, 

particularly in deodorants and bath and shower, L’Oréal's dynamic growth in skin care, colour 

cosmetics, and fragrances has propelled its trajectory. This can be seen in both its mass brands 

(e.g., L’Oréal Paris and Garnier), and its premium lines (e.g., La Roche-Posay and Lancôme), 

all of which are recognised for their high efficacy. Meanwhile, BDF México SA de CV (GBO 

Beiersdorf) also saw robust growth in 2023, despite holding a lower share. The player benefits 

from its brands such as Nivea and Eucerin, which have gained significant traction due to 

positive social media reviews and effective e-commerce strategies. 

In the direct selling sector, Jafra is thriving under Betterware’s acquisition, showing notable 

progress in fragrances, colour cosmetics, and skin care. Additionally, Belcorp México SA de CV 

(Corporación Belcorp) exhibited substantial growth by strategically segmenting its product 

portfolio to cater to various price levels and demographics. For example, its L’Bel brand, 

positioned between mass and premium markets, competes with high-end brands like Estée 

Lauder and Lancôme, but at more accessible prices. Belcorp’s success is further amplified by 

developing locally resonant products, such as the fragrance "Fleur," which blends French 

perfumery with scents favoured by Mexican women. 

 

Retailing developments 

The Mexican e-commerce sector witnessed robust growth in 2023, with a 24.6% increase 

according to the Mexican Association of Online Sales (AMVO). This marks the fifth consecutive 

year of double-digit growth, solidifying e-commerce as a pivotal channel for beauty and personal 

care products in the country, which saw an impressive 31.8% growth [according to AMVO]. In 

terms of overall distribution share, however, retail e-commerce still accounts for a comparably 

low percentage of overall channel sales – albeit growing. Factors beneficial for e-commerce 

include the population's growing digitalisation, national online sales events like the Hot Sale, the 

strengthening of the MXN against the USD, facilitating more imports, and the expanded 

offerings of online marketplaces, particularly those of department stores such as seen with El 

Puerto de Liverpool and Palacio de Hierro, and specialised beauty e-commerce sites like 

Bellísima. 

The year also saw an increase in the use of pop-up stores and shop-in-shops, enhancing 

consumer engagement without the high costs of permanent locations. Chanel, for instance, 

launched a pop-up boutique in one of the most exclusive malls of Mexico City, offering luxury 

items and its complete "Les Exclusifs" fragrance collection; meanwhile, Carolina Herrera 

celebrated Mexican Independence month with a pop-up store at Palacio de Hierro, one of the 

largest department stores in Mexico. Other brands have also made their first incursion into the 

retail space, like Guerlain's "Guerlain Ultimate" boutique, also at El Palacio de Hierro, marking 

its first Latin American boutique and underscoring its regional presence. Meanwhile, beauty 

specialist retailers like Sephora also expanded aggressively, planning five new stores in Mexico, 

and achieving a reported 70% revenue increase, with ambitions to reach 100 stores by 2030. 

Their new "Premium Delivery" service promises 24-hour delivery for online purchases, reflecting 

a sophisticated omnichannel strategy that underscores the dynamic growth of Mexico's premium 

market. 
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Direct selling continues to play a significant role, especially in mass beauty and personal care, 

despite facing challenges from expanding retail brands and logistical issues. For example, as 

seen with Jafra, revitalised by its Betterware acquisition and integrating with Betterware’s 

extensive catalogue, updating its image to appeal to younger consumers. Mary Kay also saw a 

resurgence with successful new product launches, while Belcorp strategically segmented its 

portfolio to target different price levels and demographics, with its L’Bel brand competing directly 

with premium brands at more accessible prices. The evolution of e-commerce platforms 

integrated with direct selling, along with new players like Farmasi, who leverage "beauty 

influencers" and personalised online store links, highlights the sector's resilience and 

adaptability in maintaining relevance amid shifting consumer behaviours and market dynamics. 

 

What next for beauty and personal care? 

