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DEPILATORIES IN FRANCE - 
CATEGORY ANALYSIS 

 

 

KEY DATA FINDINGS 
 

▪ Retail value sales decrease by 0.4% in current terms in 2023 to EUR206 million  

▪ Women’s razors and blades is the best performing category in 2023, with retail value sales 

growing by 2% in current terms to EUR71 million 

▪ Reckitt Benckiser France SA is the leading player in 2023, with a retail value share of 37% 

▪ Retail sales are set to decrease at a current value CAGR of 0% (2023 constant value CAGR 

of -2%) over the forecast period to EUR205 million 

 

 

2023 DEVELOPMENTS 
 

Rise of beauty salons, anti-hair removal trend, and inflationary 
pressures pose challenges for depilatories 

Depilatories in France saw a minor current value decline and a more significant fall in volume 

terms in 2023, after positive performances the previous year. A number of factors contributed to 

this decline, most notably the value declines in sales of women’s pre-shave, and hair 

removers/bleaches. These developments were mostly shaped by the state of the economic 

landscape, with France experiencing a spike in inflation that reached 5% in 2023. Consumers 

became increasingly price-sensitive as a result of the consequent rise in the cost of living and 

inflationary pressures, which resulted in decreased spending in a number of product categories, 

including depilatories. As a result, volume sales of depilatories fell in every category in 

comparison with 2022. 

The anti-hair removal trend was one of the other factors dampening the growth of the 

category in 2023. This trend, which gained momentum during the COVID-19 pandemic, has 

been ongoing, leading to a complete withdrawal from traditional hair removal and shaving 

practices. As a result, demand for women’s depilatories has been negatively impacted, with 

more consumers increasingly opting out of these categories altogether. Despite this setback, 

competing brands remain determined to innovate and revamp their offerings in order to adapt to 

evolving consumer preferences. However, the sustained momentum of the movement against 

hair removal presented a formidable obstacle to the growth of depilatories in France in 2023. 

Furthermore, the expansion of beauty salons presented a significant barrier to the 

development of depilatories in 2023. There are numerous beauty salons in France, and many 

French women used to visit these establishments for hair removal treatments before the 

pandemic. Although the pandemic forced many to depilate at home, salon visits for professional 

treatments have increased again since the end of the pandemic. However, a proportion of 

people who became used to carrying out their hair removal routine at home continued to do so 

even after the pandemic ended. While the resurgence of salon visits poses a challenge to 

growth in depilatories, the sustained preference for at-home hair removal indicates a shifting 

landscape that depilatories brands must navigate to adapt effectively to changing consumer 

behaviours. 
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Promotions are gaining increasing importance 

As consumers were looking to cut back on their expenditure amidst the inflationary period in 

France in 2023, brands tried to find solutions to attract price-sensitive consumers. One such 

solution was the introduction of bundles with a price advantage. For instance, Wilkinson 

responded to this trend by launching three hair removal kits in 2023. These kits, presented in 

appealing pastel colours, offer consumers a choice between cold wax and depilatory cream. 

With a focus on ingredients derived from natural sources, Wilkinson’s new depilatory range 

underlines its commitment to naturalness, boasting ingredients such as calendula oil, almond 

oil, hemp seed oil, and cocoa butter. These offerings cater to consumers seeking both effective 

hair removal solutions and natural ingredient formulations. The kits became available in 

supermarkets just before the summer season, and each was priced at EUR12.90, making them 

a competitive option for budget-conscious shoppers. This move reflects players’ response to 

increased price-sensitivity amongst consumers in depilatories in France in 2023.  

In addition, the growth of private label, which saw an above-average 5% increase in value 

sales in 2023, and the rising prominence of discounters and other discount retailers in sales of 

depilatories, further demonstrated the impact of price sensitivity on category dynamics. 

 

Refillable razor systems on the rise 

Women’s razors and blades was the only category to see positive current value growth within 

depilatories in France in 2023, thanks to price increases. Even though there was a fall in volume 

sales compared with the previous year due to consumers’ more conservative spending patterns, 

razors and blades performed better than other depilatories categories. The segment that drove 

down sales was disposable razors. French consumers began to distance themselves from this 

product type due to both the long-term economic advantage of refillable systems, and the 

environmental harm caused by disposable razors. On the other hand, razor systems and refill 

blades performed well.  

As one of the leading brands in depilatories in France, Bic had already introduced the Bic 

Click 3 Soleil Sensitive refillable razor system in 2021. In 2023, Gillette’s Venus brand also 

entered the market with its Satin Care range, which includes a razor system, refill blades, a skin-

smoothing exfoliant, a cleansing shaving gel, and a soothing serum. This range is specifically 

designed to address the needs of the bikini area. The range does not include any disposable 

alternatives, reflecting a growing trend towards refillable razor systems. Refillable systems 

represents the majority of overall sales of women’s razors and blades in France, and has been 

increasing its share, and this is expected to continue in the forecast period, due to being an eco-

friendly alternative. 

 

 

PROSPECTS AND OPPORTUNITIES 
 

At-home hair removal solutions will continue to threaten the growth of 
depilatories 

Depilatories in France is set to maintain its declining trend in volume terms in the forecast 

period, and a static current value CAGR is expected. This will be driven by intensifying 

competition from alternative hair removal methods, such as laser hair removal and electric 

epilators. The rising popularity of such at-home hair removal solutions will pose a significant 

threat to this category, as consumers increasingly explore these options. 

In particular, the largest category within depilatories, hair removers/bleaches, which 

accounted for 63% of sales in 2023, is expected to continue declining in both current value and 

volume terms. This will primarily be attributed to waxes, which are perceived by consumers as 
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requiring more expertise, and are thus less favoured. By contrast, chemical depilatories, which 

are known for their ease of use, are expected to show progress. 

Over the forecast period, electric wax heaters, epilators, and laser hair removers are poised to 

gain traction, especially as they become more affordable and accessible. These products have 

witnessed heightened demand since the pandemic, as prolonged periods at home prompted 

consumers to seek longer-lasting hair removal solutions that they could administer themselves. 

Many consumers who adopted such products during the pandemic are likely to continue using 

them, appreciating the flexibility and convenience they offer compared with salon-based 

treatments. 

As a reaction to the increasing demand for DIY hair removal methods, Nair is seeking to 

rejuvenate its hot wax products with the introduction of Ma Première Cire, a beginner-friendly 

option targeted towards attracting new customers. In addition, the brand is improving its flagship 

line, Cire divine, by integrating hemp seed oil, aligning with the increasing consumer preference 

for natural components. 

