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BABY AND CHILD-SPECIFIC 
PRODUCTS IN AUSTRIA - CATEGORY 
ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales increase by 10% in current terms in 2023 to EUR72 million 

▪ Baby wipes is the best performing category in 2023, with retail value sales growing by 12% in 

current terms to EUR44 million 

▪ Procter & Gamble Austria GmbH is the leading player in 2023, with a retail value share of 

29% 

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

1%) over the forecast period to EUR85 million 

 

 

2023 DEVELOPMENTS 
 

Prices continue to rise in baby and child-specific products 

Baby and child-specific products in Austria witnessed a slight uplift in volume growth during 

2023, although demand remained hampered by rising prices. Inflation remained stubbornly high 

in 2023 pushing up the overall cost of living. Current value growth reached double-digits due to 

these average price increases. In light of these price rises, consumers remained price sensitive 

and sought out promotional offers when shopping in the baby and child-specific category. 

Cutbacks were also apparent with Austrians reducing the number of products purchased. The 

birth rate continued to fall in Austria reducing the potential consumer base. 

 

Product innovation supports value growth 

Manufacturers and retailers remain focused on innovation to harness growth, with a focus on 

science, sustainability, wellbeing and diversity. Innovative product launches supported the 

strong rate of current value growth in 2023. Beiersdorf GmbH launched a new range under its 

Nivea Sun Babies & Kids line at the start of the year with a focus on targeting children from 6 

months. Even if babies do not spend a lot of time in the sun, it is inevitable they will be exposed 

to some sun, and parents are aware of this. Nivea’s extra water-resistant formula is free from 

preservatives, colourants and perfume and is particularly suitable for sensitive baby skin and 

even skin prone to neurodermatitis. It offers extra-high protection against UVA and UVB rays 

with SPF 50+. 

In order to remain competitive, Rewe International AG introduced a new design across its 

private label range Baby Well in November 2023. The company is focusing on diversity with its 

design reflecting the reality and diversity of families. Within baby and child-specific toiletries bath 

additives designed for babies and children are performing well. Merz Consumer Care Austria 

GmbH launched a new range of bath additives targeted at babies and children under its brand 

Tetesept brand. 
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Procter & gamble austria strengthens its lead 

Baby and child-specific products is dominated by multinationals led by Procter & Gamble 

Austria and its well- known and trusted Pampers brand, which continued to strengthen its retail 

value share in 2023. Procter & Gamble Austria has focused on using 100% recyclable 

packaging for its Pampers’s products in 2023. Johnson & Johnson GmbH ranks second in baby 

and child-specific products and leads the other baby and child-specific products category with its 

well-known local brand Penaten. Beiersdorf GmbH ranks fourth in baby and child-specific 

products due to its strength in baby and child-specific sun care with the Nivea brand, which is 

widely available across retailers in Austria, including health and beauty retailers and 

supermarkets. Nivea has a long tradition in baby and child-specific sun care and leverages 

innovation to strengthen its position. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

Steady pace of growth in volume and value terms 

The birth rate in Austria is projected to remain low in the short-term hindering demand for 

baby and child-specific products. Constant value sales are projected to record a stable 

performance, driven by higher priced product launches and innovative product features. Baby 

and child-specific sun care is expected to record the most dynamic growth in constant value 

terms over the forecast period. Sunnier weather across the year and hotter summers in Austria 

are likely to increase the usage of baby and child-specific sun care. In addition, media coverage 

on the importance of sun protection is most certain to remain high making more parents aware 

of sun protection for their children. 

 

Baby wipes remain a key component of sales 

Baby wipes will continue to generate the largest share of baby and child-specific value sales 

throughout the forecast period. Austrian parents appreciate the convenience factor of baby 

wipes. However, the low birth rate is poised to stifle demand to some degree over the forecast 

period. Other baby and child-specific products will continue to play a growing part in overall 

baby and child-specific products. Skin care will continue to generate the lion’s share of volume 

and value sales in this category with natural ingredients for sensitive skin remaining key to 

purchasing decisions. 

 

Sustainability is pivotal to baby and child-specific products 

Sustainability will remain a pivotal trend over the forecast period, influencing packaging and 

product ingredients, as parents are drawn to more sustainable baby and child-specific products. 

In addition, parental interest in product ingredients will remain high. Natural and organic will be 

key features, whilst manufacturers are also likely to focus on free from preservatives, dyes, 

parabens, sulphates, or paraffins / mineral oils and fragrance free product attributes. 

 

 

CATEGORY DATA 
 

Table 1 Sales of Baby and Child-specific Products by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
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Baby and Child-specific 55.9 57.4 58.7 60.6 65.6 72.1 
    Products       
Baby and Child-specific 2.7 2.7 2.8 2.8 3.0 3.2 
    Hair Care       
Baby and Child-specific 11.1 11.4 11.8 11.7 12.6 13.6 
    Skin Care       
Baby and Child-specific 2.3 2.4 2.4 2.8 3.3 3.6 
    Sun Care       
Baby and Child-specific 4.7 4.9 5.1 5.1 5.5 5.9 
    Toiletries       
Baby Wipes 33.3 34.1 34.9 36.3 39.4 44.0 
Medicated Baby and 1.0 1.0 1.1 1.1 1.1 1.1 
    Child-specific Products       
Nappy (Diaper) Rash 0.8 0.8 0.7 0.7 0.6 0.7 
    Treatments       

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

 

 

Table 2 Sales of Baby and Child-specific Products by Category: % Value Growth 2018-
2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Baby and Child-specific Products 9.9 5.2 28.9 
Baby and Child-specific Hair Care 7.5 3.8 20.3 
Baby and Child-specific Skin Care 7.7 4.1 22.0 
Baby and Child-specific Sun Care 10.0 9.2 55.2 
Baby and Child-specific Toiletries 7.3 4.7 26.1 
Baby Wipes 11.6 5.7 32.1 
Medicated Baby and Child-specific Products 0.9 2.2 11.3 
Nappy (Diaper) Rash Treatments 3.9 -3.7 -17.1 

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

 

 