In 2023, the artificial intelligence (AI) boom reshaped consumer and business landscapes 

globally, spurred by the meteoric rise of ChatGPT, the fast-growing consumer software 

application. This surge in AI applications, notably in biomedical and multimedia generation, has 

captivated consumers worldwide, with Mexico being no exception. Despite the country lagging 

in technological developments compared to its northern neighbour of the USA, Mexican 

consumers are exhibiting significant intrigue towards AI technologies. This fascination is evident 

in beauty and personal care, where companies are leveraging AI to enhance the consumer 

experience and boost brand growth. Virtual product testers and skin diagnostic tools, pioneered 

by giants like L’Oréal with their virtual try-on technologies, and Mary Kay's MirrorMe, allowing 

users to digitally experiment with makeup looks, are transforming consumers’ purchasing 

decisions. The AI wave is set to maintain its relevance in Mexico, capturing consumer’s 

imagination and mirroring US advancements, albeit at a more moderate pace. 

Concurrently, 2023 marked a significant influx of foreign investment in Mexico, driven by 

favourable conditions such as the ongoing US-China trade war and escalating tensions, making 

Mexico an attractive nearshoring destination. This strategy, pivotal for Mexico's economic 

growth, sees global companies establishing manufacturing plants in Mexico to capitalise on its 

proximity and free trade agreements with the US, coupled with lower labour costs. The resulting 

investment has bolstered Mexican incomes and strengthened the MXN. Notably, L'Oréal 

Groupe shifted part of its production to Mexico, manufacturing millions of units of its dynamic 

dermocosmetics brand CeraVe in Mexico City, for both local consumption and export. 

The nearshoring trend has significantly benefited the Mexican workforce, boosting 

employment and, by extension, beauty and personal care industry sales. However, this 

economic advantage hinges on the democratic transition in 2024. With the centre left Morena 

party poised to continue its regime, uncertainty looms over potential judicial reforms, power 

balance adjustments, energy reform impacts, persistent insecurity, and fiscal imbalances 

threatening increased debt or public spending cuts. This political uncertainty may temper foreign 

investments, despite pre-signed multi-million-dollar deals set for 2024. The future will reveal 

whether Mexico's investment conditions remain favourable under the continuation of the regime. 

 

 

MARKET DATA 
 

Table 14 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

MXN million 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 192,510.5 200,687.9 191,251.3 211,714.5 236,169.2 268,283.7 
Baby and Child-specific 8,875.5 9,351.5 9,395.6 9,904.3 10,972.5 12,332.7 
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    Products       
Bath and Shower 12,490.1 12,959.5 14,633.9 15,469.3 16,815.3 19,001.0 
Colour Cosmetics 31,004.1 31,500.7 25,405.7 27,455.5 31,022.3 34,455.9 
Deodorants 16,663.1 17,538.6 14,585.4 15,906.7 18,717.8 20,365.6 
Depilatories 1,439.1 1,516.1 1,491.2 1,563.5 1,688.6 1,850.2 
Fragrances 26,569.9 27,461.7 24,575.9 30,778.4 36,110.1 44,170.8 
Hair Care 35,597.2 37,247.4 36,950.7 39,554.7 42,738.8 46,779.3 
Men's Grooming 31,498.1 32,693.3 29,669.4 32,938.6 37,698.8 43,366.2 
Oral Care 14,254.8 14,721.8 14,907.7 15,618.4 16,704.3 18,600.7 
Oral Care Excl Power 14,211.6 14,675.0 14,864.1 15,573.6 16,653.1 18,545.6 
    Toothbrushes        
Skin Care 38,067.5 40,637.5 42,196.5 47,980.6 52,939.6 61,023.6 
Sun Care 2,266.5 2,443.8 1,993.4 2,293.6 2,843.0 3,608.5 
Premium Beauty and 26,356.2 27,808.9 23,129.2 30,201.6 37,434.8 46,026.9 
    Personal Care       
Prestige Beauty and 23,305.1 24,448.6 19,551.3 25,825.8 32,253.3 39,138.1 
    Personal Care       
Mass Beauty and 144,803.8 150,947.9 146,259.5 158,757.9 174,303.5 195,236.3 
    Personal Care       
Dermocosmetics Beauty 5,370.8 6,005.0 6,555.6 8,040.3 9,325.9 12,109.1 
    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 15 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 13.6 6.9 39.4 
Baby and Child-specific Products 12.4 6.8 39.0 
Bath and Shower 13.0 8.8 52.1 
Colour Cosmetics 11.1 2.1 11.1 
Deodorants 8.8 4.1 22.2 
Depilatories 9.6 5.2 28.6 
Fragrances 22.3 10.7 66.2 
Hair Care 9.5 5.6 31.4 
Men's Grooming 15.0 6.6 37.7 
Oral Care 11.4 5.5 30.5 
Oral Care Excl Power Toothbrushes 11.4 5.5 30.5 
Skin Care 15.3 9.9 60.3 
Sun Care 26.9 9.7 59.2 
Premium Beauty and Personal Care 23.0 11.8 74.6 
Prestige Beauty and Personal Care 21.3 10.9 67.9 
Mass Beauty and Personal Care 12.0 6.2 34.8 
Dermocosmetics Beauty and Personal Care 29.8 17.7 125.5 