 

Focus on innovation to attract consumers 

Pricing holds significant importance in depilatories, given prevailing price sensitivity amongst 

consumers. This tendency also gained pace along with the high inflationary trend in France 

during 2022 and 2023. However, there is another consumer group that is less price-sensitive, 

but searching for value, better ingredient quality, and efficacy in the products they purchase. 

Brands keep innovating to meet the needs of different consumers, striving to introduce more 

effective products containing natural ingredients which offer enhanced value for customers, in 

line with prevailing industry trends. 

In 2023, the leading brand in depilatories, Veet, updated the packaging of its two distinct 

product ranges, Pure and Expert, which address the needs of different consumer profiles. Pure 

caters to consumers seeking simpler formulations with fewer chemical ingredients, while Expert 

targets those prioritising efficiency. The Expert range offers products such as a hair removal 

cream that works in just two minutes, and specialised creams tailored for complete hair removal 

from sensitive areas such as the bikini line and underarms. The Pure range also offers hair 

removal creams and wax strips for different skin types, at a lower price point.  

Similarly, Wilkinson introduced depilatory kits in 2023 featuring natural ingredients and vegan 

formulations. This strategic move aligns with the evolving preference of consumers for products 

that deliver effective results while also offering convenience and quality.  

 

Eco-friendly solutions expected to become more readily available and 
popular 

The eco-friendly trend in depilatories, characterised by a shift towards sustainable practices, 

is poised to continue its momentum in the forecast period. A notable aspect of this trend is the 

increasing popularity of razor systems and refill blades and environmentally-conscious 

packaging solutions. Bic’s Click Soleil range, and Venus’s Satin Care launch in 2023 exemplify 

this, featuring razor systems and refill blades specifically designed for the bikini area. Moreover, 

leading brands are actively taking steps to reduce the plastic content in their packaging and 

adopt more eco-friendly alternatives. Gillette’s Venus, for instance, offers products packaged in 

recycled cardboard and paper certified by the Forest Stewardship Council (FSC).  

In response to growing environmental concerns, manufacturers are prioritising eco-

responsible options, particularly in addressing the plastic content of disposable razors, which 

has significant environmental implications. Wilkinson has also transitioned to packaging its 

products in eco-friendlier materials, utilising 90% recycled cardboard. For instance, its Xtreme 3 

Beauty Eco Green razor, made from 95% recycled and recyclable plastic, is positioned as an 
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ecological alternative in disposable razors, and is packaged in recycled and recyclable 

cardboard. As consumer awareness of and demand for eco-friendly options continues to grow, 

depilatories in France is expected to witness further advances towards sustainability and 

environmental responsibility. 

 

 

CATEGORY DATA 
 

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

 

EUR million 
 2018 2019 2020 2021 2022 2023 
 
Depilatories 202.7 196.8 207.9 196.2 206.4 205.6 
Hair Removers/Bleaches 121.8 119.0 134.1 123.2 131.2 129.4 
Women's Pre-Shave 6.4 6.2 5.8 5.5 5.6 5.5 
Women's Razors and Blades 74.4 71.6 68.0 67.4 69.6 70.7 

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

 

 

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

 

% current value growth 
 2022/23 2018-23 CAGR 2018/23 Total 
 
Depilatories -0.4 0.3 1.4 
Hair Removers/Bleaches -1.4 1.2 6.2 
Women's Pre-Shave -1.8 -3.1 -14.5 
Women's Razors and Blades 1.5 -1.0 -5.0 

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

 

 

Table 3 Sales of Women's Razors and Blades by Type: % Value Breakdown 2019-2023 

 

% retail value rsp 
 2019 2020 2021 2022 2023 
 
Disposables 47.0 46.7 44.2 42.6 41.4 
Systems 53.0 53.3 55.8 57.4 58.6 
Systems - Razors 12.6 12.7 15.0 16.5 17.2 
Systems - Refill Blades 40.5 40.6 40.8 40.9 41.4 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 4 NBO Company Shares of Depilatories: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
Reckitt Benckiser France SA 35.4 37.8 36.4 36.6 36.8 
Procter & Gamble France SNC 18.6 17.9 19.8 20.0 20.5 
Wilkinson Sword SA 11.4 10.3 10.7 10.2 10.0 
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Santé Beauté SA, 9.5 10.2 9.9 10.0 10.0 
    Laboratoires      
Société Bic SA 5.4 4.5 4.4 4.0 4.1 
Laboratoires Laurence 2.9 3.3 3.2 3.0 3.0 
    Dumont      
Berdoues, Parfums 2.4 2.5 2.3 2.3 2.2 
Galec - Centre 1.5 1.6 1.5 1.5 1.4 
    Distributeur Edouard      
    Leclerc      
Pierre Fabre SA, 1.3 1.3 0.9 0.9 0.9 
    Laboratoires      
Other Private Label 8.9 8.7 8.7 9.2 9.9 
Others 2.6 2.0 2.2 2.3 1.3 
Total 100.0 100.0 100.0 100.0 100.0 

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

 

 

Table 5 LBN Brand Shares of Depilatories: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
Veet (Reckitt Reckitt Benckiser France SA 37.8 36.4 36.6 36.8 
    Benckiser Group Plc      
    (RB))      
Gillette (Procter & Procter & Gamble France SNC 14.4 15.1 14.8 15.2 
    Gamble Co, The)      
Nair (Church & Dwight Santé Beauté SA, 10.2 9.9 10.0 10.0 
    Co Inc) Laboratoires     
Wilkinson Sword Lady Wilkinson Sword SA 10.2 10.7 10.1 9.9 
    Protector (Edgewell      
    Personal Care Brands      
    LLC)      
Bic Société Bic SA 4.5 4.4 4.0 4.1 
Jolly (Procter & Procter & Gamble France SNC 1.1 2.2 2.9 3.0 
    Gamble Co, The)      
Laurence Dumont Laboratoires Laurence 3.2 3.1 3.0 2.9 
    Epilation (Eugène Dumont     
    Perma France SAS)      
Gillette Satin Care Procter & Gamble France SNC 2.4 2.4 2.3 2.3 
    (Procter & Gamble Co,      
    The)      
Blond'Epil Berdoues, Parfums 2.5 2.3 2.3 2.2 
Leclerc (Private Label) Galec - Centre 1.6 1.5 1.5 1.4 
 Distributeur Edouard Leclerc     
Klorane Pierre Fabre SA, 1.3 0.9 0.9 0.9 
 Laboratoires     
Dermo soin epilation Laboratoires Laurence 0.1 0.1 0.1 0.1 
    (Eugène Perma France Dumont     
    SAS)      
Wilkinson Sword Wilkinson Sword SA 0.1 0.1 0.1 0.1 
    (Edgewell Personal      
    Care Brands LLC)      
Dermo soin epilation Laboratoires Laurence Dumont - - - - 
Laurence Dumont Laboratoires Laurence - - - - 
    Epilation Dumont     
Wilkinson Sword Wilkinson Sword SA - - - - 
    (Energizer Holdings      
    Inc)      
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Wilkinson Sword Lady Wilkinson Sword SA - - - - 
    Protector (Energizer      
    Holdings Inc)      
Other Private Label Other Private Label 8.7 8.7 9.2 9.9 
    (Private Label)      
Others Others 2.0 2.2 2.3 1.3 
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 Forecast Sales of Depilatories by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Depilatories 205.6 199.8 195.4 191.6 188.4 186.2 
Hair Removers/Bleaches 129.4 124.8 121.4 118.3 115.9 114.5 
Women's Pre-Shave 5.5 5.1 4.9 4.8 4.6 4.5 
Women's Razors and Blades 70.7 69.8 69.1 68.5 67.8 67.1 