Table 3 Sales of Baby and Child-specific Products by Premium vs Mass: % Value 2018-
2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Premium 2.2 2.3 2.5 2.6 2.7 2.8 
Mass 97.8 97.7 97.5 97.4 97.3 97.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 4 NBO Company Shares of Baby and Child-specific Products: % Value 2019-
2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Procter & Gamble Austria 20.9 23.6 26.4 28.5 29.3 
    GmbH      
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Johnson & Johnson GmbH 35.7 29.4 22.0 17.9 17.9 
Hofer KG 6.7 8.2 9.6 10.5 11.1 
Beiersdorf GmbH 9.8 9.4 9.9 10.1 9.8 
Rewe International AG 3.5 3.9 4.4 4.6 4.6 
dm-Drogerie Markt GmbH & 3.0 3.3 4.0 4.3 4.5 
    Co KG      
Spar Österreichische 2.0 2.4 3.0 3.2 3.4 
    Warenhandels AG      
Dr A & L Schmidgall GmbH 0.9 0.9 1.0 0.9 0.9 
    & Co KG      
Apomedica GmbH & Co KG 0.6 0.6 0.6 0.7 0.7 
Nestlé Österreich GmbH 0.9 0.9 0.9 0.7 0.6 
Hipp GmbH & Co Vertrieb KG 0.7 0.7 0.7 0.7 0.6 
Weleda AG 0.5 0.4 0.4 0.4 0.4 
Pierre Fabre Dermo- 0.4 0.3 0.3 0.3 0.3 
    Kosmetik GmbH      
Merz Consumer Care 0.1 0.1 0.1 0.2 0.2 
    Austria GmbH      
Lidl Österreich GmbH 0.1 0.1 0.1 0.2 0.2 
Queisser Pharma GmbH & Co 0.2 0.2 0.2 0.2 0.2 
    KG      
L'Oréal Österreich GmbH 0.2 0.1 0.1 0.1 0.1 
Pädia GmbH 0.2 0.2 0.1 0.1 0.1 
Henkel Central & Eastern 0.1 0.1 0.1 0.1 0.1 
    Europe GmbH      
Mama Aua! Products GmbH 0.1 0.1 0.1 0.1 0.1 
GSK-Gebro Consumer 0.5 0.5 0.4 - - 
    Healthcare GmbH      
Gebro Pharma GmbH - - - - - 
Other Private Label 6.4 7.1 7.5 7.9 8.0 
Others 6.5 7.2 7.7 8.1 6.9 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 5 LBN Brand Shares of Baby and Child-specific Products: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Pampers (Procter & Procter & Gamble Austria 23.6 26.4 28.5 29.3 
    Gamble Co, The) GmbH     
Penaten (Kenvue Inc) Johnson & Johnson GmbH - - - 17.0 
Mylove (Private Label) Hofer KG 8.2 9.6 10.5 11.1 
Nivea Baby Beiersdorf GmbH 6.3 6.3 6.1 5.8 
    (Beiersdorf AG)      
Baby Well (Private Rewe International AG 3.9 4.4 4.6 4.6 
    Label)      
Babylove (Private dm-Drogerie Markt GmbH & 3.2 3.8 4.2 4.3 
    Label) Co KG     
Nivea Sun (Beiersdorf Beiersdorf GmbH 3.0 3.6 3.9 3.9 
    AG)      
Pretty Baby (Private Spar Österreichische 2.4 3.0 3.2 3.4 
    Label) Warenhandels AG     
Pelsano (Galenica Ltd) Dr A & L Schmidgall GmbH 0.9 1.0 0.9 0.9 
 & Co KG     
Bebe (Kenvue Inc) Johnson & Johnson GmbH - - - 0.9 
Lasepton (Apomedica Apomedica GmbH & Co KG 0.6 0.6 0.7 0.7 
    Pharmazeutische      
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    Produkte GmbH)      
Bübchen (Katjes Group) Nestlé Österreich GmbH 0.9 0.9 0.7 0.6 
Hipp Hipp GmbH & Co Vertrieb KG 0.7 0.7 0.7 0.6 
Weleda Weleda AG 0.4 0.4 0.4 0.4 
Avène (Pierre Fabre Pierre Fabre Dermo- 0.3 0.3 0.3 0.3 
    SA, Laboratoires) Kosmetik GmbH     
Tetesept (Merz GmbH & Merz Consumer Care 0.1 0.1 0.2 0.2 
    Co KGaA) Austria GmbH     
Cien (Private Label) Lidl Österreich GmbH 0.1 0.1 0.2 0.2 
OSA Queisser Pharma GmbH & Co KG 0.2 0.2 0.2 0.2 
Baby Bene Gel Pädia GmbH 0.2 0.1 0.1 0.1 
    (Infectopharm      
    Arzneimittel &      
    Consilium GmbH)      
Garnier Ambre Solaire L'Oréal Österreich GmbH 0.1 0.1 0.1 0.1 
    Kids (L'Oréal Groupe)      
Mama Aua! Mama Aua! Products GmbH 0.1 0.1 0.1 0.1 
Penaten (Johnson & Johnson & Johnson GmbH 28.5 21.1 17.1 - 
    Johnson Inc)      
Bebe (Johnson & Johnson & Johnson GmbH 0.9 0.9 0.9 - 
    Johnson Inc)      
Vitawund GSK-Gebro Consumer 0.5 0.4 - - 
    (GlaxoSmithKline Plc) Healthcare GmbH     
Pelsano (Hedoga AG) Dr A & L Schmidgall GmbH - - - - 
 & Co KG     
Vitawund (Novartis AG) Gebro Pharma GmbH - - - - 
Bübchen (Galderma SA) Nestlé Österreich GmbH - - - - 
Bübchen (Nestlé SA) Nestlé Österreich GmbH - - - - 
Other Private Label Other Private Label 7.1 7.5 7.9 8.0 
    (Private Label)      
Others Others 7.5 8.1 8.5 7.3 
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 6 LBN Brand Shares of Baby and Child-specific Skin Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Penaten (Kenvue Inc) Johnson & Johnson GmbH - - - 54.4 
Nivea Baby Beiersdorf GmbH 16.8 17.2 18.0 18.3 
    (Beiersdorf AG)      
Bebe Zartpflege Johnson & Johnson GmbH - - - 4.6 
    (Kenvue Inc)      
Bübchen (Katjes Group) Nestlé Österreich GmbH 2.7 2.7 2.3 2.0 
Baby Well (Private Rewe International AG 2.0 2.1 2.0 1.6 
    Label)      
Hipp Baby Sanft Hipp GmbH & Co Vertrieb KG 1.4 1.5 1.5 1.3 
Weleda Weleda AG 1.1 1.2 1.2 1.2 
Avène (Pierre Fabre Pierre Fabre Dermo- 0.7 0.7 0.7 0.7 
    SA, Laboratoires) Kosmetik GmbH     
Penaten (Johnson & Johnson & Johnson GmbH 54.8 54.5 54.0 - 
    Johnson Inc)      
Bebe Zartpflege Johnson & Johnson GmbH 4.5 4.6 4.6 - 
    (Johnson & Johnson Inc)      
Bübchen (Galderma SA) Nestlé Österreich GmbH - - - - 
Bübchen (Nestlé SA) Nestlé Österreich GmbH - - - - 
Other Private Label Other Private Label 10.6 10.6 10.8 11.0 
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    (Private Label)      
Others Others 5.4 5.0 5.0 5.1 
Total Total 100.0 100.0 100.0 100.0 

