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PREMIUM BEAUTY AND PERSONAL 
CARE IN CANADA - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 11% in current terms in 2021 to CAD3.7 billion 

▪ Premium colour cosmetics is the best performing category in 2021, with retail value sales 

growing by 17% in current terms to CAD630 million 

▪ L’Oréal Canada Inc is the leading player in 2021, with a retail value share of 25% 

▪ Retail sales are set to rise at a current value CAGR of 7% (2021 constant value CAGR of 4%) 

over the forecast period to CAD5.1 billion 

 

 

2021 DEVELOPMENTS 
 

Lifting of pandemic-relations restrictions and reopening of beauty 
specialist retailers benefits sales of premium products in 2021 

Premium beauty and personal care experienced a robust bounce-back in 2021, supported by 

declining COVID-19 rates and the reopening of the economy, and consumers returning to 

workplaces and resuming out-of-home activities. The reopening in 2021 that followed the 

lockdowns in the first months of the year in several Provinces, including the largest Province of 

Ontario, benefited the primary sales channels for premium beauty and personal care, including 

beauty specialist retailers such as Sephora, and department stores such as Hudson Bay. The 

return of consumers to stores boosted sales of premium beauty and personal care products. 

 

Despite challenging conditions, premium brands and retailers expand 
their store network in Canada 

Despite challenging conditions in the first half of the year, multiple premium brands and 

premium retailers expanded in 2021, benefiting from the health and wellness trends, and the 

premiumisation trend. For example, Australian premium skin care brand Aesop opened multiple 

new stores in Toronto and Vancouver. French beauty retailer Sephora opened new locations 

and announced plans to open another 50 stores in Canada over 2022 and 2023, while UK-

based fragrance brand Jo Malone opened several new locations in Toronto and Vancouver. 

During the year, brands adapted to the new retail environment and looked for deeper 

engagement with consumers in terms of retail experiences. With the growth of e-commerce, 

consumers are looking for richer experiences when they go to a physical store, and brands are 

experimenting with new concepts. For example, Canadian brand Deciem launched a new 

concept store in Toronto with a community focus and features such as QR codes built into 

product displays for easier ordering. The store has a dedicated event space for local businesses 

to use as pop-up experiences. 
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L’Oréal worth its lead thanks to its strong portfolio of premium brands 

L'Oréal Canada Inc continued to lead premium beauty and personal care in value terms in 

2021, thanks to its strong portfolio of premium brands, including Lancôme, Biotherm, and Matrix, 

as well as its fast-growing premium pharma brands, including Vichy and La Roche-Posay. 

L'Oréal`s brands are continually innovating and bolstering the company’s success. For example, 

Vichy has enjoyed a tremendous consumer reception to its Mineral89 Fortifying & Hydrating 

Daily Skin Booster with Hyaluronic Acid since the product’s debut in the second half of the 

review period. 

Meanwhile, channel expansion, primarily through e-commerce, has boosted the availability of 

premium beauty and personal care products. Rising consumer demand in the premium segment 

is also creating new product opportunities for brands and retailers. For example, salon 

professional hair care products are now found at national retailers such as Walmart and 

Shoppers Drug Mart, both online and in-store. Walmart also carries an extensive selection of 

premium fragrances online, including Gucci and Burberry. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Rise in disposable incomes will boost sales in premium beauty and 
personal care over the forecast period 

Over the forecast period, improvements in real GDP and disposable incomes will help sustain 

growth for the premium category. Strengthening purchasing power will support the 

premiumisation trend and the rising number of affluent immigrants and tourists. Consumers are 

more sophisticated than ever before, and do not always fall neatly into spending categories. For 

example, individuals may purchase mass nail polish, but spend more on premium skin care 

products. The continual expansion of luxury distribution channels, including department stores 

and beauty specialist retailers, have also made premium products more widely available. These 

trends are expected to drive premium beauty and personal care to outperform mass beauty and 

personal care in constant value terms in the forecast period. Pre-pandemic trends in premium 

skin care that resumed in 2021 are also expected to remain over the forecast period, with sales 

of premium anti-agers, premium basic moisturisers, as well as premium face masks likely to 

increase. 

 

Premium hair care set to benefit from the “skinification of hair” trend 

Premium hair care is expected to see an increase in retail value sales over the forecast period 

as the “skinification of hair” trend gains momentum. As part of the health and wellness trends, 

consumers are paying more attention to premium hair care products that promote and maintain 

hair and scalp health using skin care type formulations. Canadian brands such as Vancouver-

based AG Hair which offers plant-based, paraben-free and cruelty-free hair care products, such 

as Glow Shine Infuse Serum, a vegan and silicone-free serum to nourish hair, reduce frizz and 

smooth cuticles, are likely to fare well. 

 

Sustained momentum in digital engagement 

Digital engagement is expected to trend over the forecast. E-commerce grew dramatically in 

2020, followed by strong growth in 2021, and further adaption by brands and retailers for deeper 

engagement with consumers online for product information and usage. For example, Lancôme’s 

web site features a suite of virtual services including E-Youth Finder skin consultation, an 

artificial intelligence powered service which allows consumers to take a selfie on their 
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smartphone, answer two questions and receive personalised advice on skin priorities and skin 

care routines. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Premium Beauty and Personal Care by Category: Value 2016-2021 

 