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

 

 

Table 7 Forecast Sales of Depilatories by Category: % Value Growth 2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Depilatories -2.8 -2.0 -9.4 
Hair Removers/Bleaches -3.5 -2.4 -11.5 
Women's Pre-Shave -5.7 -3.6 -16.9 
Women's Razors and Blades -1.3 -1.0 -5.1 

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

 

 

EXECUTIVE SUMMARY 
 

Beauty and personal care in 2023: The big picture 

Beauty and personal care in France saw positive current value growth in 2023, mainly driven 

by rising prices due to ongoing inflation in the country, which pushed up costs and prices, 

therefore supporting value growth. Although value sales recovered to the 2019 level in many 

categories, volumes still struggled to recover due to inflationary pressures, holding consumers 

back from increasing their purchasing frequency. The COVID-19 pandemic led consumers to 

reduce their beauty and personal care spending, due to lockdowns and the wearing of masks 

while out in public. Due to the closure of beauty salons, people carried their self-care routines to 

their homes during the time of the lockdowns. Consumers also reduced the number of products 

they used, and the level of consumption has not bounced back as strongly as it may have 

without inflationary pressures. 

Heightened health concerns during COVID-19 transformed into an increased focus on health 

and all things natural after the pandemic. This led consumers to opt for more natural ingredients 

and premium products, at the expense of paying more per purchase. However, on the other 

hand, inflationary pressures and increased concerns about the cost of living led consumers to 

cut back on their purchases. These contradicting motivations on the consumer side led to 

increased polarisation in beauty and personal care. Some consumers prioritised quality, and 

premium or even super-premium products, while cutting down on their purchasing frequency, 

whereas others preferred mass products which offered value for money.  

Brands that position themselves at the premium end of the market innovated with highly 

technical products with cleaner ingredients. Mass brands on the other hand, tried to provide 

higher value products for their customers by launching products containing natural ingredients, 

or by expanding format offerings to address the needs of different households, from single 

people looking for smaller formats, to larger families seeking out bundles. Promotions also 

gained much more importance in consumers’ eyes, with a greater number of consumers 

seeking better price offerings at discounters and other discount retailers, benefiting the growth 

of players such as Action, NORMAL, and Lidl. 

The consumer preference for premium or mass brands highly differed according to different 

categories and products. For example, colour cosmetics was one of the categories in which the 

trade-off between price and more premium formulations varied by category; consumers 

prioritised quality in facial make-up, and preferred premium brands, but the price point became 

more important in nail products, leading to an increase in sales of mass brands.  

 

2023 key trends 

There was a significant rise in health concerns during the pandemic, which led people to 

become much more conscious about the products they consumed and their health aspects. 

Even after the pandemic ended, this remained a habit for many consumers, who paid much 

more attention to the composition of the products they purchased, their ingredients, health 

benefits, and effect on the environment. This led to the rise of a strong health, self-care, and 

natural beauty trend globally, whereby consumers started paying much more attention to the 

quality of ingredients, and started searching for natural products. However, on the other hand, 
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inflationary pressures in France (and globally) led consumers to cut down on their purchasing 

frequency, or they shifted to smaller product formats, leading to the rise of the “quality over 

quantity” and “less is more” trends. With the higher expense of buying better-quality and 

premium products, consumers cut back on their purchases, leading to a slowdown in volumes 

and an increase in value per purchase.  

As a result of these trends, brands innovated to launch products containing more natural 

ingredients. Ingredient transparency also gained significant importance, which led to the 

emergence of product passports, which offer consumers a comprehensive insight into the 

lifecycle of a product, including ingredient composition and manufacturing processes. The 

introduction of product passports was also encouraged by the European Union, which came up 

with new rules requiring consumer brands to utilise digital product passports, which are planned 

to be implemented by 2026. Shiseido’s Ulé brand was one of the pioneers that responded to 

this, by adding a digital product passport to its new C-Bright serum, which was planned for 

launch at the beginning of 2024. 

In addition, multipurpose products gained a great deal of traction across all categories, as 

they are perceived as offering higher value for money due to their functionality. From BB creams 

with SPF, to shampoos with hyaluronic acid, to foundations with vitamins, to tinted sun creams 

that reduce dark spots, brands innovated to offer consumers products with additional benefits. 

The consumption patterns of Gen Z and Gen Y, which now represent 37% of the total French 

population, significantly impacted industry trends in 2023. These younger generations spend a 

significant amount of time on social media platforms such as TikTok and Instagram, and are 

highly influenced by the content in these channels, from influencer content to personalised and 

targeted brand advertisements. Social media channels have a great impact on consumers’ 

(especially younger generations’) purchasing decisions. Social media channels have also 

become the epicentre of global trends, exemplified by the “Clean Girl Aesthetic” trend, which 

originated on TikTok in 2023, and had a significant impact on consumer demand and product 

innovations in many different categories within the beauty and personal care space. Brands, 

which are well-aware of the impact of social media on the buying patterns of consumers, 

focused their marketing investments on these digital channels, trying to capture the attention of 

the younger generations by creating creative content and boosting the visibility of their new 

innovations. 

 

Competitive landscape 

With the rising impact of digital channels and influencer content on consumers’ purchasing 

decisions, smaller brands carried out innovative product launches in many categories in 2023, 

such as colour cosmetics and skin care, challenging the growth of larger and more established 

brands. The heightened price sensitivity amongst consumers, who were open to trying new 

products, also contributed to the rise of these smaller brands.  