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

 

 

Table 7 LBN Brand Shares of Baby and Child-specific Sun Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Nivea Sun Kids Beiersdorf GmbH 74.7 76.7 77.7 77.7 
    (Beiersdorf AG)      
Cien Sun für Kids Lidl Österreich GmbH 3.2 3.0 3.1 3.1 
    (Private Label)      
Garnier Ambre Solaire L'Oréal Österreich GmbH 2.5 2.0 1.7 2.0 
    Kids (L'Oréal Groupe)      
Alverde Sonnenmilch dm-Drogerie Markt GmbH & 2.0 1.9 1.7 1.8 
    Kinder (Private Label) Co KG     
Eucerin Kids Sun Beiersdorf GmbH 1.8 1.7 1.6 1.6 
    (Beiersdorf AG)      
Sundance (Private dm-Drogerie Markt GmbH & 0.9 0.9 0.9 0.9 
    Label) Co KG     
Bübchen (Katjes Group) Nestlé Österreich GmbH 0.8 0.7 0.7 0.7 
Avène (Pierre Fabre Pierre Fabre Dermo- 0.8 0.7 0.6 0.6 
    SA, Laboratoires) Kosmetik GmbH     
Eco Cosmetics Baby & Eco cosmetics GmbH & Co KG 0.6 0.5 0.6 0.6 
    Kids Sonnencreme      
Bioderma Photoderm NAOS Deutschland GmbH 0.8 0.7 0.6 0.6 
    Kid (NAOS SAS)      
Dado Sens Sun Kids Dado Cosmed GmbH 0.6 0.6 0.5 0.5 
Daylong Kids Spirig Pharma GmbH 0.6 0.6 0.5 0.5 
    Sonnenschutz Lotion      
    (Galderma SA)      
Ladival Sonnenschutz STADA Arzneimittel GmbH 0.6 0.5 0.5 0.5 
    Milch Für Kinder      
    (STADA Arzneimittel AG)      
La Roche-Posay L'Oréal Österreich GmbH 0.3 0.2 0.2 0.4 
    Anthelios Dermo Kids      
    (L'Oréal Groupe)      
Vichy Idéalia Soleil L'Oréal Österreich GmbH 0.3 0.3 - - 
    Sonnenschutz für      
    Kinder (L'Oréal Groupe)      
Bioderma Photoderm Aktiv-Derma GmbH - - - - 
    Kid (NAOS SAS)      
Bübchen (Galderma SA) Nestlé Österreich GmbH - - - - 
Bübchen (Nestlé SA) Nestlé Österreich GmbH - - - - 
Daylong Kids Spirig Pharma GmbH - - - - 
    Sonnenschutz Lotion      
    (Nestlé SA)      
Others Others 9.5 9.0 9.0 8.5 
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 8 LBN Brand Shares of Premium Baby and Child-specific Products: % Value 
2020-2023 
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% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Weleda Weleda AG 16.8 16.8 14.9 13.4 
Avène (Pierre Fabre Pierre Fabre Dermo- 13.2 12.1 11.6 10.8 
    SA, Laboratoires) Kosmetik GmbH     
Eco Cosmetics Baby & Eco cosmetics GmbH & Co KG 1.0 0.9 1.0 1.0 
    Kids Sonnencreme      
Bioderma Photoderm NAOS Deutschland GmbH 1.2 1.2 1.1 1.0 
    Kid (NAOS SAS)      
Dado Sens Sun Kids Dado Cosmed GmbH 1.0 1.0 1.0 0.9 
Daylong Kids Spirig Pharma GmbH 1.0 1.0 1.0 0.9 
    Sonnenschutz Lotion      
    (Galderma SA)      
La Roche-Posay L'Oréal Österreich GmbH 0.5 0.4 0.5 0.8 
    Anthelios Dermo Kids      
    (L'Oréal Groupe)      
Vichy Idéalia Soleil L'Oréal Österreich GmbH 0.6 0.5 - - 
    Sonnenschutz für      
    Kinder (L'Oréal Groupe)      
Bioderma Photoderm Aktiv-Derma GmbH - - - - 
    Kid (NAOS SAS)      
Daylong Kids Spirig Pharma GmbH - - - - 
    Sonnenschutz Lotion      
    (Nestlé SA)      
Others Others 64.7 66.0 68.9 71.1 
Total Total 100.0 100.0 100.0 100.0 

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

 

 

Table 9 Forecast Sales of Baby and Child-specific Products by Category: Value 2023-
2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Baby and Child-specific 72.1 72.8 73.6 74.1 74.6 75.4 
    Products       
Baby and Child-specific 3.2 3.2 3.3 3.3 3.3 3.3 
    Hair Care       
Baby and Child-specific 13.6 13.6 13.8 13.9 14.0 14.0 
    Skin Care       
Baby and Child-specific 3.6 3.7 3.8 3.8 3.8 3.9 
    Sun Care       
Baby and Child-specific 5.9 6.0 6.0 6.1 6.1 6.2 
    Toiletries       
Baby Wipes 44.0 44.4 44.9 45.2 45.6 46.2 
Medicated Baby and 1.1 1.2 1.1 1.1 1.1 1.1 
    Child-specific Products       
Nappy (Diaper) Rash 0.7 0.7 0.7 0.7 0.7 0.7 
    Treatments       