CAD million 
 2016 2017 2018 2019 2020 2021 
 
Premium Baby and Child- 10.9 11.3 11.7 11.8 12.0 11.8 
    specific Products       
Premium Bath and Shower 66.7 67.8 69.2 70.7 75.3 72.5 
Premium Colour Cosmetics 685.9 685.7 700.9 715.6 537.1 630.2 
- Premium Eye Make-Up 176.9 181.6 186.9 191.6 145.8 170.9 
- Premium Facial Make-Up 218.2 224.6 226.7 231.4 177.6 210.7 
- Premium Lip Products 203.0 209.1 214.1 216.5 142.6 173.2 
- Premium Nail Products 13.3 13.4 13.5 13.5 13.3 13.4 
- Premium Colour 74.5 56.9 59.6 62.6 57.7 62.0 
    Cosmetics Sets/Kits       
Premium Deodorants 0.4 0.6 0.8 1.1 1.0 1.0 
Premium Fragrances 874.0 893.0 928.3 959.9 855.0 983.3 
- Premium Men's 216.7 220.8 226.4 230.7 206.8 233.3 
    Fragrances       
- Premium Women's 528.0 538.4 561.8 581.4 511.8 596.8 
    Fragrances       
- Premium Unisex 17.2 17.6 18.6 19.7 18.3 20.9 
    Fragrances       
- Premium Fragrance 112.1 116.1 121.6 128.1 118.1 132.3 
    Sets/Kits       
Premium Hair Care 463.4 497.0 535.3 589.0 568.1 620.4 
Premium Skin Care 1,075.4 1,125.4 1,172.5 1,223.0 1,200.6 1,305.4 
- Premium Body Care 168.7 172.6 177.5 184.9 182.1 194.8 
- Premium Facial Care 814.3 852.6 895.0 947.3 937.3 1,018.7 
- Premium Hand Care 21.1 21.7 22.4 23.2 23.1 24.3 
- Premium Skin Care 71.3 78.5 77.7 67.6 58.1 67.6 
    Sets/Kits       
Premium Adult Sun Care 54.9 56.3 58.6 62.2 56.9 59.8 
- Premium Aftersun 5.1 5.2 5.2 5.3 5.0 5.2 
- Premium Self-Tanning 11.5 11.6 12.1 12.7 11.8 12.2 
- Premium Sun Protection 38.4 39.5 41.3 44.2 40.1 42.4 
Premium Beauty and 3,231.8 3,337.1 3,477.3 3,633.3 3,306.0 3,684.5 
    Personal Care       

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

Note: Premium 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 

 

 

Table 2 Sales of Premium Beauty and Personal Care by Category: % Value Growth 
2016-2021 

 

% current value growth 
 2020/21 2016-21 CAGR 2016/21 Total 
 
Premium Baby and Child-specific Products -1.4 1.7 8.8 
Premium Bath and Shower -3.7 1.7 8.7 
Premium Colour Cosmetics 17.3 -1.7 -8.1 
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- Premium Eye Make-Up 17.2 -0.7 -3.4 
- Premium Facial Make-Up 18.6 -0.7 -3.4 
- Premium Lip Products 21.4 -3.1 -14.7 
- Premium Nail Products 0.9 0.2 1.2 
- Premium Colour Cosmetics Sets/Kits 7.3 -3.6 -16.8 
Premium Deodorants 4.3 18.5 133.3 
Premium Fragrances 15.0 2.4 12.5 
- Premium Men's Fragrances 12.8 1.5 7.7 
- Premium Women's Fragrances 16.6 2.5 13.0 
- Premium Unisex Fragrances 14.1 4.0 21.4 
- Premium Fragrance Sets/Kits 12.0 3.4 18.0 
Premium Hair Care 9.2 6.0 33.9 
Premium Skin Care 8.7 4.0 21.4 
- Premium Body Care 7.0 2.9 15.5 
- Premium Facial Care 8.7 4.6 25.1 
- Premium Hand Care 5.3 2.9 15.1 
- Premium Skin Care Sets/Kits 16.2 -1.1 -5.2 
Premium Adult Sun Care 5.2 1.7 8.9 
- Premium Aftersun 3.5 0.3 1.7 
- Premium Self-Tanning 4.1 1.3 6.9 
- Premium Sun Protection 5.8 2.0 10.5 
Premium Beauty and Personal Care 11.4 2.7 14.0 

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

Note: Premium 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 

 

 