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

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

Note 2: Sum of categories is greater than market size because of double counting in men’s bath and shower, 
men’s deodorants, men’s hair care, men’s skin care, men’s fragrances, and baby and child-specific sun 
care categories 
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Table 16 GBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal Groupe 7.7 7.7 8.7 9.3 10.6 
Unilever Group 11.7 11.8 11.3 11.2 10.5 
Colgate-Palmolive Co 8.9 9.3 8.9 8.7 8.3 
Procter & Gamble Co, The 8.3 8.5 8.0 7.6 7.4 
Natura&Co 3.1 7.7 8.0 7.2 6.0 
Mary Kay Inc 5.2 5.3 5.0 4.5 4.1 
Betterware International - - - 3.4 3.5 
    Ltd      
Genomma Lab Internacional 2.6 2.9 3.1 3.1 3.1 
    SAB de CV      
Beiersdorf AG 2.0 2.0 2.1 2.3 2.6 
Kimberly-Clark Corp 2.2 2.4 2.3 2.2 2.2 
Kenvue Inc - - - - 1.7 
Puig SL 1.6 1.3 1.5 1.6 1.7 
LVMH Moët Hennessy Louis 1.0 0.9 1.2 1.5 1.6 
    Vuitton SA      
Laboratorios Grisi 1.1 1.6 1.5 1.5 1.5 
    Hermanos SA de CV      
Corporación Belcorp 1.5 1.6 1.4 1.4 1.5 
Estée Lauder Cos Inc 1.5 1.2 1.4 1.4 1.4 
Henkel AG & Co KGaA 1.5 1.5 1.4 1.4 1.4 
House of Fuller SA de CV - - - 1.2 1.2 
Coty Inc 2.0 1.0 1.1 1.2 1.2 
Arabela SA de CV 1.3 1.0 1.0 1.2 1.1 
Chanel SA 0.7 0.5 0.8 0.9 1.0 
Yves Rocher SA 0.6 0.5 0.5 0.6 0.6 
Perfumes y Esencias 0.6 0.4 0.5 0.5 0.6 
    Fraiche SA de CV      
Pierre Fabre SA, 0.6 0.6 0.6 0.6 0.6 
    Laboratoires      
Wella AG - 0.6 0.6 0.6 0.5 
Fábrica de Jabón la 0.4 0.5 0.5 0.5 0.5 
    Corona SA de CV      
Oriflame Cosmetics SA 1.1 1.0 0.8 0.6 0.5 
Revlon Inc 0.5 0.4 0.5 0.4 0.4 
Amway Corp 0.5 0.4 0.4 0.4 0.4 
Haleon Plc - - - 0.4 0.4 
Private Label 1.0 1.0 1.0 1.0 1.1 
Others 30.8 26.3 25.7 21.7 20.8 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 17 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Frabel SA de CV 7.7 7.7 8.7 9.3 10.6 
Unilever de México S de 11.7 11.8 11.3 11.2 10.5 
    RL de CV      
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Colgate-Palmolive de 8.9 9.3 8.9 8.7 8.3 
    México SA de CV      
Procter & Gamble de 8.3 8.5 8.0 7.6 7.4 
    México SA de CV      
Mary Kay Cosméticos de 5.2 5.3 5.0 4.5 4.1 
    México SA de CV      
Natura Cosméticos México 2.9 3.7 4.2 4.0 3.7 
    SA de CV      
Betterware de Mexico SAB - - - 3.4 3.5 
    de CV      
Genomma Lab Internacional 2.6 2.9 3.1 3.1 3.1 
    SAB de CV      
BDF México SA de CV 2.0 2.0 2.1 2.3 2.6 
Avon Cosmetics SA de CV 3.7 3.9 3.6 2.9 2.2 