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

 

 

Table 10 Forecast Sales of Baby and Child-specific Products by Category: % Value 
Growth 2023-2028 
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% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Baby and Child-specific Products 0.9 0.9 4.5 
Baby and Child-specific Hair Care 0.3 0.8 4.0 
Baby and Child-specific Skin Care 0.6 0.7 3.5 
Baby and Child-specific Sun Care 1.8 1.2 5.9 
Baby and Child-specific Toiletries 0.6 0.8 4.3 
Baby Wipes 1.0 1.0 5.0 
Medicated Baby and Child-specific Products 0.8 -0.7 -3.5 
Nappy (Diaper) Rash Treatments 1.0 -0.1 -0.5 

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

 

 

Table 11 Forecast Sales of Baby and Child-specific Products by Premium vs Mass: % 
Value 2023-2028 

 

% retail value rsp 
 2023 2024 2025 2026 2027 2028 
 
Premium 2.8 3.0 3.1 3.1 3.2 3.3 
Mass 97.2 97.0 96.9 96.9 96.8 96.8 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

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

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

Beauty and personal care in Austria registered moderate current value growth during 2023 

underpinned by rising average unit prices. Manufacturers were forced to increase prices due to 

high inflation which pushed up the costs of raw materials, packaging, transport, and energy. 

Consumer demand for beauty and personal care products remained positive with less time 

spent at home compared to the pandemic years. Austrians are heavily invested in being well-

groomed especially when going out. Indeed, many beauty and personal care products benefit 

from consumers spending more time out of house. This includes hair care, colour cosmetics, 

men’s grooming and depilatories. Oral care is shaped by consumers maintaining a strong 

awareness of the importance of healthy teeth and gums. Baby and child-specific products is 

shaped by lower birth rates, which is impinging on volume sales. 

 

2023 key trends 

Sustainability was a key issue for beauty and personal care in 2023. Manufacturers of beauty 

and personal care products placed greater focus on sustainability through packaging using 

recycled and recyclable plastic. Henkel Central & Eastern Europe changed the bottles of various 

beauty brands, such as Syoss and Nature Box, which are made from 100% recycled material. 

Nivea’s packaging is almost completely free of virgin plastic, with its new Nivea shower bottle for 

women and universal shower products made from 96% recycled plastic. Nivea’s new bottles are 

25% lighter than previous packaging enabling Beiersdorf to achieve a 32% reduction in 

packaging-related CO2 emissions. More paper-based packaging from recycled paper is also 

visible in beauty and personal care. The usage of eco-friendly energy, the reduction of water in 

production and lower CO2 emissions are further aims. 

When it comes to active ingredients of beauty and personal care products consumers are 

opting to avoid products with microplastics and therefore seek ingredients from natural sources. 

Organic and natural are key features on packaging as are free from preservatives, dyes, 

parabens, sulphates, or paraffins / mineral oils and fragrance free, to name a few. 

Manufacturers are highlighting the percentage of natural ingredients on packaging. Consumers 

are more informed and increasingly knowledgeable about ingredients in beauty and personal 

care. 

 

Competitive landscape 

The leader in hair care, Henkel Central & Eastern Europe, has increased its focus on 

sustainability and its range of hair care brands. Gliss Kur has become Gliss as part of a brand 

relaunch. The company has rejuvenated a number of its brands and products in 2023. In line 

with this strategy, the company also switched its packaging to more sustainable options using 

recycled material. The international player overhauled its styling agent brand got2b with a new 

look, revised product range and vegan formula. The got2b packaging is both recyclable and 

made with recycled materials. Henkel also introduced its new styling agent brand Taft x Gliss 

combining the long-lasting styling performance of its Taft formula with the care and repair 
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expertise of the Gliss brand in shampoo and conditioners. The Henkel brands Nature Box and 

Syoss shampoo bottles are 100% recyclable and are made from 98% recycled material. 

 

Retailing developments 

The combined share of beauty specialists and health and personal care stores amounted to 

nearly one-third of total beauty and personal care value sales in 2023. Health and personal care 

stores continue to dominate retail sales of beauty and personal care products by generating the 

lion’s share of value sales. With the expansion of health and personal care stores in Austria now 

limited, no great shifts are expected in the upcoming years. These stores focus on increasing 

efficiency, internal processes and strengthening e-commerce arms. These outlets are being 

optimised, enlarged, modernised or even moved to better locations. Sustainability is a top 

priority at dm, both socially and in terms of supporting the environment. This year, almost all of 

the Group's outlets switched to certified green electricity and solar panels with these being 

installed alongside geothermal energy and heat pumps at its own large locations. 

Health and personal care stores are feeling the pressure from discounters, as well as non-

food retailers such as Action and Woolworth in Austria. The wave of expansion from non-food 

retailers, such as Action, has been supported by the lower cost of items sold in this channel. 

Non-food retailers have taken advantage of greater retail site vacancies as fewer retailers are 

choosing to expand in Austria. The fastest-growing non-food discounter Action celebrated the 

opening of its 100th shop in Austria on 24 May 2023. 

The omnichannel concept has long been a key strategy of health and personal care stores. At 

Bipa, it is increasingly important to link the store and online experience together. In the coming 

years, the company will make its click & collect service even more intuitive and versatile. The 

omnichannel model embraced by Douglas is a combination of on-site shopping and extensive 

digital offers. Customers in Austria are now able to order items that are unavailable in-store, 

which can be delivered to a shop of their choice or to their home. Yves Rocher has withdrawn 

from the market, while L'Occitane and the non-grocery retailer Roma which specialises in hair 

care products continue to reduce locations. 

 

What next for beauty and personal care? 