Table 3 NBO Company Shares of Premium Beauty and Personal Care: % Value 2017-
2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Canada Inc 23.7 23.7 23.6 24.2 24.6 
Estée Lauder Cosmetics 15.3 15.2 15.3 13.6 14.0 
    (Canada) Ltd      
Coty (Canada) Inc 9.4 9.2 8.7 8.1 8.6 
Clarins Canada Inc 3.7 3.7 3.8 3.7 3.7 
Chanel Inc 3.1 3.2 3.3 3.0 3.2 
Puig Canada Inc 1.8 1.8 1.7 1.8 1.9 
Deciem Inc 0.5 0.6 0.9 1.5 1.8 
Shiseido (Canada) Inc 2.1 2.1 2.1 1.8 1.6 
John Paul Mitchell 1.4 1.4 1.4 1.4 1.3 
    Systems Inc      
Revlon Canada Inc 1.5 1.4 1.3 1.1 1.1 
Groupe Marcelle 1.3 1.3 1.2 1.2 1.1 
Christian Dior Canada 1.1 1.1 1.1 1.0 1.1 
    Inc, Parfums      
Rodan & Fields LLC 2.1 1.8 1.4 1.4 1.1 
Naos Canada Inc 0.8 0.9 1.0 1.1 0.9 
Collega International Inc 0.9 0.9 0.9 0.8 0.9 
Pierre Fabre Dermo- 0.7 0.7 0.8 0.9 0.8 
    Cosmetique Canada Inc      
YSL Beauté Canada Inc 0.9 0.8 0.8 0.9 0.8 
Canderm Pharma Inc 0.8 0.8 0.8 0.8 0.8 
Fresh Inc 0.7 0.7 0.7 0.7 0.7 
Alberto-Culver Canada Inc 0.7 0.7 0.6 0.7 0.6 
Marc Jacobs 0.6 0.6 0.6 0.6 0.6 
Nu Skin Canada Inc 0.5 0.5 0.4 0.6 0.6 
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Amway of Canada Ltd 0.6 0.5 0.5 0.6 0.6 
Strom's Enterprises Ltd 0.5 0.5 0.5 0.6 0.5 
Lise Watier Cosmetiques 0.5 0.5 0.5 0.5 0.5 
    Inc      
Kao Brands Canada Inc 0.5 0.5 0.5 0.5 0.4 
Hermès Canada Inc 0.3 0.3 0.3 0.3 0.4 
Aesop Canada Inc 0.2 0.2 0.2 0.3 0.4 
Bare Escentuals Inc 0.6 0.5 0.4 0.3 0.3 
Orveon Global US LLC - - - - 0.3 
Others 23.4 24.0 24.7 26.2 24.8 
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 4 LBN Brand Shares of Premium Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Lancôme (L'Oréal L'Oréal Canada Inc 8.0 7.8 7.4 7.7 
    Groupe)      
Clinique (Estée Estée Lauder Cosmetics 7.2 7.4 6.9 7.0 
    Lauder Cos Inc) (Canada) Ltd     
Estée Lauder (Estée Estée Lauder Cosmetics 3.5 3.5 3.1 3.2 
    Lauder Cos Inc) (Canada) Ltd     
Matrix (L'Oréal L'Oréal Canada Inc 3.1 3.0 3.1 3.1 
    Groupe)      
La Roche-Posay L'Oréal Canada Inc 2.3 2.4 2.8 2.9 
    (L'Oréal Groupe)      
Vichy (L'Oréal L'Oréal Canada Inc 2.3 2.4 2.8 2.9 
    Groupe)      
Clarins (Clarins SA) Clarins Canada Inc 2.9 3.0 2.9 2.9 
Biotherm (L'Oréal L'Oréal Canada Inc 2.3 2.3 2.4 2.3 
    Groupe)      
The Ordinary (Estée Deciem Inc - - - 1.5 
    Lauder Cos Inc)      
Redken (L'Oréal L'Oréal Canada Inc 1.4 1.4 1.4 1.5 
    Groupe)      
Dolce & Gabbana Coty (Canada) Inc 1.3 1.4 1.3 1.4 
    Light Blue      
    (Shiseido Co Ltd)      
Paul Mitchell John Paul Mitchell 1.4 1.4 1.4 1.3 
 Systems Inc     
Chanel N°5 (Chanel Chanel Inc 1.1 1.2 1.1 1.1 
    SA)      
Lise Watier Groupe Marcelle 1.3 1.2 1.2 1.1 
Coco Mademoiselle Chanel Inc 1.1 1.1 1.0 1.1 
    (Chanel SA)      
Rodan + Fields Rodan & Fields LLC 1.8 1.4 1.4 1.1 
Mac (Estée Lauder Estée Lauder Cosmetics 1.4 1.3 0.8 1.0 
    Cos Inc) (Canada) Ltd     
Paco Rabanne (Puig Puig Canada Inc 0.7 0.7 0.9 1.0 
    SL)      
Bioderma (NAOS SAS) Naos Canada Inc 0.9 1.0 1.1 0.9 
Aveda (Estée Lauder Collega International Inc 0.9 0.9 0.8 0.9 
    Cos Inc)      
Elizabeth Arden Revlon Canada Inc 1.0 0.9 0.8 0.8 
    (Revlon Inc)      
Shiseido (Shiseido Shiseido (Canada) Inc 0.8 0.8 0.8 0.8 
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    Co Ltd)      
Avène (Pierre Fabre Pierre Fabre Dermo- 0.7 0.8 0.9 0.8 
    SA, Laboratoires) Cosmetique Canada Inc     
Clairol Coty (Canada) Inc - - 0.8 0.8 
    Professional (Wella      
    AG)      
L'Oréal L'Oréal Canada Inc 0.7 0.7 0.7 0.8 
    Professionnel      
    (L'Oréal Groupe)      
Neostrata (Johnson Canderm Pharma Inc 0.8 0.8 0.8 0.8 
    & Johnson Inc)      
Oscar de la Renta YSL Beauté Canada Inc 0.8 0.8 0.8 0.7 
    (Inter Parfums Inc)      
Fresh (LVMH Moët Fresh Inc 0.7 0.7 0.7 0.7 
    Hennessy Louis      
    Vuitton SA)      
Dior (LVMH Moët Christian Dior Canada 0.7 0.7 0.6 0.6 
    Hennessy Louis Inc, Parfums     
    Vuitton SA)      
Nexxus (Unilever Alberto-Culver Canada Inc 0.7 0.6 0.7 0.6 
    Group)      
Clairol Coty (Canada) Inc 0.9 0.8 - - 
    Professional (Coty      
    Inc)      
Others Others 47.3 47.5 48.3 46.5 
Total Total 100.0 100.0 100.0 100.0 

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

 

 

Table 5 Forecast Sales of Premium Beauty and Personal Care by Category: Value 
2021-2026 

 

CAD million 
 2021 2022 2023 2024 2025 2026 
 
Premium Baby and Child- 11.8 12.0 12.3 12.7 13.2 13.7 
    specific Products       
Premium Bath and Shower 72.5 73.1 73.9 76.8 80.0 83.5 
Premium Colour Cosmetics 630.2 681.0 710.9 730.2 742.0 750.0 
- Premium Eye Make-Up 170.9 185.3 193.9 199.5 203.3 206.0 
- Premium Facial Make-Up 210.7 226.6 236.4 242.2 245.4 247.3 
- Premium Lip Products 173.2 191.0 200.6 206.9 210.9 213.6 
- Premium Nail Products 13.4 14.0 14.2 14.3 14.4 14.4 
- Premium Colour 62.0 64.1 65.9 67.2 68.1 68.8 
    Cosmetics Sets/Kits       
Premium Deodorants 1.0 1.2 1.2 1.4 1.5 1.7 
Premium Fragrances 983.3 1,041.6 1,083.6 1,116.3 1,143.9 1,165.7 
- Premium Men's 233.3 247.9 256.5 261.9 266.2 269.6 
    Fragrances       
- Premium Women's 596.8 631.0 656.4 677.1 694.7 707.7 
    Fragrances       
- Premium Unisex 20.9 22.4 23.6 24.8 25.9 26.9 
    Fragrances       
- Premium Fragrance 132.3 140.2 147.0 152.5 157.2 161.5 
    Sets/Kits       
Premium Hair Care 620.4 669.3 727.8 793.3 870.4 923.8 
Premium Skin Care 1,305.4 1,357.8 1,408.9 1,451.1 1,485.8 1,516.9 
- Premium Body Care 194.8 201.6 207.6 212.5 216.8 220.8 
- Premium Facial Care 1,018.7 1,058.4 1,098.1 1,131.7 1,159.7 1,185.0 
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- Premium Hand Care 24.3 24.9 25.4 25.8 26.1 26.3 
- Premium Skin Care 67.6 72.9 77.9 81.1 83.2 84.9 
    Sets/Kits       
Premium Adult Sun Care 59.8 60.0 62.8 64.3 65.7 67.0 
- Premium Aftersun 5.2 5.5 5.6 5.7 5.8 5.8 
- Premium Self-Tanning 12.2 13.2 13.9 14.4 14.9 15.3 
- Premium Sun Protection 42.4 41.3 43.2 44.2 45.1 45.9 
Premium Beauty and 3,684.5 3,896.0 4,081.5 4,246.1 4,402.6 4,522.5 
    Personal Care       