The premiumisation, natural, and quality over quantity trends benefited the performance of 

premium brands in 2023, many of which grew in the high single digits, whilst mass brands 

showed slower progress. The polarisation between the demand for premium and mass brands 

differed significantly across categories. Fragrances and hair care were categories in which 

consumers strictly preferred premium brands with higher quality formulations rather than mass 

brands that offered lower price points in 2023. 

Other winners in beauty and personal care in 2023 were dermocosmetics brands, which 

showed much faster growth compared with the industry average. These brands stood out with 

their dermatologically-proven formulations, boosting trust amongst consumers in their 

ingredients and ensuring high product quality. Consumers were less price-sensitive when it 

came to dermocosmetics brands, benefiting sales of these products, especially in skin care. 

L'Oréal remained the leader in overall beauty and personal care in 2023, while its leading 
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dermocosmetics brand La Roche-Posay ranked first in value terms not only in dermocosmetics, 

but also within overall beauty and personal care. 

Significant acquisitions have been seen in the industry. The Body Shop, renowned for its 

cruelty-free and ethical products, and previously owned by Natura & Co, has been acquired by 

the European private equity business Aurelius, for GBP207 million, with a potential additional 

GBP90 million, subject to certain conditions. Similarly, Aesop, the Australian luxury beauty 

brand, also formerly under Natura & Co, was acquired by L’Oréal in 2023. Natura & Co has 

announced its intention to focus more sharply on its strategic priorities, particularly its 

investment plan in Latin America. 

 

Retailing developments 

In 2023, discounters and other discount retailers benefited from rising inflation and the cost-

of-living crisis, as consumers searched for ways to cut back on their expenses, and visited such 

retailers to find better price offerings or promotions. Hair salons also experienced an increase in 

value sales. While many consumers resorted to home beauty routines during the COVID-19 

period, some are now returning to their usual habits, leading to an uptick in sales in hair salons. 

However, it is worth noting that some consumers have grown accustomed to managing their 

beauty routine at home – a trend that has gained momentum amidst inflationary pressures. This 

trend poses a challenge to the growth of hair salons. 

Health and beauty specialists experienced notable growth in 2023, moving towards the pre-

COVID-19 share of sales. Consumers who appreciate the in-store experience returned to 

physical beauty specialists following the end of the pandemic. In addition, the remarkable 

performance of dermocosmetics brands contributed to the significant growth of pharmacies, 

especially in skin care and sun care. 

Retail e-commerce, driven by continuous progress towards digitalisation, was another winner 

in the review period. Online beauty retailers such as Sephora and Nocibé maintain their 

popularity within this channel, closely followed by e-commerce platforms such as Amazon and 

official brand websites. In addition, social media platforms such as TikTok and Instagram are 

emerging as significant e-commerce channels for purchases of beauty products, with their 

influence on consumers’ purchasing decisions growing substantially alongside the increasing 

usage of social media, influencer presence, and innovative content. Consequently, there has 

been a significant increase in online spending via these platforms. Influencers play an important 

role in building consumer trust in brands and facilitating the introduction of new products, 

thereby accelerating initial trial rates. The rapid increase in beauty purchases through e-

commerce channels can be attributed to ongoing enhancements aimed at improving the overall 

shopping experience. Generation Z and Generation Y, who spend a lot of time on social media 

and are heavily influenced by content and advertisements that cater to their interests and needs, 

are also driving this trend. 

 

What next for beauty and personal care? 

Beauty and personal care in France is set to return to growth in volume terms in the forecast 

period, and maintain growth in current value terms. The future of the industry will be shaped by 

a few key trends. First of all, natural products and clean formulations have become prerequisites 

amongst consumers, rather than added values. As people are now much more aware of the 

composition of the products they use, and their effects on the environment, these qualities will 

remain amongst the top concerns when consumers are making their purchasing decisions. 

Dermocosmetics brands are also expected to maintain their significant growth, as a result of the 

continued focus on ingredient quality and health, while they are expanding to a wider range of 
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categories within the beauty space. New entrants entering dermocosmetics will keep boosting 

the competition and challenging the established players.  

Sustainability, eco-consciousness and social responsibility will remain essential, with more 

and more consumers looking for these qualities in their purchases. Packaging innovations are 

expected to focus on recycled and recyclable packaging, and refillable/rechargeable products. 

However, eco-friendly initiatives will not be limited to packaging, as brands are also increasingly 

expected to meet carbon-neutral standards, which means neutralising their carbon footprint by 

recycling as much as they are using. Euromonitor’s Voice of the Consumer: Sustainability 

Survey, fielded January to February 2023, highlights changing preferences amongst French 

respondents, indicating a significant shift towards prioritising ethical sourcing and natural 

ingredients in colour cosmetics. According to the survey, 30% of French respondents now 

consider factors such as cruelty-free and vegan certifications when making purchasing 

decisions for colour cosmetics, marking a 7% increase from the previous year. As an example, 

Cosnova removed microplastics from its products, including biodegradable glitter and mineral 

particles in eye shadows and nail polishes. This initiative aligns with the European 

Commission’s drive to address the environmental impact of microplastics, which enter the 

oceans through the water cycle. 

The effect of the inflationary pressures seen in 2023 is expected to continue for a while, but 

inflation is expected to ease in the forecast period. As consumers keep looking for value for 

money, technical ingredients such as hyaluronic acid, vitamins, retinol, niacinamide, glycolic 

acid, and lactic acid will be sought-after. Multipurpose products offering more than one benefit 

will also remain popular. Premium brands are also expected to continue their positive value 

growth performance; however, at a slowing pace, due to the lower price growth expected in the 

forecast period.  

Promotions will remain important as long as price sensitivity remains. However, the 

implementation of the Descrozaille law, passed by the National Assembly in March 2023, is 

going to pose challenges, as the law imposes limitations on discounts within the non-food 

industry, setting a cap at 34%, effective as of 1 March 2024. Consequently, companies will need 

to explore alternative strategies to appeal to price-sensitive consumers. 

With advances in digitalisation and technology, beauty and personal care is expected to 

witness a surge in personalised content and innovations. The leading company L’Oréal is 

already making many investments in this space, under its Beauty Tech division. L’Oréal 

constantly innovates to create products and services that meet the personalised needs of 

different consumers by using the latest technologies. The Meta Profiler service, which the 

company showcased at the technology and start-up event VivaTech 2023, and whose launch is 

scheduled for early 2024 in France, is an example of an innovation that will shape the future of 

the beauty and personal care industry. This in-store diagnostic consultation tool, which was 

developed in collaboration with Giorgio Armani, lasts 10 minutes and offers a detailed analysis 

of the consumer’s skin to provide a personalised skin care routine using Giorgio Armani’s 

Crema Nera products, along with self-massage techniques. Technological advances such as 

this in the beauty space are expected to accelerate in the forecast period, offering more 

personalised products and experiences to consumers. 