Kimberly-Clark de México 2.2 2.4 2.3 2.2 2.2 
    SAB de CV      
Puig México SA de CV 1.6 1.3 1.5 1.5 1.7 
Laboratorios Grisi 1.2 1.7 1.7 1.7 1.6 
    Hermanos SA de CV      
Johnson & Johnson de 1.5 1.8 1.8 1.6 1.6 
    México SA de CV      
LVMH Perfumes & Cosmetics 1.0 0.9 1.2 1.4 1.5 
    de México SA de CV      
Belcorp México SA de CV 1.5 1.6 1.4 1.4 1.5 
Parfumerie Versailles SA 1.0 0.9 1.1 1.3 1.4 
    de CV      
Estée Lauder Cosméticos 1.6 1.3 1.4 1.4 1.4 
    SA de CV      
Henkel Mexicana SA de CV 1.4 1.5 1.4 1.4 1.3 
Coty México SA de CV 1.4 0.6 1.2 1.3 1.3 
House of Fuller SA de CV 1.0 1.2 1.2 1.2 1.2 
Arabela SA de CV 1.3 1.0 1.0 1.2 1.1 
Yves Rocher de Mexico SA 0.6 0.5 0.5 0.6 0.6 
    de CV      
Pierre Fabre Mexico SA de 0.6 0.6 0.6 0.6 0.6 
    CV      
Perfumes y Esencias 0.6 0.4 0.5 0.5 0.6 
    Fraiche SA de CV      
Wella De Mexico S De RL 0.0 0.6 0.6 0.6 0.5 
    De CV      
Fábrica de Jabón la 0.4 0.5 0.5 0.5 0.5 
    Corona SA de CV      
Oriflame de México SA 1.1 1.0 0.8 0.6 0.5 
GlaxoSmithKline México SA 0.9 0.5 0.5 0.5 0.5 
    de CV      
Amway de México SA de CV 0.5 0.4 0.4 0.4 0.4 
Dirsamex SA de CV 4.1 4.0 3.6 - - 
Other Private Label 0.9 1.0 0.9 0.9 1.0 
Others 20.7 19.4 19.0 20.3 21.2 
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 18 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Mary Kay (Mary Kay Inc) Mary Kay Cosméticos de 5.3 5.0 4.5 4.1 
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 México SA de CV     
Colgate (Colgate- Colgate-Palmolive de 4.5 4.2 4.1 4.0 
    Palmolive Co) México SA de CV     
Natura (Natura&Co) Natura Cosméticos México 3.5 4.1 3.9 3.6 
 SA de CV     
Jafra (Betterware Betterware de Mexico SAB - - 3.4 3.5 
    International Ltd) de CV     
Nivea (Beiersdorf AG) BDF México SA de CV 1.5 1.5 1.6 1.8 
Gillette (Procter & Procter & Gamble de 2.2 2.0 1.8 1.7 
    Gamble Co, The) México SA de CV     
Dove (Unilever Group) Unilever de México S de 1.7 1.7 1.7 1.6 
 RL de CV     
Palmolive Caprice Colgate-Palmolive de 1.7 1.7 1.6 1.5 
    (Colgate-Palmolive Co) México SA de CV     
Pond's (Unilever Group) Unilever de México S de 1.5 1.4 1.4 1.3 
 RL de CV     
Fuller House of Fuller SA de CV - - 1.2 1.2 
Old Spice (Procter & Procter & Gamble de 1.0 1.0 1.1 1.2 
    Gamble Co, The) México SA de CV     
Garnier Fructis Frabel SA de CV 0.8 0.9 0.9 1.1 
    (L'Oréal Groupe)      
La Roche-Posay Frabel SA de CV 0.6 0.8 0.9 1.1 
    (L'Oréal Groupe)      
Pantene (Procter & Procter & Gamble de 1.5 1.4 1.2 1.1 