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

Note: Premium 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 

 

 

Table 6 Forecast Sales of Premium Beauty and Personal Care by Category: % Value 
Growth 2021-2026 

 

% constant value growth 
 2021/2022 2021-26 CAGR 2021/26 Total 
 
Premium Baby and Child-specific Products 1.4 3.0 15.8 
Premium Bath and Shower 0.8 2.9 15.2 
Premium Colour Cosmetics 8.1 3.5 19.0 
- Premium Eye Make-Up 8.4 3.8 20.5 
- Premium Facial Make-Up 7.5 3.3 17.3 
- Premium Lip Products 10.3 4.3 23.3 
- Premium Nail Products 3.9 1.4 7.1 
- Premium Colour Cosmetics Sets/Kits 3.4 2.1 11.0 
Premium Deodorants 10.2 10.7 66.2 
Premium Fragrances 5.9 3.5 18.6 
- Premium Men's Fragrances 6.3 2.9 15.6 
- Premium Women's Fragrances 5.7 3.5 18.6 
- Premium Unisex Fragrances 7.3 5.2 28.7 
- Premium Fragrance Sets/Kits 6.0 4.1 22.1 
Premium Hair Care 7.9 8.3 48.9 
Premium Skin Care 4.0 3.0 16.2 
- Premium Body Care 3.5 2.5 13.3 
- Premium Facial Care 3.9 3.1 16.3 
- Premium Hand Care 2.3 1.6 8.1 
- Premium Skin Care Sets/Kits 7.9 4.7 25.6 
Premium Adult Sun Care 0.3 2.3 12.0 
- Premium Aftersun 5.9 2.4 12.3 
- Premium Self-Tanning 7.9 4.6 25.0 
- Premium Sun Protection -2.5 1.6 8.2 
Premium Beauty and Personal Care 5.7 4.2 22.7 

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

Note: Premium 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 
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BEAUTY AND PERSONAL CARE IN 
CANADA - INDUSTRY OVERVIEW 

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2021: The big picture 

2021 served as a transition year for consumers, brands and retailers and a step forward in 

recovery for many beauty and personal care product areas as the Canadian government was 

able to ease COVID-19 related safety measures and more fully reopen the economy. Early in 

2021, several regions in Canada experienced a third wave of COVID-19, resulting in lockdowns 

and restrictions lasting deep into the second quarter, delaying the recovery. Consumer 

behaviour gravitated to lockdown modes and consumption of home spa and pampering 

products such as bath additives and body wash/shower gel, as well as hygiene products such 

as liquid soap increased. 

By the summer, consumer priorities shifted as lockdowns and pandemic-related restrictions 

were phased out after COVID-19 transmission rates decreased and the vaccination campaign 

mitigated the worst health effects of the virus for many people. Consumers largely returned to 

workplaces and social activities resumed, boosting demand for products such as colour 

cosmetics and men’s grooming. The recovery was region-specific, however, as some Provinces 

experienced resurgences of COVID-19 that impacted local economies. For example, the 

Province of Alberta experienced a rise in the number of COVID-19 cases in September, which 

resulted in the Provincial government declaring a state of public health emergency. 

Late 2021 saw a resurgence of COVID-19 cases which resulted in several regions reimposing 

safety restrictions in the last week of the year. 

 

2021 key trends 

During 2021, dermocosmetics continued to trend with consumers drawn to formulations that 

are safe and healthy for skin, and have clinically proven efficacy. Premium dermocosmetics 

brands such as Vichy as well as mass dermocosmetics brands such as CeraVe benefited from 

the trend, with consumers seeking products such as CeraVe Moisturising Cream Daily Face and 

Body Moisturiser for Dry Skin with Hyaluronic Acid and Ceramides. 

Supply chain disruptions and inflation impacted beauty and personal care, with brands 

reporting delays and shortages of raw material and increases in material costs. Some brands 

were cautious about price increases given the resistance of consumers and retailers to price 

increases. However, supply chain issues and disruptions affected product areas differently, with 

some retailers such as Sephora reporting fewer shortages and disruptions than others. 

Sustainability was a core theme in 2021, with brands, consumers and retailers looking for 

solutions to the issue of consumer waste in beauty and personal care products. For example, in 

2021 Canadian retailer Hudson’s Bay launched its beauty recycling partnership Pact Collective 

(https://thepactcollective.com/), allowing consumers to drop off beauty packaging for recycling. 

Hudson’s Bay says that it plans to roll it out to all 87 of its Canadian stores through 2021. 

 

Competitive landscape 

2021 saw beauty and personal care brands and retailers expanding to capitalise on the 

wellness and self-care trends and on the growing demand for premium beauty and personal 

care products. Expansions included Australian premium skin care brand Aesop which opened 
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multiple new stores in Toronto and Vancouver, and French beauty retailer Sephora which 

opened new stores and announced plans to open another 50 stores in Canada over 2022 and 

2023. 

Celebrity brand Kylie by Kylie Jenner launched in Canada in 2021, exclusively at the 

Shoppers Drug Mart drug store chain, with Kylie Cosmetics and Kylie Skin products. The arrival 

of the trendy brand speaks to the demand for cosmetics products that offer unique formulations 

and are a way for consumers to engage with celebrities. 

 

Retailing developments 

E-commerce climbed down from the spectacular growth rates of 2020, when lockdowns and 

public safety measures drove a spike in e-commerce. Although overall e-commerce growth in 

2021 was robust, individual brands reported mixed e-commerce results in 2021 in terms of sales 

versus costs. As e-commerce growth normalised, it was challenging for some brands to justify 

the investment in e-commerce and brick-and-mortar channels maintained their importance in 

2021. 

Retailers increased investment in e-commerce and in extending capabilities for future 

demand. For example, Metro Inc, a supermarket chain, accelerated its plans to implement click-

and-collect capability at its stores to enable shoppers to quickly pick-up orders in-store, and 

announced plans to implement the service at 170 stores. Retail giant Walmart Canada 

announced a CAD500 million investment including an automated market fulfilment centre for 

online grocery orders and upgrades to omnichannel capabilities at stores. 

 

What next for beauty and personal care? 