 

 

MARKET DATA 
 

Table 8 Sales of Beauty and Personal Care by Category: Value 2018-2023 

 

EUR million 
 2018 2019 2020 2021 2022 2023 
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Beauty and Personal Care 13,982.8 13,927.7 13,243.7 13,361.1 14,143.1 14,986.2 
Baby and Child-specific 381.2 377.7 376.4 367.0 373.6 375.7 
    Products       
Bath and Shower 1,285.4 1,272.4 1,656.1 1,468.6 1,475.5 1,526.3 
Colour Cosmetics 1,438.0 1,408.4 1,044.4 1,034.2 1,105.4 1,140.3 
Deodorants 653.5 648.3 600.4 607.3 645.2 685.8 
Depilatories 202.7 196.8 207.9 196.2 206.4 205.6 
Fragrances 2,586.8 2,571.6 2,142.6 2,409.2 2,721.1 3,028.3 
Hair Care 1,730.9 1,708.8 1,750.3 1,715.6 1,788.8 1,867.8 
Men's Grooming 1,683.4 1,669.5 1,490.3 1,546.4 1,660.2 1,777.4 
Oral Care 1,411.5 1,452.2 1,478.8 1,518.1 1,564.8 1,625.8 
Oral Care Excl Power 1,265.0 1,295.6 1,314.3 1,336.5 1,376.1 1,424.5 
    Toothbrushes       
Skin Care 3,436.8 3,444.6 3,218.1 3,288.5 3,418.0 3,642.6 
Sun Care 420.7 424.5 371.9 382.9 468.8 511.7 
Premium Beauty and 5,859.0 5,871.7 5,192.6 5,525.1 6,103.9 6,659.5 
    Personal Care       
Prestige Beauty and 4,521.0 4,536.5 4,007.6 4,193.5 4,681.5 5,143.6 
    Personal Care       
Mass Beauty and 6,054.1 5,964.0 5,948.6 5,728.5 5,870.5 6,095.5 
    Personal Care       
Dermocosmetics Beauty 1,450.5 1,451.0 1,306.1 1,473.0 1,589.3 1,733.9 
    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 9 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 6.0 1.4 7.2 
Baby and Child-specific Products 0.6 -0.3 -1.4 
Bath and Shower 3.4 3.5 18.7 
Colour Cosmetics 3.2 -4.5 -20.7 
Deodorants 6.3 1.0 5.0 
Depilatories -0.4 0.3 1.4 
Fragrances 11.3 3.2 17.1 
Hair Care 4.4 1.5 7.9 
Men's Grooming 7.1 1.1 5.6 
Oral Care 3.9 2.9 15.2 
Oral Care Excl Power Toothbrushes 3.5 2.4 12.6 
Skin Care 6.6 1.2 6.0 
Sun Care 9.1 4.0 21.6 
Premium Beauty and Personal Care 9.1 2.6 13.7 
Prestige Beauty and Personal Care 9.9 2.6 13.8 
Mass Beauty and Personal Care 3.8 0.1 0.7 
Dermocosmetics Beauty and Personal Care 9.1 3.6 19.5 

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

 

 

Table 10 GBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal Groupe 21.7 22.0 22.0 22.0 22.6 
LVMH Moët Hennessy Louis 5.9 5.1 5.7 6.3 6.5 
    Vuitton SA      
Unilever Group 4.7 5.0 4.9 4.7 4.4 
Procter & Gamble Co, The 4.4 4.7 4.6 4.4 4.3 
Pierre Fabre SA, 3.9 3.1 3.9 3.8 3.5 
    Laboratoires      
Colgate-Palmolive Co 3.2 3.5 3.4 3.3 3.4 
Yves Rocher SA 3.7 3.3 3.1 3.0 3.0 
Beiersdorf AG 3.3 3.2 3.1 3.0 3.0 
Kenvue Inc - - - - 2.5 
Puig SL 2.2 2.0 2.2 2.4 2.4 
Chanel SA 2.1 1.8 1.9 2.1 2.3 
Henkel AG & Co KGaA 3.0 3.1 2.8 2.2 2.1 
Coty Inc 2.8 2.0 2.0 2.0 2.0 
Haleon plc - - - 1.8 1.8 
NAOS SAS 1.5 1.4 1.5 1.5 1.6 
Estée Lauder Cos Inc 1.4 1.2 1.5 1.6 1.6 
Clarins SA 1.7 1.1 1.1 1.2 1.2 
Kiko SpA 1.0 0.9 0.8 0.9 0.9 
Reckitt Benckiser Group 0.9 1.1 1.0 1.0 0.9 
    Plc (RB)      
Sisley CFEB SAS 1.0 0.8 0.9 0.8 0.9 
Sunstar Inc 0.7 0.7 0.7 0.7 0.7 
Edgewell Personal Care 0.8 0.8 0.7 0.7 0.6 
    Brands LLC      
Caudalie Sarl 0.6 0.6 0.6 0.6 0.6 
Laboratoire Nuxe SAS 0.6 0.5 0.6 0.6 0.6 
Bolton Group, The 0.5 0.6 0.6 0.5 0.5 
Groupe Léa Nature 0.4 0.4 0.5 0.5 0.5 
Hermès International SCA 0.4 0.3 0.4 0.5 0.5 
Weleda AG 0.4 0.4 0.4 0.5 0.5 
L'Occitane International SA 0.7 0.7 0.6 0.5 0.4 
Inter Parfums Inc 0.4 0.3 0.4 0.4 0.4 
Private Label 4.1 4.2 4.1 4.0 3.9 
Others 22.1 25.3 24.0 22.5 19.8 
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 11 NBO Company Shares of Beauty and Personal Care: % Value 2019-2023 

 