Consumer awareness, interest and knowledge of active ingredients in beauty and personal 

care products is expected to rise in the upcoming years. The media coverage of active 

ingredients is also expected to rise. Thus, consumers are likely to become more quickly 

informed about active ingredients which are considered to be harmful or toxic. In terms of eco-

friendly concerns, there will be a rising focus on avoiding microplastics in beauty and personal 

care. In toothpaste, studies have been published on titanium dioxide and the potential toxicity of 

titanium dioxide is being raised. Thus, some manufacturers have started to remove titanium 

dioxide from their toothpaste products. Procter & Gamble Austria is set to remove titanium 

dioxide from its Oral B toothpastes over the forecast period. We expect to see more 

manufacturers removing this ingredient from their toothpaste products. 

In terms of packaging, further shifts towards more sustainable and eco-friendly packaging is 

anticipated. However, resources need to become available to manufacturers. In order to achieve 

this, it is important that sufficient high-quality PCR material (Post-Consumer Recycled material) 

becomes available. According to industry experts there is currently no shortage of plastic in the 

system. But there are some major challenges that need to be overcome in a global context. 

These include local collection and sorting facilities, technical innovations and new solutions to 

make the collection and recycling of materials economically viable. The use of recycled material 

is an important measure, but this packaging must also be disposed of correctly by the 

consumer. Although Austria is at the forefront when it comes to recycling glass, paper and 
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metal, the recycling rate for plastic packaging is only 25%. According to the EU, this must be 

increased to 50% by 2025. Hence, there is still some work to do in this area. The EU’s 

forthcoming Packaging & Waste Regulation stipulates that from 2030, only packaging that is 

100% recyclable may be used by manufacturers. A number of multinationals including Henkel, 

Unilever and Beiersdorf pledge to make all packaging 100% recyclable by 2025. 

 

 

MARKET DATA 
 

Table 12 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Beauty and Personal Care 1,710.2 1,752.9 1,727.7 1,746.3 1,873.7 2,006.9 
Baby and Child-specific 55.9 57.4 58.7 60.6 65.6 72.1 
    Products       
Bath and Shower 129.7 132.1 151.2 145.4 145.8 151.3 
Colour Cosmetics 228.2 235.1 210.9 211.1 244.8 264.7 
Deodorants 69.3 71.8 69.3 68.7 75.5 83.0 
Depilatories 33.4 33.5 32.8 32.4 34.3 36.8 
Fragrances 202.6 206.1 192.6 198.8 208.6 219.4 
Hair Care 271.1 276.1 275.8 279.2 302.3 324.6 
Men's Grooming 227.0 230.3 219.7 218.4 231.8 245.5 
Oral Care 234.5 245.3 246.5 250.4 267.8 285.2 
Oral Care Excl Power 187.0 193.4 192.8 194.5 206.6 218.9 
    Toothbrushes       
Skin Care 362.0 371.1 372.5 379.5 397.9 428.6 
Sun Care 44.8 45.5 43.2 49.9 56.5 62.2 
Premium Beauty and 328.6 338.4 321.4 337.3 362.1 383.2 
    Personal Care       
Prestige Beauty and 292.5 300.8 282.9 296.7 319.1 331.8 
    Personal Care       
Mass Beauty and 1,032.7 1,054.3 1,050.5 1,052.9 1,131.7 1,218.9 
    Personal Care       
Dermocosmetics Beauty 57.1 59.8 61.7 67.6 73.6 92.2 
    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 13 Sales of Beauty and Personal Care by Category: % Value Growth 2018-2023 

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Beauty and Personal Care 7.1 3.3 17.4 
Baby and Child-specific Products 9.9 5.2 28.9 
Bath and Shower 3.8 3.1 16.6 
Colour Cosmetics 8.1 3.0 16.0 
Deodorants 9.9 3.7 19.7 
Depilatories 7.1 1.9 10.1 
Fragrances 5.2 1.6 8.3 
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Hair Care 7.4 3.7 19.7 
Men's Grooming 5.9 1.6 8.1 
Oral Care 6.5 4.0 21.6 
Oral Care Excl Power Toothbrushes 6.0 3.2 17.1 
Skin Care 7.7 3.4 18.4 
Sun Care 10.1 6.8 38.8 
Premium Beauty and Personal Care 5.9 3.1 16.6 
Prestige Beauty and Personal Care 4.0 2.5 13.4 
Mass Beauty and Personal Care 7.7 3.4 18.0 
Dermocosmetics Beauty and Personal Care 25.2 10.1 61.5 

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

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

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

 

 