2022 is expected to be a stronger transition year as the COVID-19 pandemic is expected to 

be less disruptive to the economy and consumer lifestyles, allowing consumers to reengage with 

workplaces, schools and social activities more fully, and allowing the economy to fully recover. 

However, retail value sales growth is not forecasted to be as high as the bounce-back in 2021. 

Two critical issues are expected to hamper a total return to pre-pandemic levels in 2022. First is 

the spread of the Omicron variant in early 2022. Second is the continuation of supply chain 

issues and inflation into 2022. This is expected to create price increases and product shortages 

in first half of 2022, which will slow growth for companies unable to deliver products and raise 

prices for consumers. 

Skin care is expected to drive growth as consumers remain keenly interested in preventative 

skin health and in maintaining skin health. Organic and natural themes are projected to continue 

to resonate with consumers who look for healthier and sustainable ingredients and formulations. 

Cruelty-free, mindful local brands such Graydon Skincare are meeting consumer demands with 

innovative products such as Face Food hydrating facial mist. Hair care is becoming more and 

more like skin care, otherwise referred to as the “skinification of hair”, driven by growing 

consumer interest in scalp and hair health. 

 

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 

 

  

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



P R E M I U M  B E A U T Y  A N D  P E R S O N A L  C A R E  I N  C A N A D A  P a s s p o r t  11 

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

 

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

 

CAD million 
 2016 2017 2018 2019 2020 2021 
 
Baby and Child-specific 275.0 280.6 285.8 289.4 298.2 305.9 
    Products       
Bath and Shower 967.7 978.6 994.0 1,015.3 1,223.7 1,135.2 
Colour Cosmetics 1,725.3 1,764.0 1,794.2 1,814.8 1,581.0 1,739.9 
Deodorants 389.7 393.8 399.8 408.5 402.9 418.5 
Depilatories 204.5 205.2 206.7 206.9 214.0 220.8 
Fragrances 1,101.1 1,119.4 1,150.1 1,174.6 1,042.4 1,187.4 
Hair Care 1,581.4 1,596.6 1,620.3 1,653.0 1,620.3 1,680.6 
Men's Grooming 1,022.4 1,031.1 1,035.6 1,039.6 982.3 1,039.3 
Oral Care 1,093.6 1,104.1 1,125.2 1,157.5 1,193.2 1,244.4 
Oral Care Excl Power 950.5 960.2 977.8 1,005.1 1,034.0 1,078.4 
    Toothbrushes       
Skin Care 2,429.1 2,513.5 2,611.2 2,715.6 2,711.4 2,896.1 
Sun Care 207.4 211.0 214.5 218.7 206.2 215.2 
Premium Beauty and 3,231.8 3,337.1 3,477.3 3,633.3 3,306.0 3,684.5 
    Personal Care       
Prestige Beauty and 3,011.2 3,106.1 3,231.6 3,364.7 3,028.7 3,379.7 
    Personal Care       
Mass Beauty and 5,414.6 5,489.8 5,562.0 5,626.7 5,751.2 5,864.2 
    Personal Care       
Dermocosmetics Beauty 343.3 361.2 385.2 419.2 449.6 492.0 
    and Personal Care       
Beauty and Personal Care 10,381.5 10,570.4 10,796.0 11,041.0 10,859.4 11,424.0 
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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 8 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 2.6 2.2 11.2 
Bath and Shower -7.2 3.2 17.3 
Colour Cosmetics 10.1 0.2 0.8 
Deodorants 3.9 1.4 7.4 
Depilatories 3.2 1.5 8.0 
Fragrances 13.9 1.5 7.8 
Hair Care 3.7 1.2 6.3 
Men's Grooming 5.8 0.3 1.7 
Oral Care 4.3 2.6 13.8 
Oral Care Excl Power Toothbrushes 4.3 2.6 13.5 
Skin Care 6.8 3.6 19.2 
Sun Care 4.4 0.7 3.8 
Premium Beauty and Personal Care 11.4 2.7 14.0 
Prestige Beauty and Personal Care 11.6 2.3 12.2 
Mass Beauty and Personal Care 2.0 1.6 8.3 
Dermocosmetics Beauty and Personal Care 9.4 7.5 43.3 
Beauty and Personal Care 5.2 1.9 10.0 

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

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Groupe 15.4 15.5 15.5 15.0 15.9 
Procter & Gamble Co, The 14.1 13.9 13.9 14.5 14.4 
Unilever Group 5.5 5.5 5.4 5.6 5.4 
Estée Lauder Cos Inc 5.1 5.2 5.3 4.4 5.3 
Johnson & Johnson Inc 4.2 4.1 4.1 4.1 4.1 
Coty Inc 6.3 5.9 5.3 3.7 3.9 
Colgate-Palmolive Co 3.3 3.3 3.3 3.5 3.4 
GlaxoSmithKline Plc 1.9 1.9 2.0 2.1 2.1 
Beiersdorf AG 1.1 1.2 1.5 1.6 1.6 
Bath & Body Works Inc - - - - 1.3 
Edgewell Personal Care 1.2 1.2 1.1 1.1 1.1 
    Brands LLC      
Shiseido Co Ltd 1.3 1.3 1.4 1.1 1.0 
Chanel SA 1.0 1.0 1.1 0.9 1.0 
Clarins SA 1.2 1.2 1.2 1.0 1.0 
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Groupe Marcelle 1.1 1.1 1.1 1.0 1.0 
Revlon Inc 1.3 1.2 1.1 1.0 1.0 
Wella AG - - - 1.0 1.0 
Natura&Co 1.2 1.2 1.2 0.9 0.9 
Church & Dwight Co Inc 0.7 0.7 0.7 0.7 0.7 
LG Household & Health 0.1 0.1 0.7 0.7 0.7 
    Care Ltd      
LVMH Moët Hennessy 0.7 0.7 0.7 0.6 0.7 
    Louis Vuitton SA      
Kao Corp 0.8 0.7 0.7 0.7 0.7 
Henkel AG & Co KGaA 0.7 0.6 0.7 0.7 0.7 
Mary Kay Inc 0.7 0.7 0.7 0.7 0.6 
Lush Retail Ltd 0.6 0.7 0.6 0.6 0.6 
Yves Rocher SA 0.5 0.5 0.5 0.5 0.5 
Kimberly-Clark Corp 0.5 0.5 0.5 0.5 0.5 
Puig SL 0.6 0.6 0.5 0.5 0.5 
John Paul Mitchell 0.4 0.4 0.4 0.4 0.4 
    Systems Inc      
Li & Fung Ltd 0.4 0.4 0.4 0.4 0.4 
Private Label 1.6 1.6 1.5 1.7 1.6 
Others 26.6 27.2 26.9 28.6 26.2 
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 10 NBO Company Shares of Beauty and Personal Care: % Value 2017-2021 