    Gamble Co, The) México SA de CV     
Head & Shoulders Procter & Gamble de 1.4 1.3 1.2 1.1 
    (Procter & Gamble Co, México SA de CV     
    The)      
Savilé (Unilever Group) Unilever de México S de 1.2 1.2 1.1 1.1 
 RL de CV     
Palmolive (Colgate- Colgate-Palmolive de 1.2 1.1 1.1 1.1 
    Palmolive Co) México SA de CV     
L'Oréal Paris Frabel SA de CV 0.9 1.0 1.0 1.1 
    (L'Oréal Groupe)      
Axe (Unilever Group) Unilever de México S de 1.1 1.0 1.1 1.0 
 RL de CV     
Chanel (Chanel SA) Parfumerie Versailles SA 0.5 0.8 0.9 1.0 
 de CV     
Ego (Unilever Group) Unilever de México S de 1.0 0.9 1.0 1.0 
 RL de CV     
Rexona (Unilever Group) Unilever de México S de 1.1 1.0 1.0 0.9 
 RL de CV     
Zest (Unilever Group) Unilever de México S de 1.2 1.1 1.0 0.9 
 RL de CV     
Sedal (Unilever Group) Unilever de México S de 1.1 1.0 1.0 0.9 
 RL de CV     
Maybelline New York Frabel SA de CV 0.6 0.7 0.8 0.9 
    (L'Oréal Groupe)      
Arabela Arabela SA de CV 0.8 0.7 0.9 0.8 
Cicatricure Genomma Lab Internacional 0.7 0.8 0.8 0.8 
 SAB de CV     
Christian Dior (LVMH LVMH Perfumes & Cosmetics 0.4 0.6 0.7 0.8 
    Moët Hennessy Louis de México SA de CV     
    Vuitton SA)      
Lubriderm (Kenvue Inc) Johnson & Johnson de - - - 0.8 
 México SA de CV     
Huggies (Kimberly- Kimberly-Clark de México 0.8 0.8 0.8 0.8 
    Clark Corp) SAB de CV     
Lubriderm (Johnson & Johnson & Johnson de 0.9 0.9 0.8 - 
    Johnson Inc) México SA de CV     
Jafra (Vorwerk & Co KG) Dirsamex SA de CV 4.0 3.6 - - 
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Fuller (Tupperware House of Fuller SA de CV 1.2 1.2 - - 
    Brands Corp)      
Other Private Label Other Private Label 1.0 0.9 0.9 1.0 
    (Private Label)      
Others Others 53.3 53.8 54.5 55.3 
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 19 Penetration of Private Label in Beauty and Personal Care by Category: % Value 
2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 1.0 1.0 1.0 1.0 1.0 1.1 
Baby and Child-specific 4.3 4.5 4.9 4.9 5.0 5.2 
    Products       
Bath and Shower 0.8 0.8 1.0 1.0 0.9 1.0 
Colour Cosmetics 0.7 0.7 0.6 0.7 0.8 0.9 
Depilatories 2.3 2.5 2.6 2.6 2.5 2.8 
Hair Care 1.5 1.4 1.4 1.4 1.4 1.4 
Men's Grooming 0.7 0.8 0.9 0.9 0.8 0.8 
Oral Care 2.1 2.2 2.2 2.3 2.5 2.7 
Skin Care 0.2 0.2 0.2 0.2 0.2 0.2 
Premium Beauty and 0.8 0.7 0.6 0.6 0.6 0.6 
    Personal Care       
Prestige Beauty and 0.9 0.8 0.7 0.7 0.7 0.7 
    Personal Care       
Mass Beauty and 0.8 0.8 0.8 0.8 0.8 0.8 
    Personal Care       