Table 14 GBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal Groupe 12.4 12.4 13.0 13.5 14.2 
Procter & Gamble Co, The 9.7 9.8 9.8 9.8 9.7 
Beiersdorf AG 8.6 8.5 8.8 8.8 9.0 
Henkel AG & Co KGaA 6.3 6.4 6.4 6.1 6.1 
Coty Inc 5.9 4.4 4.3 4.5 4.8 
Unilever Group 4.0 4.1 4.0 3.9 3.9 
Cosnova GmbH 2.5 2.3 2.3 2.4 3.0 
Haleon Plc - - - 3.0 2.9 
Colgate-Palmolive Co 2.7 2.9 2.9 2.7 2.7 
Estée Lauder Cos Inc 3.1 3.0 3.1 2.8 2.6 
Kenvue Inc - - - - 2.4 
LVMH Moët Hennessy Louis 1.3 1.2 1.3 1.4 1.4 
    Vuitton SA      
Reckitt Benckiser Group 1.3 1.3 1.3 1.3 1.2 
    Plc (RB)      
Chanel SA 1.3 1.1 1.3 1.3 1.2 
Yves Rocher SA 1.2 1.2 1.1 1.2 0.9 
Puig SL 0.7 0.7 0.7 0.7 0.7 
Merz GmbH & Co KGaA 0.6 0.7 0.7 0.7 0.7 
Natura&Co 0.8 0.8 0.7 0.8 0.7 
Edgewell Personal Care 0.7 0.7 0.7 0.7 0.7 
    Brands LLC      
Pierre Fabre SA, 0.6 0.6 0.7 0.6 0.6 
    Laboratoires      
Wella AG - 0.5 0.5 0.5 0.6 
Bolton Group, The 0.4 0.4 0.5 0.5 0.5 
L'Occitane International SA 0.7 0.7 0.7 0.6 0.5 
Ringana GmbH 0.4 0.4 0.4 0.4 0.4 
Société Bic SA 0.4 0.4 0.4 0.4 0.4 
Weleda AG 0.4 0.4 0.4 0.4 0.4 
Sebapharma GmbH & Co KG 0.3 0.3 0.3 0.3 0.3 
Clarins SA 0.4 0.3 0.3 0.3 0.3 
Kiko SpA 0.4 0.4 0.4 0.4 0.3 
Amway Corp 0.4 0.3 0.3 0.3 0.3 
Private Label 6.6 7.0 7.2 7.3 7.4 
Others 26.0 26.7 25.5 22.4 19.0 
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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 15 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal Österreich GmbH 12.0 12.0 12.4 12.9 13.5 
Procter & Gamble Austria 9.7 9.8 9.8 9.8 9.7 
    GmbH      
Beiersdorf GmbH 8.6 8.5 8.8 8.8 9.0 
Henkel Central & Eastern 6.3 6.4 6.4 6.3 6.3 
    Europe GmbH      
Coty Prestige Austria GmbH 5.9 4.9 4.9 5.0 5.4 
Unilever Austria GmbH 4.0 4.1 4.0 3.9 3.9 
Cosnova GmbH 2.5 2.3 2.3 2.4 3.0 
GlaxoSmithKline Pharma GmbH 2.8 2.8 2.9 3.0 2.9 
Estée Lauder Cosmetics 3.1 3.0 3.1 2.8 2.6 
    GesmbH      
Johnson & Johnson GmbH 2.8 2.6 2.4 2.3 2.4 
dm-Drogerie Markt GmbH & 1.4 1.5 1.5 1.5 1.7 
    Co KG      
Hofer KG 1.7 1.8 1.8 1.7 1.6 
Colgate-Palmolive GmbH 1.6 1.8 1.7 1.6 1.5 
Reckitt Benckiser Austria 1.3 1.3 1.3 1.3 1.2 
    GmbH      
Chanel GmbH 1.3 1.1 1.3 1.3 1.2 
Gebro Pharma GmbH 1.2 1.2 1.2 1.2 1.2 
Rewe International AG 1.0 1.0 1.1 1.2 1.2 
Yves Rocher GmbH 1.2 1.2 1.1 1.2 0.9 
Christian Dior GmbH, 0.8 0.8 0.9 0.9 0.9 
    Parfums      
Puig Österreich GmbH 0.7 0.7 0.8 0.8 0.8 
Body Shop Austria GmbH, The 0.7 0.7 0.7 0.7 0.7 
Merz Consumer Care 0.6 0.6 0.7 0.7 0.7 
    Austria GmbH      
Wilkinson Sword GmbH 0.7 0.7 0.7 0.7 0.7 
Pierre Fabre Dermo- 0.6 0.6 0.7 0.6 0.6 
    Kosmetik GmbH      
Bolton Austria GmbH 0.4 0.4 0.5 0.5 0.5 
L'Occitane GmbH 0.7 0.7 0.7 0.6 0.5 
Ringana GmbH 0.4 0.4 0.4 0.4 0.4 
Société Bic SA 0.4 0.4 0.4 0.4 0.4 
Weleda AG 0.4 0.4 0.4 0.4 0.4 
Louis Vuitton Österreich 0.3 0.3 0.4 0.4 0.4 
    GesmbH      
Other Private Label 2.3 2.4 2.4 2.6 2.7 
Others 22.7 23.5 22.5 22.2 21.1 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 16 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
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Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Nivea (Beiersdorf AG) Beiersdorf GmbH 4.2 4.3 4.2 4.2 
Oral-B (Procter & Procter & Gamble Austria 3.1 3.1 3.2 3.3 
    Gamble Co, The) GmbH     
Gemey/Maybelline/Jade L'Oréal Österreich GmbH 1.6 1.7 1.8 1.8 
    (L'Oréal Groupe)      
Max Factor (Coty Inc) Coty Prestige Austria GmbH 1.3 1.3 1.5 1.7 
Schwarzkopf Poly Henkel Central & Eastern 1.8 1.7 1.7 1.7 
    Color (Henkel AG & Co Europe GmbH     
    KGaA)      
Catrice Cosnova GmbH 1.2 1.2 1.2 1.6 
L'Oréal Paris L'Oréal Österreich GmbH 1.3 1.3 1.4 1.4 
    (L'Oréal Groupe)      
Essence Cosnova GmbH 1.0 1.0 1.2 1.4 
Axe (Unilever Group) Unilever Austria GmbH 1.3 1.3 1.4 1.4 
Dove (Unilever Group) Unilever Austria GmbH 1.5 1.4 1.3 1.3 
La Roche-Posay L'Oréal Österreich GmbH 1.0 1.1 1.1 1.3 
    (L'Oréal Groupe)      
Nivea Sun (Beiersdorf Beiersdorf GmbH 1.0 1.2 1.3 1.3 
    AG)      
Nivea Men (Beiersdorf Beiersdorf GmbH 1.1 1.1 1.1 1.1 
    AG)      
Pampers (Procter & Procter & Gamble Austria 0.8 0.9 1.0 1.1 
    Gamble Co, The) GmbH     
Elmex (Colgate- Gebro Pharma GmbH 0.9 0.9 0.9 0.9 
    Palmolive Co)      
Fa (Henkel AG & Co Henkel Central & Eastern 1.0 1.0 0.9 0.9 
    KGaA) Europe GmbH     
Palmolive (Colgate- Colgate-Palmolive GmbH 1.1 1.0 0.9 0.8 
    Palmolive Co)      
Sensodyne (Haleon Plc) GlaxoSmithKline Pharma GmbH - - 0.8 0.8 
Yves Rocher (Yves Yves Rocher GmbH 0.9 1.0 1.0 0.8 
    Rocher SA)      
Glem Vital (Henkel AG Henkel Central & Eastern 0.8 0.8 0.8 0.8 
    & Co KGaA) Europe GmbH     
CeraVe (L'Oréal Groupe) L'Oréal Österreich GmbH 0.2 0.4 0.5 0.7 
The Body Shop Body Shop Austria GmbH, The 0.7 0.7 0.7 0.7 
    (Natura&Co)      
Garnier Fructis L'Oréal Österreich GmbH 0.7 0.7 0.7 0.7 
    (L'Oréal Groupe)      
Nivea Deodorant Beiersdorf GmbH 0.7 0.7 0.7 0.7 
    (Beiersdorf AG)      
Nivea Vital Beiersdorf GmbH 0.6 0.5 0.7 0.7 
    (Beiersdorf AG)      
Dr Best (Haleon Plc) GlaxoSmithKline Pharma GmbH - - 0.7 0.7 
Penaten (Kenvue Inc) Johnson & Johnson GmbH - - - 0.6 
Odol-med 3 (Haleon Plc) GlaxoSmithKline Pharma GmbH - - 0.6 0.6 
Blend-a-Med (Procter Procter & Gamble Austria 0.8 0.8 0.7 0.6 
    & Gamble Co, The) GmbH     
Mentadent (Unilever Unilever Austria GmbH 0.6 0.6 0.6 0.6 
    Group)      
Penaten (Johnson & Johnson & Johnson GmbH 1.0 0.8 0.6 - 
    Johnson Inc)      
Dr Best GlaxoSmithKline Pharma GmbH 0.7 0.7 - - 
    (GlaxoSmithKline Plc)      
Sensodyne GlaxoSmithKline Pharma GmbH 0.7 0.7 - - 
    (GlaxoSmithKline Plc)      
Odol-med 3 GlaxoSmithKline Pharma GmbH 0.6 0.6 - - 
    (GlaxoSmithKline Plc)      
Other Private Label Other Private Label 2.4 2.4 2.6 2.7 
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    (Private Label)      
Others Others 63.5 63.1 62.6 61.3 
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 17 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 6.6 6.6 7.0 7.2 7.3 7.4 
Baby and Child-specific 21.2 21.7 25.2 28.7 30.7 31.7 
    Products       
Bath and Shower 12.2 12.2 12.3 12.9 12.7 12.3 
Colour Cosmetics 5.0 5.1 5.8 6.1 6.8 6.8 
Deodorants 5.2 5.1 5.4 5.1 4.8 4.8 
Depilatories 8.9 8.9 9.2 9.0 9.1 9.4 
Fragrances 1.5 1.4 1.6 1.3 1.3 1.4 
Hair Care 3.7 3.6 3.7 3.6 3.8 3.8 
Men's Grooming 5.1 5.2 5.5 5.5 5.3 5.4 
Oral Care 8.0 8.0 8.1 7.9 7.7 7.5 
Skin Care 5.4 5.4 5.5 5.4 5.4 5.6 
Sun Care 24.0 24.0 24.8 25.0 25.4 25.5 
Mass Beauty and 8.3 8.3 8.9 9.3 9.6 9.8 
    Personal Care       