 

% retail value rsp 
Company 2017 2018 2019 2020 2021 
 
L'Oréal Canada Inc 15.3 15.5 15.5 14.9 15.5 
Procter & Gamble Inc 14.2 13.9 13.9 14.5 14.4 
Coty (Canada) Inc 6.5 6.3 5.7 5.0 5.3 
Estée Lauder Cosmetics 4.8 4.9 5.0 4.1 4.5 
    (Canada) Ltd      
Unilever Canada Inc 3.8 3.8 3.8 3.9 3.8 
Johnson & Johnson 3.7 3.7 3.6 3.6 3.6 
    (Canada) Inc      
Colgate-Palmolive 3.3 3.3 3.3 3.5 3.4 
    Canada Inc      
GlaxoSmithKline 1.5 1.5 1.6 1.6 1.6 
    Consumer Healthcare      
    Canada Inc      
Alberto-Culver Canada Inc 1.6 1.6 1.6 1.7 1.6 
Beiersdorf Canada Inc 1.1 1.2 1.5 1.6 1.6 
Limited Brands Canada 1.4 1.5 1.5 1.5 1.3 
Clarins Canada Inc 1.2 1.2 1.2 1.1 1.2 
Chanel Inc 1.0 1.0 1.1 0.9 1.0 
Edgewell Personal Care 1.2 1.1 1.1 1.1 1.0 
    Brands LLC      
Groupe Marcelle 1.1 1.1 1.1 1.0 1.0 
Revlon Canada Inc 1.1 1.1 1.0 0.9 0.9 
Body Shop Canada Ltd, The 1.2 1.2 1.1 0.8 0.8 
Church & Dwight Ltd 0.7 0.7 0.7 0.7 0.7 
Kao Brands Canada Inc 0.8 0.7 0.7 0.7 0.7 
Henkel Corp 0.7 0.6 0.7 0.7 0.7 
Mary Kay Canada Inc 0.7 0.7 0.7 0.7 0.6 
Puig Canada Inc 0.6 0.6 0.5 0.5 0.6 
Lush Handmade Cosmetics 0.6 0.7 0.6 0.6 0.6 
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    Ltd      
New Avon Co - - 0.6 0.6 0.6 
Deciem Inc 0.2 0.2 0.3 0.4 0.6 
Yves Rocher Inc 0.5 0.5 0.5 0.5 0.5 
Shiseido (Canada) Inc 0.7 0.7 0.7 0.6 0.5 
Kimberly-Clark Canada Inc 0.5 0.5 0.5 0.5 0.5 
Shoppers Drug Mart Corp 0.5 0.5 0.5 0.5 0.5 
John Paul Mitchell 0.4 0.4 0.4 0.4 0.4 
    Systems Inc      
New Avon LLC 0.7 0.6 - - - 
Other Private Label 1.0 1.0 1.0 1.1 1.0 
Others 27.3 27.8 28.1 29.5 29.0 
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 11 LBN Brand Shares of Beauty and Personal Care: % Value 2018-2021 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2018 2019 2020 2021 
 
Olay (Procter & Procter & Gamble Inc 2.7 2.8 3.1 3.1 
    Gamble Co, The)      
Lancôme (L'Oréal L'Oréal Canada Inc 2.6 2.6 2.3 2.5 
    Groupe)      
Clinique (Estée Estée Lauder Cosmetics 2.3 2.4 2.1 2.3 
    Lauder Cos Inc) (Canada) Ltd     
Gillette (Procter & Procter & Gamble Inc 2.4 2.3 2.3 2.2 
    Gamble Co, The)      
Crest (Procter & Procter & Gamble Inc 2.0 2.0 2.1 2.1 
    Gamble Co, The)      
Dove (Unilever Group) Unilever Canada Inc 1.8 1.8 1.9 1.8 
L'Oréal Paris L'Oréal Canada Inc 2.1 2.0 1.8 1.8 
    (L'Oréal Groupe)      
Maybelline New York L'Oréal Canada Inc 1.8 1.7 1.5 1.6 
    (L'Oréal Groupe)      
Pantene (Procter & Procter & Gamble Inc 1.4 1.4 1.4 1.4 
    Gamble Co, The)      
Neutrogena (Johnson Johnson & Johnson 1.3 1.4 1.4 1.3 
    & Johnson Inc) (Canada) Inc     
Oral-B (Procter & Procter & Gamble Inc 1.2 1.3 1.3 1.3 
    Gamble Co, The)      
Bath & Body Works Limited Brands Canada - - - 1.3 
    (Bath & Body Works      
    Inc)      
Sensodyne GlaxoSmithKline 1.0 1.1 1.1 1.1 
    (GlaxoSmithKline Plc) Consumer Healthcare     
 Canada Inc     
Garnier Fructis L'Oréal Canada Inc 1.1 1.1 1.1 1.0 
    (L'Oréal Groupe)      
Estée Lauder (Estée Estée Lauder Cosmetics 1.1 1.1 0.9 1.0 
    Lauder Cos Inc) (Canada) Ltd     
Matrix (L'Oréal L'Oréal Canada Inc 1.0 1.0 0.9 1.0 
    Groupe)      
La Roche-Posay L'Oréal Canada Inc 0.7 0.8 0.8 0.9 
    (L'Oréal Groupe)      
Vichy (L'Oréal L'Oréal Canada Inc 0.8 0.8 0.9 0.9 
    Groupe)      
Clarins (Clarins SA) Clarins Canada Inc 0.9 1.0 0.9 0.9 
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Nivea (Beiersdorf AG) Beiersdorf Canada Inc 0.9 0.9 0.9 0.9 
TRESemmé (Unilever Alberto-Culver Canada Inc 0.9 0.9 0.9 0.9 
    Group)      
Colgate Total Colgate-Palmolive 0.8 0.8 0.8 0.8 
    (Colgate-Palmolive Canada Inc     
    Co)      
Cover Girl (Coty Inc) Coty (Canada) Inc 1.1 0.9 0.8 0.8 
The Body Shop Body Shop Canada Ltd, The 1.2 1.1 0.8 0.8 
    (Natura&Co)      
Clairol Herbal Procter & Gamble Inc 0.8 0.8 0.8 0.8 
    Essences (Procter &      
    Gamble Co, The)      
Listerine (Johnson Johnson & Johnson 0.7 0.7 0.8 0.8 
    & Johnson Inc) (Canada) Inc     
Biotherm (L'Oréal L'Oréal Canada Inc 0.7 0.7 0.7 0.7 
    Groupe)      
Pampers (Procter & Procter & Gamble Inc 0.6 0.6 0.7 0.7 
    Gamble Co, The)      
Schick Edgewell Personal Care 0.7 0.7 0.7 0.6 
 Brands LLC     
CeraVe (L'Oréal L'Oréal Canada Inc 0.3 0.3 0.6 0.6 
    Groupe)      
Bath & Body Works Limited Brands Canada 1.2 1.3 1.3 - 
    (L Brands Inc)      
Avon New Avon LLC 0.6 - - - 
Other Private Label Other Private Label 1.0 1.0 1.1 1.0 
    (Private Label)      
Others Others 60.3 60.8 61.3 60.8 
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 12 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 2.6 2.6 2.9 3.0 3.0 3.0 
    Products       
Bath and Shower 8.1 8.0 7.2 7.0 7.2 6.9 
Beauty and Personal Care 1.7 1.6 1.6 1.5 1.7 1.6 
Colour Cosmetics 0.3 0.3 0.3 0.3 0.4 0.3 
Deodorants 0.9 0.9 0.9 0.9 0.9 0.8 
Depilatories 3.8 3.8 3.8 3.7 3.7 3.6 
Hair Care 1.5 1.5 1.5 1.6 1.6 1.5 
Mass Beauty and 2.7 2.6 2.5 2.5 2.7 2.5 
    Personal Care       
Men's Grooming 1.0 1.0 1.0 1.0 1.0 1.0 
Oral Care 1.1 1.1 1.1 1.1 1.1 1.1 
Skin Care 0.5 0.4 0.4 0.4 0.4 0.4 
Sun Care 6.5 6.2 6.2 6.2 6.3 6.2 