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 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 99.6 99.6 99.8 99.8 99.8 99.7 
- Retail Offline 98.2 98.0 96.1 95.3 93.9 92.9 
-- Grocery Retailers 50.5 50.4 53.0 51.6 51.8 51.6 
--- Convenience Retail 1.9 1.9 1.7 1.8 1.8 1.7 
---- Convenience Stores 1.7 1.8 1.6 1.7 1.7 1.6 
---- Forecourt Retailers 0.1 0.1 0.1 0.1 0.1 0.1 
--- Supermarkets 9.1 9.2 9.8 9.6 9.6 9.6 
--- Hypermarkets 18.3 18.0 19.0 18.2 18.4 18.5 
--- Discounters 14.3 14.5 15.6 15.2 15.4 15.2 
--- Warehouse Clubs 1.2 1.2 1.3 1.3 1.4 1.4 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 5.8 5.7 5.6 5.4 5.2 5.1 
-- Non-Grocery Retailers 21.8 22.0 17.2 18.7 18.6 19.1 
--- General Merchandise 9.0 9.0 6.2 7.0 7.3 7.9 
    Stores       
---- Department Stores 6.6 6.5 3.6 4.3 4.7 5.1 
---- Variety Stores 2.5 2.6 2.5 2.6 2.7 2.8 
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--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 12.6 12.8 11.0 11.6 11.1 11.1 
    Specialists       
---- Beauty Specialists 6.0 6.0 4.2 4.9 4.6 4.4 
---- Pharmacies 4.7 4.9 5.0 4.8 4.9 5.1 
---- Optical Goods Stores - - - - - - 
---- Health and 1.9 1.9 1.7 1.8 1.6 1.6 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.1 0.1 0.1 0.1 0.1 0.1 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 25.8 25.6 25.8 25.1 23.5 22.2 
- Retail E-Commerce 1.4 1.6 3.6 4.4 5.9 6.9 
Non-retail channels 0.4 0.4 0.2 0.2 0.2 0.3 
- Hair Salons 0.4 0.4 0.2 0.2 0.2 0.3 
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 
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 96.3 97.3 93.5 96.8 95.8 81.8 
-- Grocery Retailers 76.5 77.7 19.9 72.2 61.1 6.2 
--- Convenience Retail 1.3 1.1 3.0 3.1 0.6 0.0 
---- Convenience Stores 1.2 1.0 2.9 2.9 0.3 0.0 
---- Forecourt Retailers 0.1 0.1 0.0 0.1 0.3 0.0 
--- Supermarkets 13.7 13.6 4.1 11.3 13.6 1.3 
--- Hypermarkets 30.1 25.1 5.4 20.4 19.0 2.2 
--- Discounters 27.4 34.4 3.8 32.1 11.3 1.3 
--- Warehouse Clubs 0.0 0.0 0.0 0.0 10.8 0.7 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 4.0 3.4 3.7 5.3 5.9 0.7 
-- Non-Grocery Retailers 11.2 12.4 28.3 13.7 34.4 30.4 
--- General Merchandise 5.9 5.5 14.2 4.7 7.1 19.8 
    Stores       
---- Department Stores 1.8 1.8 11.5 1.7 2.9 16.3 
---- Variety Stores 4.1 3.7 2.7 3.0 4.2 3.4 
--- 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 
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    Specialists       
--- Health and Beauty 5.4 6.6 13.8 9.0 27.3 10.6 
    Specialists       
---- Beauty Specialists 1.7 2.9 9.3 2.2 10.2 7.3 
---- Pharmacies 1.9 3.2 4.0 5.1 15.7 2.0 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 1.7 0.5 0.6 1.7 1.4 1.2 
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.3 0.3 0.0 0.0 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 8.6 7.2 45.2 10.9 0.2 45.2 
- Retail E-Commerce 3.7 2.7 6.5 3.2 4.2 18.2 
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 98.4 99.9 100.0 100.0 100.0  
- Retail Offline 95.2 90.4 96.3 94.1 89.1  
-- Grocery Retailers 69.0 46.3 87.3 54.7 48.0  
--- Convenience Retail 2.8 1.8 2.5 0.4 8.9  
---- Convenience Stores 2.6 1.7 2.2 0.3 8.9  
---- Forecourt Retailers 0.1 0.1 0.2 0.1 0.0  
--- Supermarkets 10.5 7.0 16.6 12.9 15.6  
--- Hypermarkets 19.7 12.8 28.1 29.6 12.6  
--- Discounters 23.1 15.3 25.5 9.2 9.9  
--- Warehouse Clubs 0.0 1.8 10.0 1.0 0.0  
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0  
    specialists       
--- Small Local Grocers 12.9 7.6 4.7 1.6 1.0  
-- Non-Grocery Retailers 20.6 20.8 8.1 13.1 26.1  
--- General Merchandise 3.8 10.6 1.1 3.4 11.3  
    Stores       
---- Department Stores 1.5 7.7 0.2 0.7 7.2  
---- Variety Stores 2.3 2.9 0.9 2.7 4.0  
--- Apparel and 0.0 0.0 0.0 0.0 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.5 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 16.8 10.2 6.3 9.7 14.8  
    Specialists       
---- Beauty Specialists 1.1 4.5 2.1 4.2 3.5  
---- Pharmacies 10.5 4.1 2.5 5.2 10.4  
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 5.2 1.6 1.7 0.2 1.0  
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0  
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.0 0.1 0.0 0.0  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 5.6 23.4 1.0 26.2 15.0  
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- Retail E-Commerce 3.2 9.4 3.7 5.9 10.9  
Non-retail channels 1.6 0.1 0.0 0.0 0.0  
- Hair Salons 1.6 0.1 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 2023-2028 