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

 

 

Table 18 Distribution of Beauty and Personal Care by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 99.4 99.4 99.4 99.4 99.3 99.3 
- Retail Offline 92.5 92.3 91.1 91.2 91.0 89.9 
-- Grocery Retailers 23.1 22.9 24.1 23.6 23.1 23.2 
--- Convenience Retail 0.2 0.2 0.2 0.2 0.2 0.1 
---- Convenience Stores 0.2 0.2 0.2 0.2 0.2 0.1 
---- Forecourt Retailers - - - - - - 
--- Supermarkets 13.7 13.7 14.3 14.2 13.9 13.9 
--- Hypermarkets 3.0 3.0 3.1 3.1 3.0 3.0 
--- Discounters 5.6 5.6 5.9 5.7 5.6 5.6 
--- Warehouse Clubs - - - - - - 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 0.6 0.6 0.6 0.5 0.5 0.5 
-- Non-Grocery Retailers 68.1 68.1 65.8 66.3 66.6 65.5 
--- General Merchandise 4.7 4.6 4.0 4.1 4.1 4.2 
    Stores       
---- Department Stores 4.2 4.2 3.6 3.6 3.6 3.7 
---- Variety Stores 0.4 0.4 0.5 0.5 0.5 0.5 
--- Apparel and - - - - - - 
    Footwear Specialists       
--- Appliances and 0.7 0.7 0.7 0.7 0.7 0.7 
    Electronics Specialists       
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--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 62.7 62.7 61.1 61.5 61.8 60.7 
    Specialists       
---- Beauty Specialists 21.2 21.4 19.5 19.3 19.4 18.7 
---- Pharmacies 0.4 0.4 0.5 0.5 0.5 0.5 
---- Optical Goods Stores - - - - - - 
---- Health and 41.0 40.9 41.2 41.8 42.0 41.5 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.0 0.0 0.0 0.0 0.0 0.0 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 1.3 1.3 1.2 1.2 1.2 1.2 
- Retail E-Commerce 6.9 7.1 8.3 8.2 8.4 9.4 
Non-retail channels 0.6 0.6 0.6 0.6 0.7 0.7 
- Hair Salons 0.6 0.6 0.6 0.6 0.7 0.7 
Total 100.0 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 19 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 91.5 90.8 89.5 93.3 92.8 89.0 
-- Grocery Retailers 36.2 39.2 6.3 42.0 31.1 7.0 
--- Convenience Retail 1.7 0.7 0.0 0.0 0.0 0.0 
---- Convenience Stores 1.7 0.7 0.0 0.0 0.0 0.0 
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0 0.0 
--- Supermarkets 18.7 22.1 2.3 27.0 18.9 5.2 
--- Hypermarkets 4.8 4.2 1.5 4.5 6.4 1.1 
--- Discounters 8.4 10.8 2.3 8.8 5.7 0.6 
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 2.5 1.4 0.1 1.8 0.1 0.1 
-- Non-Grocery Retailers 55.3 49.7 81.2 50.0 61.4 81.1 
--- General Merchandise 0.0 0.6 6.5 1.9 2.1 12.7 
    Stores       
---- Department Stores 0.0 0.0 6.5 1.9 2.1 12.7 
---- Variety Stores 0.0 0.6 0.0 0.0 0.0 0.0 
--- Apparel and 0.0 0.0 0.0 0.0 0.0 0.0 
    Footwear Specialists       
--- Appliances and 0.0 0.0 0.0 0.0 0.0 0.0 
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0 0.0 
    Specialists       
--- Health and Beauty 55.3 49.1 74.6 48.0 59.3 68.5 
    Specialists       
---- Beauty Specialists 0.0 1.7 39.1 2.1 0.0 34.1 
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---- Pharmacies 0.2 0.0 0.0 0.0 0.0 0.0 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 55.1 47.3 35.5 45.9 59.3 34.4 
    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 0.0 0.0 0.1 0.0 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.1 1.9 2.1 1.3 0.3 0.9 
- Retail E-Commerce 8.5 9.2 10.5 6.7 7.2 11.0 
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     
 