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

 

 

Table 13 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 87.9 87.5 86.9 85.9 84.3 83.3 
- Grocery Retailers 21.1 20.8 20.7 20.4 21.3 20.4 
-- Modern Grocery 20.3 20.1 20.0 19.7 20.6 19.6 
    Retailers       
--- Convenience Stores 0.0 0.0 0.0 0.0 0.0 0.0 
--- Discounters 1.7 1.7 1.7 1.7 1.7 1.7 
--- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Hypermarkets 8.6 8.5 8.6 8.4 8.7 8.4 
--- Supermarkets 10.0 9.9 9.7 9.5 10.0 9.5 
-- Traditional Grocery 0.7 0.7 0.7 0.7 0.7 0.7 
    Retailers       
- Non-Grocery Specialists 49.2 49.4 50.2 49.8 48.3 48.0 
-- Apparel and Footwear 0.2 0.2 0.2 0.1 0.1 0.1 
    Specialists       
-- Appliances and - - - - - - 
    Electronics Specialists       
-- Health and Beauty 48.7 48.9 49.7 49.5 48.0 47.7 
    Specialist       
--- Beauty Specialists 13.3 14.4 15.0 15.0 13.4 13.9 
--- Chemists/Pharmacies 1.9 1.8 1.8 1.8 1.8 1.7 
--- Drugstores/ 33.4 32.6 32.8 32.6 32.7 32.0 
    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 0.4 0.4 0.3 0.2 0.2 0.2 
    Retailers       
--- Outdoor Markets - - - - - - 
--- Other BPC Non- 0.4 0.4 0.3 0.2 0.2 0.2 
    Grocery Specialists       
- Mixed Retailers 17.6 17.2 15.9 15.7 14.7 15.0 
-- Department Stores 9.9 9.6 8.3 8.2 7.1 7.6 
-- Mass Merchandisers 7.0 6.9 6.8 6.7 6.9 6.7 
-- Variety Stores 0.4 0.4 0.4 0.4 0.4 0.4 
-- Warehouse Clubs 0.3 0.3 0.3 0.3 0.3 0.3 
Non-Store Retailing 8.5 8.9 9.7 10.7 12.7 13.6 
- Direct Selling 5.8 5.7 5.8 6.0 6.2 6.1 
- Homeshopping 0.3 0.3 0.3 0.3 0.2 0.2 
- E-Commerce 2.4 2.9 3.6 4.4 6.3 7.3 
- Vending - - - - - - 
Non-retail channels 3.6 3.6 3.5 3.4 3.0 3.0 
- Hair Salons 3.6 3.6 3.5 3.4 3.0 3.0 
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 14 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 98.5 87.9 79.7 98.1 95.2 83.6 
- Grocery Retailers 56.1 32.9 6.7 36.1 30.6 2.2 
-- Modern Grocery 52.2 31.7 6.7 32.9 30.6 2.2 
    Retailers       
--- Convenience Stores 0.0 0.2 0.0 0.1 0.0 0.0 
--- Discounters 3.2 4.4 0.0 2.6 1.8 0.0 
--- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Hypermarkets 25.6 11.3 4.1 14.1 13.0 1.5 
--- Supermarkets 23.4 15.8 2.6 16.2 15.7 0.6 
-- Traditional Grocery 3.9 1.3 0.0 3.3 0.1 0.0 
    Retailers       
- Non-Grocery Specialists 27.7 48.3 53.0 48.2 58.6 51.0 
-- Apparel and Footwear 0.0 0.7 0.0 0.0 0.0 0.7 
    Specialists       
-- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
-- Health and Beauty 27.7 47.6 53.0 48.2 58.3 49.2 
    Specialist       
--- Beauty Specialists 0.2 19.9 25.3 0.7 3.0 24.7 
--- Chemists/Pharmacies 2.4 1.2 0.0 2.5 2.1 0.3 
--- Drugstores/ 25.1 26.6 27.7 45.0 53.2 24.2 
    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 0.0 0.0 0.0 0.0 0.3 1.1 
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0 0.0 
--- Other BPC Non- 0.0 0.0 0.0 0.0 0.3 1.1 
    Grocery Specialists       
- Mixed Retailers 14.7 6.7 20.1 13.8 6.0 30.4 
-- Department Stores 0.1 1.2 16.0 0.0 0.4 30.2 
-- Mass Merchandisers 10.1 5.3 4.1 13.7 5.5 0.3 
-- Variety Stores 2.3 0.1 0.0 0.0 0.0 0.0 
-- Warehouse Clubs 2.1 0.0 0.0 0.0 0.0 0.0 
Non-Store Retailing 1.5 12.1 20.3 1.9 4.8 16.4 
- Direct Selling 0.3 4.5 9.7 1.6 0.5 5.5 
- Homeshopping 0.0 0.0 1.4 0.0 0.0 0.1 
- E-Commerce 1.2 7.6 9.2 0.3 4.3 10.8 
- 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 74.9 85.7 99.8 76.0 95.1  
- Grocery Retailers 22.7 18.3 41.3 13.7 27.3  
-- Modern Grocery 22.2 17.3 38.9 13.7 26.6  
    Retailers       
--- Convenience Stores 0.0 0.0 0.1 0.0 0.0  
--- Discounters 2.3 1.2 4.2 0.6 1.7  
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--- Forecourt Retailers 0.0 0.0 0.1 0.0 0.0  
--- Hypermarkets 9.7 8.0 13.5 6.5 12.5  
--- Supermarkets 10.2 8.1 21.0 6.6 12.3  
-- Traditional Grocery 0.5 0.9 2.4 0.0 0.7  
    Retailers       
- Non-Grocery Specialists 41.7 48.2 37.2 52.3 60.8  
-- Apparel and Footwear 0.0 0.2 0.0 0.0 0.0  
    Specialists       
-- Appliances and 0.0 0.0 0.0 0.0 0.0  
    Electronics Specialists       
-- Health and Beauty 41.7 47.7 37.2 52.2 59.0  
    Specialist       
--- Beauty Specialists 4.9 10.2 0.0 17.4 5.9  
--- Chemists/Pharmacies 1.7 1.6 4.8 1.8 5.1  
--- Drugstores/ 34.7 35.8 32.4 33.0 48.0  
    parapharmacies       
--- Other BPC Health 0.5 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  
    Specialist Retailers       
--- Homewares and Home 0.0 0.0 0.0 0.0 0.0  
    Furnishing Stores       
-- Other Non-Grocery 0.0 0.3 0.0 0.0 1.7  
    Retailers       
--- Outdoor Markets 0.0 0.0 0.0 0.0 0.0  
--- Other BPC Non- 0.0 0.3 0.0 0.0 1.7  
    Grocery Specialists       
- Mixed Retailers 10.5 19.2 21.3 10.1 7.1  
-- Department Stores 0.1 9.6 0.0 7.3 2.1  
-- Mass Merchandisers 8.3 8.7 21.2 2.1 4.3  
-- Variety Stores 1.6 0.7 0.1 0.0 0.3  
-- Warehouse Clubs 0.5 0.3 0.1 0.7 0.3  
Non-Store Retailing 4.4 13.4 0.2 24.0 4.9  
- Direct Selling 0.9 2.7 0.1 13.4 1.2  
- Homeshopping 0.0 0.0 0.0 0.0 0.0  
- E-Commerce 3.5 10.7 0.1 10.6 3.7  
- Vending 0.0 0.0 0.0 0.0 0.0  
Non-retail channels 20.7 0.8 0.0 0.0 0.0  
- Hair Salons 20.7 0.8 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 15 Forecast Sales of Beauty and Personal Care by Category: Value 2021-2026 