% retail value rsp 
Company 2019 2020 2021 2022 2023 
 
L'Oréal SA 6.5 6.3 6.1 5.9 5.9 
Gemey Maybelline Garnier 5.0 5.1 4.9 4.9 4.8 
    SNC      
Laboratoires LaScad 4.7 4.9 4.6 4.4 4.3 
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Procter & Gamble France SNC 4.4 4.6 4.5 4.3 4.2 
Unilever France SA 4.4 4.7 4.6 4.4 4.2 
Cosmétique Active 2.6 2.8 3.2 3.5 4.1 
    International (CAI)      
Pierre Fabre SA, 3.5 2.9 3.5 3.4 3.1 
    Laboratoires      
Christian Dior SA, Parfums 2.7 2.3 2.6 2.9 3.0 
Beiersdorf (France) SA 3.3 3.2 3.1 3.0 3.0 
Yves Rocher SA 3.5 3.2 3.0 2.9 2.8 
Colgate-Palmolive France SA 2.6 2.9 2.8 2.7 2.8 
Henkel France SA 3.0 3.1 2.8 2.7 2.5 
Chanel SA 2.1 1.8 1.9 2.1 2.3 
Guerlain SAS 1.6 1.4 1.6 1.8 1.8 
GlaxoSmithKline SAS 1.7 1.8 1.9 1.8 1.8 
Vendôme SA, Laboratoires 1.7 2.0 1.9 1.8 1.8 
Clarins SA 1.7 1.5 1.6 1.6 1.7 
NAOS SAS 1.5 1.4 1.5 1.5 1.6 
Estée Lauder (France) SA 1.3 1.2 1.2 1.2 1.2 
Coty France SA 1.5 1.2 1.2 1.2 1.2 
Paco Rabanne - Groupe 1.0 0.9 1.0 1.1 1.1 
    Puig SA      
Yves Saint Laurent Parfums 1.2 1.0 1.0 1.1 1.1 
Kiko SpA 1.0 0.9 0.8 0.9 0.9 
Reckitt Benckiser France SA 0.9 1.1 1.0 1.0 0.9 
Sisley CFEB SAS 1.0 0.8 0.9 0.8 0.9 
LVMH Moët Hennessy Louis 0.9 0.8 0.8 0.8 0.8 
    Vuitton SA      
Lancôme Parfums Beauté et 0.7 0.6 0.7 0.7 0.8 
    Cie      
Prestige & Collections & 0.7 0.6 0.6 0.7 0.7 
    Cie      
Sunstar France SAS 0.7 0.7 0.7 0.7 0.7 
Wilkinson Sword SA 0.8 0.8 0.7 0.7 0.6 
Other Private Label 2.4 2.6 2.5 2.5 2.4 
Others 29.5 31.2 30.8 31.1 31.0 
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 12 LBN Brand Shares of Beauty and Personal Care: % Value 2020-2023 

 

% retail value rsp 
Brand (GBO) Company (NBO) 2020 2021 2022 2023 
 
La Roche-Posay Cosmétique Active 2.3 2.5 2.6 2.9 
    (L'Oréal Groupe) International (CAI)     
Yves Rocher Yves Rocher SA 2.9 2.7 2.6 2.6 
Signal (Unilever Group) Unilever France SA 2.2 2.2 2.2 2.0 
L'Oréal Paris L'Oréal SA 2.0 2.0 2.0 2.0 
    (L'Oréal Groupe)      
Avène Pierre Fabre SA, 1.4 1.9 1.9 1.7 
 Laboratoires     
Le Petit Marseillais Vendôme SA, Laboratoires - - - 1.7 
    (Kenvue Inc)      
Bioderma NAOS SAS 1.4 1.5 1.5 1.6 
Gemey/Maybelline Gemey Maybelline Garnier 1.2 1.3 1.3 1.3 
    (L'Oréal Groupe) SNC     
Oral-B (Procter & Procter & Gamble France SNC 1.2 1.3 1.3 1.3 
    Gamble Co, The)      
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Elsève (L'Oréal Groupe) L'Oréal SA 1.2 1.1 1.1 1.2 
Clarins Clarins SA 1.0 1.1 1.1 1.1 
Sanex (Colgate- Colgate-Palmolive France SA 0.9 0.9 0.9 0.9 
    Palmolive Co)      
Kiko Milano Kiko SpA 0.9 0.8 0.9 0.9 
Garnier Ultra Doux Gemey Maybelline Garnier 0.9 0.9 0.9 0.9 
    (L'Oréal Groupe) SNC     
Nivea Visage Beiersdorf (France) SA 0.8 0.9 0.8 0.8 
    (Beiersdorf AG)      
Lancôme (L'Oréal L'Oréal SA 1.0 0.9 0.8 0.8 
    Groupe)      
Sisley Sisley CFEB SAS 0.7 0.8 0.8 0.8 
Colgate (Colgate- Colgate-Palmolive France SA 0.8 0.8 0.7 0.7 
    Palmolive Co)      
Sensodyne (Haleon plc) GlaxoSmithKline SAS - - 0.8 0.7 
GUM (Sunstar Inc) Sunstar France SAS 0.7 0.7 0.7 0.7 
Dove (Unilever Group) Unilever France SA 0.8 0.7 0.7 0.7 
Diadermine (Henkel AG Henkel France SA 0.7 0.7 0.6 0.6 
    & Co KGaA)      
CeraVe (L'Oréal Groupe) Cosmétique Active 0.1 0.2 0.3 0.6 
 International (CAI)     
Carrefour (Private Carrefour France SA 0.6 0.6 0.6 0.6 
    Label)      
Nina Ricci (Puig SL) Nina Ricci SA, Parfums 0.4 0.5 0.5 0.6 
Axe (Unilever Group) Unilever France SA 0.6 0.6 0.6 0.6 
Ushuaïa (L'Oréal Laboratoires LaScad 0.6 0.6 0.6 0.6 
    Groupe)      
La Petite Robe Noire Guerlain SAS 0.4 0.4 0.5 0.6 
    (LVMH Moët Hennessy      
    Louis Vuitton SA)      
Lancôme La Vie est Lancôme Parfums Beauté et 0.4 0.4 0.5 0.5 
    Belle (L'Oréal Groupe) Cie     
J'adore (LVMH Moët Christian Dior SA, Parfums 0.4 0.4 0.5 0.5 
    Hennessy Louis      
    Vuitton SA)      
Le Petit Marseillais Vendôme SA, Laboratoires 1.9 1.8 1.7 - 
    (Johnson & Johnson Inc)      
Sensodyne GlaxoSmithKline SAS 0.8 0.8 - - 
    (GlaxoSmithKline Plc)      
Other Private Label Other Private Label 2.6 2.5 2.5 2.4 
    (Private Label)      
Others Others 66.3 65.6 65.5 65.1 
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 13 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 4.2 4.1 4.2 4.1 4.0 3.9 
Baby and Child-specific 15.9 15.7 15.9 15.2 15.3 15.6 
    Products       
Bath and Shower 9.9 9.7 8.5 9.2 9.7 9.9 
Colour Cosmetics 4.1 4.1 4.1 4.0 3.8 3.9 
Deodorants 5.0 4.8 4.8 4.8 5.2 5.3 
Depilatories 10.7 10.4 10.3 10.2 10.7 11.3 
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Fragrances 0.2 0.2 0.2 0.2 0.2 0.2 
Hair Care 3.1 3.0 2.7 2.7 2.7 2.6 
Men's Grooming 3.2 3.2 3.4 3.1 3.0 2.8 
Oral Care 4.6 4.5 4.4 4.3 4.3 4.4 
Skin Care 3.4 3.4 3.5 3.4 3.3 3.2 
Sun Care 1.5 1.5 1.6 1.6 1.8 1.9 
Mass Beauty and 7.6 7.6 7.4 7.5 7.7 7.7 
    Personal Care       