 

MXN million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 268,283.7 284,390.7 302,531.4 321,829.6 342,559.6 364,809.0 
Baby and Child-specific 12,332.7 12,654.2 13,017.0 13,379.3 13,718.4 14,044.4 
    Products       
Bath and Shower 19,001.0 19,616.8 20,267.0 20,932.4 21,629.5 22,332.7 
Colour Cosmetics 34,455.9 37,712.7 41,344.9 45,502.0 50,288.4 55,760.3 
Deodorants 20,365.6 21,145.5 22,073.2 23,071.8 24,164.9 25,401.5 
Depilatories 1,850.2 1,889.8 1,922.5 1,953.5 1,980.8 2,008.9 
Fragrances 44,170.8 50,098.9 56,142.7 62,546.9 69,391.3 76,649.7 
Hair Care 46,779.3 47,840.6 49,461.7 51,343.1 53,489.2 55,837.9 
Men's Grooming 43,366.2 46,695.2 50,286.3 54,138.1 58,286.4 62,646.2 
Oral Care 18,600.7 19,004.9 19,451.9 19,925.0 20,440.0 20,938.2 
Oral Care Excl Power 18,545.6 18,945.7 19,387.0 19,854.1 20,362.9 20,854.2 
    Toothbrushes       
Skin Care 61,023.6 64,157.7 67,813.6 71,379.0 74,867.1 78,406.8 
Sun Care 3,608.5 3,999.4 4,546.4 5,125.4 5,744.3 6,414.9 
Premium Beauty and 46,026.9 50,937.1 56,597.3 62,656.1 69,083.6 76,130.0 
    Personal Care       
Prestige Beauty and 39,138.1 - - - - - 
    Personal Care       
Mass Beauty and 195,236.3 205,789.4 217,545.9 230,077.0 243,635.8 258,115.3 
    Personal Care       
Dermocosmetics Beauty 12,109.1 - - - - - 
    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 23 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 6.0 6.3 36.0 
Baby and Child-specific Products 2.6 2.6 13.9 
Bath and Shower 3.2 3.3 17.5 
Colour Cosmetics 9.5 10.1 61.8 
Deodorants 3.8 4.5 24.7 
Depilatories 2.1 1.7 8.6 
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Fragrances 13.4 11.7 73.5 
Hair Care 2.3 3.6 19.4 
Men's Grooming 7.7 7.6 44.5 
Oral Care 2.2 2.4 12.6 
Oral Care Excl Power Toothbrushes 2.2 2.4 12.4 
Skin Care 5.1 5.1 28.5 
Sun Care 10.8 12.2 77.8 
Premium Beauty and Personal Care 10.7 10.6 65.4 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 5.4 5.7 32.2 
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: 11 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. 

 

 

SOURCES 
Sources used during the research included the following: 

 

Summary 1 Research Sources 

Official Sources Instituto Nacional de Estadistica Geografia e 

Informatica (INEGI) 

 Secretaría de Economía (SIAVI) 

Trade Associations American Chamber of Commerce 

 Asociación Dental Mexicana 

 Asociación Mexicana de Agencias de 

Publicidad (AMAP) 

 Asociación Mexicana de Venta Directa 

(AMVD) 

 Asociacion Nacional de la Industria de 

Productos Naturales 

 La Cámara Nacional de la Industria de 

Productos Cosméticos (CANIPEC) 

 Memoria Estadistica Canipec 
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 Sociedad de Quimicos cosmetologos de 

Mexico 

Trade Press Al detalle 

 Alto Nivel 

 Beauty Business News 

 Business Of Fashion 

 Cosmade.com 

 Cosmetics Business 

 Cosmetics Design 

 Crain's de Mexico 

 Creativa Newsletter 

 EFE 

 El Economista 

 El Financiero 

 El País 

 El Siglo de Torreon 

 El Universal 

 European Cosmetic Markets 

 Expansión 

 Fashion United 

 Financial Times 

 Forbes 

 GCI magazine 

 Green Consumers Guide 

 Happi Magazine 

 International Cosmetique News 

 Marketing-up 

 Merca 2,0 

 Milenio 

 Modaes 

 Mundo Ejecutivo 

 Premium Beauty News 

 Profeco - Revista del Consumidor 

 Quiminet.com 
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 Reforma 

 Reuters 

 Soap Perfumery & Cosmetics 

 Ultra Femme 

 Vogue 

 WWD 

Source: Euromonitor International 
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