 

CAD million 
 2021 2022 2023 2024 2025 2026 
 
Baby and Child-specific 305.9 312.3 316.7 321.8 325.9 329.0 
    Products       
Bath and Shower 1,135.2 1,103.1 1,090.5 1,096.0 1,103.4 1,111.4 
Colour Cosmetics 1,739.9 1,823.3 1,872.0 1,903.1 1,922.7 1,935.4 
Deodorants 418.5 428.1 437.4 446.6 454.1 460.5 
Depilatories 220.8 221.3 222.9 224.5 225.5 225.5 
Fragrances 1,187.4 1,258.0 1,307.4 1,343.8 1,373.2 1,394.5 
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Hair Care 1,680.6 1,726.6 1,771.9 1,802.7 1,824.8 1,839.9 
Men's Grooming 1,039.3 1,065.6 1,082.3 1,092.3 1,098.4 1,101.2 
Oral Care 1,244.4 1,260.8 1,277.7 1,292.6 1,305.8 1,317.4 
Oral Care Excl Power 1,078.4 1,092.5 1,107.7 1,121.6 1,133.9 1,145.1 
    Toothbrushes       
Skin Care 2,896.1 2,983.4 3,066.6 3,136.4 3,195.0 3,246.6 
Sun Care 215.2 221.2 228.6 232.3 235.6 238.6 
Premium Beauty and 3,684.5 3,896.0 4,081.5 4,246.1 4,402.6 4,522.5 
    Personal Care       
Prestige Beauty and 3,379.7 - - - - - 
    Personal Care       
Mass Beauty and 5,864.2 5,929.5 5,978.6 6,005.6 6,000.8 6,002.2 
    Personal Care       
Dermocosmetics Beauty 492.0 - - - - - 
    and Personal Care       
Beauty and Personal Care 11,424.0 11,718.5 11,971.0 12,176.8 12,338.9 12,467.1 

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 

 

 

Table 16 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 2.1 1.5 7.6 
Bath and Shower -2.8 -0.4 -2.1 
Colour Cosmetics 4.8 2.2 11.2 
Deodorants 2.3 1.9 10.0 
Depilatories 0.2 0.4 2.1 
Fragrances 5.9 3.3 17.4 
Hair Care 2.7 1.8 9.5 
Men's Grooming 2.5 1.2 6.0 
Oral Care 1.3 1.1 5.9 
Oral Care Excl Power Toothbrushes 1.3 1.2 6.2 
Skin Care 3.0 2.3 12.1 
Sun Care 2.8 2.1 10.8 
Premium Beauty and Personal Care 5.7 4.2 22.7 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 1.1 0.5 2.4 
Dermocosmetics Beauty and Personal Care - - - 
Beauty and Personal Care 2.6 1.8 9.1 

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: 17 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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