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

 

 

Table 14 Distribution of Beauty and Personal Care by Format: % Value 2018-2023 

 

% retail value rsp 
 2018 2019 2020 2021 2022 2023 
 
Retail Channels 99.8 99.8 99.8 99.8 99.8 99.8 
- Retail Offline 91.7 90.7 87.7 86.8 86.9 87.0 
-- Grocery Retailers 44.0 43.3 46.0 43.9 41.7 41.1 
--- Convenience Retail 1.0 1.0 1.0 0.9 0.9 0.9 
---- Convenience Stores 0.8 0.8 0.9 0.8 0.8 0.8 
---- Forecourt Retailers 0.2 0.2 0.2 0.1 0.1 0.1 
--- Supermarkets 17.5 17.1 18.3 17.7 16.9 16.8 
--- Hypermarkets 22.9 22.6 23.9 22.6 21.3 20.9 
--- Discounters 1.9 1.9 2.0 2.0 1.9 1.9 
--- Warehouse Clubs - - - - 0.0 0.0 
--- Food/drink/tobacco - - - - - - 
    specialists       
--- Small Local Grocers 0.7 0.7 0.7 0.7 0.6 0.6 
-- Non-Grocery Retailers 47.0 46.7 41.2 42.4 44.6 45.3 
--- General Merchandise 5.8 5.7 4.4 4.4 4.7 5.0 
    Stores       
---- Department Stores 4.4 4.4 3.3 3.3 3.5 3.7 
---- Variety Stores 1.3 1.4 1.1 1.2 1.2 1.3 
--- Apparel and 0.1 0.1 0.0 0.0 0.0 0.0 
    Footwear Specialists       
--- Appliances and 0.6 0.6 0.6 0.6 0.6 0.5 
    Electronics Specialists       
--- Home Products - - - - - - 
    Specialists       
--- Health and Beauty 40.2 40.0 35.9 37.0 39.0 39.5 
    Specialists       
---- Beauty Specialists 24.4 24.1 19.7 20.6 22.4 22.9 
---- Pharmacies 11.9 12.0 12.5 12.5 12.8 12.7 
---- Optical Goods Stores - - - - - - 
---- Health and 3.9 3.9 3.7 3.9 3.9 3.9 
    Personal Care Stores       
--- Leisure and - - - - - - 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 0.4 0.3 0.2 0.3 0.3 0.3 
    Retailers       
-- Vending - - - - - - 
-- Direct Selling 0.7 0.7 0.6 0.6 0.6 0.6 
- Retail E-Commerce 8.1 9.1 12.1 13.0 12.9 12.8 
Non-retail channels 0.2 0.2 0.2 0.2 0.2 0.2 
- Hair Salons 0.2 0.2 0.2 0.2 0.2 0.2 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
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Source: Euromonitor International from official statistics, trade associations, trade press, company research, 
store checks, trade interviews, trade sources 

 

 

Table 15 Distribution of Beauty and Personal Care by Format and Category: % Value 
2023 

 

% retail value rsp 
 Baby and Bath and Colour Deodorants Depilatori Fragrances 
 Child- Shower Cosmetics  es  
 specific      
 Products      
 
Retail Channels 100.0 100.0 100.0 100.0 100.0 100.0 
- Retail Offline 90.0 90.7 75.5 91.5 90.7 88.1 
-- Grocery Retailers 44.6 75.3 26.8 80.3 80.3 9.1 
--- Convenience Retail 1.0 1.2 0.4 1.2 0.6 0.0 
---- Convenience Stores 1.0 1.0 0.4 1.1 0.6 0.0 
---- Forecourt Retailers 0.0 0.2 0.0 0.0 0.0 0.0 
--- Supermarkets 18.8 30.1 10.8 31.1 34.6 3.7 
--- Hypermarkets 22.3 38.3 14.8 43.9 42.5 5.3 
--- Discounters 2.1 4.8 0.8 4.1 2.4 0.0 
--- Warehouse Clubs 0.0 0.0 0.0 0.0 0.0 0.0 
--- Food/drink/tobacco 0.0 0.0 0.0 0.0 0.0 0.0 
    specialists       
--- Small Local Grocers 0.4 0.8 0.0 0.1 0.2 0.1 
-- Non-Grocery Retailers 45.4 15.0 48.2 10.5 10.4 78.1 
--- General Merchandise 2.8 2.4 9.1 1.6 3.2 10.2 
    Stores       
---- Department Stores 1.5 0.4 8.3 0.9 0.4 9.1 
---- Variety Stores 1.3 2.1 0.7 0.7 2.8 1.0 
--- Apparel and 0.0 0.0 0.2 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 41.5 12.5 38.9 8.9 7.1 67.9 
    Specialists       
---- Beauty Specialists 2.0 5.4 33.2 4.8 4.2 65.8 
---- Pharmacies 25.8 4.5 1.7 1.2 1.4 1.5 
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0 0.0 
---- Health and 13.8 2.6 4.0 2.9 1.5 0.6 
    Personal Care Stores       
--- Leisure and 0.0 0.0 0.0 0.0 0.0 0.0 
    Personal Goods       
    Specialists       
--- Other Non-Grocery 1.1 0.0 0.0 0.0 0.1 0.0 
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0 0.0 
-- Direct Selling 0.0 0.5 0.6 0.7 0.0 1.0 
- Retail E-Commerce 10.0 9.3 24.5 8.5 9.3 11.9 
Non-retail channels 0.0 0.0 0.0 0.0 0.0 0.0 
- Hair Salons 0.0 0.0 0.0 0.0 0.0 0.0 
Total 100.0 100.0 100.0 100.0 100.0 100.0 
 