Retail Channels 95.9 99.7 100.0 100.0 100.0  
- Retail Offline 84.6 90.1 93.7 90.0 92.8  
-- Grocery Retailers 12.3 28.1 42.3 20.5 29.3  
--- Convenience Retail 0.1 0.1 0.0 0.0 0.6  
---- Convenience Stores 0.1 0.1 0.0 0.0 0.6  
---- Forecourt Retailers 0.0 0.0 0.0 0.0 0.0  
--- Supermarkets 7.6 17.8 27.3 11.9 15.6  
--- Hypermarkets 1.9 3.2 5.1 2.3 5.2  
--- Discounters 2.6 6.5 9.0 6.0 7.8  
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0  
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0  
    specialists       
--- Small Local Grocers 0.0 0.5 0.9 0.3 0.2  
-- Non-Grocery Retailers 71.5 61.0 51.0 67.6 62.0  
--- General Merchandise 2.5 4.7 0.0 5.9 2.3  
    Stores       
---- Department Stores 0.0 4.5 0.0 5.9 2.3  
---- Variety Stores 2.5 0.2 0.0 0.0 0.0  
--- Apparel and 0.0 0.0 0.0 0.0 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 5.0 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 69.0 56.3 46.0 61.7 59.7  
    Specialists       
---- Beauty Specialists 28.2 14.1 0.0 22.8 4.9  
---- Pharmacies 1.6 0.1 0.0 0.8 1.4  
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 39.2 42.1 46.0 38.1 53.4  
    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 0.0 0.0 0.0  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 0.8 1.0 0.4 1.9 1.5  
- Retail E-Commerce 11.3 9.6 6.3 10.0 7.2  
Non-retail channels 4.1 0.3 0.0 0.0 0.0  
- Hair Salons 4.1 0.3 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

 

 

 

 

 

Data removed from sample 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Data removed from sample 

 



B A B Y  A N D  C H I L D - S P E C I F I C  P R O D U C T S  I N  A U S T R I A  P a s s p o r t  18 

©  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 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 20 Forecast Sales of Beauty and Personal Care by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 2,006.9 2,028.7 2,054.9 2,073.6 2,091.9 2,111.5 
Baby and Child-specific 72.1 72.8 73.6 74.1 74.6 75.4 
    Products       
Bath and Shower 151.3 150.3 150.8 151.4 152.4 153.6 
Colour Cosmetics 264.7 268.8 274.6 278.4 281.9 285.4 
Deodorants 83.0 84.9 86.8 88.1 89.6 90.8 
Depilatories 36.8 36.8 36.8 36.8 36.7 36.7 
Fragrances 219.4 219.6 221.5 222.4 223.5 224.8 
Hair Care 324.6 327.8 331.2 333.3 334.4 336.4 
Men's Grooming 245.5 246.0 247.5 248.9 250.9 253.5 
Oral Care 285.2 286.8 289.8 292.8 296.6 301.3 
Oral Care Excl Power 218.9 218.8 219.6 220.0 220.7 221.9 
    Toothbrushes       
Skin Care 428.6 438.2 446.2 451.9 456.6 460.5 
Sun Care 62.2 63.3 64.3 64.9 65.3 65.8 
Premium Beauty and 383.2 387.3 392.0 395.2 398.3 401.5 
    Personal Care       
Prestige Beauty and 331.8 - - - - - 
    Personal Care       
Mass Beauty and 1,218.9 1,234.8 1,253.2 1,265.4 1,276.3 1,287.2 
    Personal Care       
Dermocosmetics Beauty 92.2 - - - - - 
    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 21 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 1.1 1.0 5.2 
Baby and Child-specific Products 0.9 0.9 4.5 
Bath and Shower -0.7 0.3 1.5 
Colour Cosmetics 1.6 1.5 7.8 
Deodorants 2.4 1.8 9.5 
Depilatories 0.1 0.0 -0.1 
Fragrances 0.1 0.5 2.5 
Hair Care 1.0 0.7 3.6 
Men's Grooming 0.2 0.6 3.3 
Oral Care 0.6 1.1 5.6 
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Oral Care Excl Power Toothbrushes -0.1 0.3 1.3 
Skin Care 2.2 1.4 7.4 
Sun Care 1.8 1.1 5.7 
Premium Beauty and Personal Care 1.1 0.9 4.8 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 1.3 1.1 5.6 
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: 5 August 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 Bundesinnung der Fußpfleger, Kosmetiker & 

Masseure (Wirtschaftskammer Österreich) 

 Statistik Austria 

 Wirtschaftskammer Österreich 

Trade Associations Bundesgremium des 

Parfuemeriewarenhandels 

 Bundesverband des Handels mit Drogerie & 

Parfuemwarenhandels 

 Handelsverband Direktvertrieb 

 IKW 

 Österreichischer Drogistenverband 

Trade Press Beauty Business News 

 Beauty-fairs.at 

 Cash.at 

 Cosmade.com 
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 Cosmetic Business 

 Cosmetic Design 

 Cossma.com 

 Der Standard 

 Die Presse 

 Dowjones.de 

 Enjoyliving.at 

 European Cosmetic Markets 

 Financial Times 

 Forbes 

 Fujifilm.eu 

 GCI Magazine 

 Handelszeitung 

 Happi Magazine 

 International Cosmetique News 

 Kaerntnerin.at 

 Kleine Zeitung 

 Kosmetik Transparent 

 L'OFFICIEL 

 Merz.co.at 

 ORF.at 

 OTS.at 

 Parfuemerienachrichten.de 

 Produkt.at 

 Ptext.at 

 Redspa.de 

 Regal 

 Soap Perfumery & Cosmetics 

 Terra-Verlag GmbH 

 Zeit.de 

Source: Euromonitor International 
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