 Hair Care Men's Oral Care Skin Care Sun Care  
  Grooming     
 
Retail Channels 98.4 99.9 100.0 100.0 100.0  
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- Retail Offline 87.5 87.6 86.3 86.2 93.7  
-- Grocery Retailers 68.7 42.4 60.5 22.1 35.7  
--- Convenience Retail 3.1 0.7 0.9 0.5 1.1  
---- Convenience Stores 2.5 0.6 0.9 0.4 0.9  
---- Forecourt Retailers 0.6 0.1 0.0 0.2 0.1  
--- Supermarkets 29.5 17.1 22.8 9.4 15.8  
--- Hypermarkets 32.1 22.5 33.0 9.8 17.9  
--- Discounters 2.4 1.7 3.1 1.7 0.1  
--- 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 1.5 0.3 0.7 0.8 0.8  
-- Non-Grocery Retailers 17.9 44.4 25.9 63.7 57.9  
--- General Merchandise 3.8 5.9 0.5 4.6 4.4  
    Stores       
---- Department Stores 1.6 4.9 0.0 3.5 2.1  
---- Variety Stores 2.2 1.1 0.5 1.1 2.3  
--- Apparel and 0.0 0.0 0.0 0.1 0.0  
    Footwear Specialists       
--- Appliances and 0.0 0.0 4.6 0.0 0.0  
    Electronics Specialists       
--- Home Products 0.0 0.0 0.0 0.0 0.0  
    Specialists       
--- Health and Beauty 14.1 38.5 20.8 58.9 46.6  
    Specialists       
---- Beauty Specialists 2.3 34.1 0.0 22.0 15.0  
---- Pharmacies 9.5 2.7 17.4 29.3 27.5  
---- Optical Goods Stores 0.0 0.0 0.0 0.0 0.0  
---- Health and 2.3 1.7 3.4 7.6 4.1  
    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 6.9  
    Retailers       
-- Vending 0.0 0.0 0.0 0.0 0.0  
-- Direct Selling 1.0 0.8 0.0 0.5 0.1  
- Retail E-Commerce 10.8 12.4 13.7 13.8 6.3  
Non-retail channels 1.6 0.1 0.0 0.0 0.0  
- Hair Salons 1.6 0.1 0.0 0.0 0.0  
Total 100.0 100.0 100.0 100.0 100.0  

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

Key: BC = baby and child-specific products; BS = bath and shower; CC = colour cosmetics; DO = deodorants; 
DP = depilatories; FR = fragrances; HC = hair care; MG = men’s grooming; OC = oral care; SK = skin 
care; SU = sun care 

 

 

Table 16 Forecast Sales of Beauty and Personal Care by Category: Value 2023-2028 

 

EUR million 
 2023 2024 2025 2026 2027 2028 
 
Beauty and Personal Care 14,986.2 15,267.0 15,577.5 15,909.9 16,264.4 16,625.6 
Baby and Child-specific 375.7 367.0 363.8 361.7 360.7 361.9 
    Products       
Bath and Shower 1,526.3 1,511.6 1,506.6 1,507.1 1,514.2 1,525.8 
Colour Cosmetics 1,140.3 1,134.0 1,138.0 1,151.6 1,170.9 1,193.9 
Deodorants 685.8 707.0 724.3 738.4 753.0 761.1 
Depilatories 205.6 199.8 195.4 191.6 188.4 186.2 
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Fragrances 3,028.3 3,191.3 3,335.8 3,469.1 3,600.3 3,723.7 
Hair Care 1,867.8 1,879.6 1,898.7 1,916.8 1,937.9 1,962.1 
Men's Grooming 1,777.4 1,824.0 1,872.9 1,918.5 1,969.3 2,015.9 
Oral Care 1,625.8 1,637.2 1,650.9 1,674.7 1,706.2 1,743.4 
Oral Care Excl Power 1,424.5 1,427.9 1,429.9 1,434.5 1,439.3 1,440.9 
    Toothbrushes       
Skin Care 3,642.6 3,747.6 3,862.2 3,984.9 4,102.0 4,215.2 
Sun Care 511.7 525.7 543.9 565.8 590.7 618.3 
Premium Beauty and 6,659.5 6,931.3 7,198.8 7,455.8 7,712.5 7,963.0 
    Personal Care       
Prestige Beauty and 5,143.6 - - - - - 
    Personal Care       
Mass Beauty and 6,095.5 6,107.9 6,148.4 6,212.1 6,287.9 6,367.7 
    Personal Care       
Dermocosmetics Beauty 1,733.9 - - - - - 
    and Personal Care       

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

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

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

 

 

Table 17 Forecast Sales of Beauty and Personal Care by Category: % Value Growth 
2023-2028 

 

% constant value growth 
 2023/2024 2023-28 CAGR 2023/28 Total 
 
Beauty and Personal Care 1.9 2.1 10.9 
Baby and Child-specific Products -2.3 -0.7 -3.7 
Bath and Shower -1.0 0.0 0.0 
Colour Cosmetics -0.6 0.9 4.7 
Deodorants 3.1 2.1 11.0 
Depilatories -2.8 -2.0 -9.4 
Fragrances 5.4 4.2 23.0 
Hair Care 0.6 1.0 5.0 
Men's Grooming 2.6 2.6 13.4 
Oral Care 0.7 1.4 7.2 
Oral Care Excl Power Toothbrushes 0.2 0.2 1.2 
Skin Care 2.9 3.0 15.7 
Sun Care 2.8 3.9 20.8 
Premium Beauty and Personal Care 4.1 3.6 19.6 
Prestige Beauty and Personal Care - - - 
Mass Beauty and Personal Care 0.2 0.9 4.5 
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 
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DISCLAIMER 
Forecast and scenario closing date: 8 April 2024  

Report closing date: 10 May 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 UBI France 

Trade Associations Cosmebio 

 Cosmetics Valley 

 Fédération de la vente Directe 

 Fédération des Entreprises de la Beauté 

(FEBEA) 

 Fédération des Industries de la 

Parfumerie/Statistical Publication 

 Fédération Française de la Parfumerie 

Sélective 

 Fédération Nationale de la Coiffure Française 

 FFPS - fed Française de la Parfuumerie 

Selective 

 FIP 

 Fragrance Foundation 

 Prodarom 

 Service des Etudes et des Statistiques 

Industrielles (SESSI) 

Trade Press auparfum.com 

 Beauty Business News 

 Beyong Beauty Mag 

 BW Confidential 

 Capital 

 Cosmeticnews.com 

 Cosmetics Business 

 Cosmétique Magazine 
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 Cosmopolitan 

 European Cosmetic Markets 

 Faire Savoir Faire 

 Fashion Mag 

 Financial Times 

 Forbes 

 FSF 

 Global Cosmetics News 

 Happi Magazine 

 International Cosmetique News 

 Journal du Luxe 

 Journal du net 

 Le Monde 

 Le Moniteur des Pharmacies 

 Les Echos 

 LSA 

 Marketing mag 

 Nouveautés en Parfumerie 

 PDV 

 Pharmacien Manager 

 Point de Vente 

 Premium Beauty News 

 Quotipharm 

 Soap Perfumery & Cosmetics 

 WWD 

Source: Euromonitor International 
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