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The cosmetics industry turnover

With a turnover at a value of nearly 9,000 million Euros in 2011, the Italian cosmetics industry•
production increased by 4.4% over the previous year.

At a global level, 2011 was considered by leading economic research centres as the year of a•
return to pre-crisis figures. In practice, trends were not uniform, and in Italy, in the second half
of 2011 and first half of 2012, they confirmed the downturn in consumption of previous years;
however, although consumers are now more careful over their purchases than they once
were, they will not give up cosmetics and personal care products.

In fact, domestic demand had a positive impact on production volumes, increasing by 1.8%•
and accounting for nearly 6,300 million Euros. In terms of the breakdown in domestic market
turnover, some retail channels performed well, such as the mass market (+2.8%), pharmacies
(+1.8%), door-to-door and mail order sales (+3.6%) and herbalist shops (+3.9%). Perfume
shops also performed well in 2011 (+0.7%).

Analysis of the domestic market as a driver of turnovers shows that among outlet channels,•
professional channels performed poorly, with a 0.8% decrease and sell-in value of 807 million
Euros: the slowdown in the number of customer visits to beauty and hair salons 
(which were the most affected by the economic crisis that came to the fore in autumn 2008)
is still evident.

COSMETICS INDUSTRY TURNOVER 
BY CHANNEL OF DISTRIBUTION

Figures in million Euros

2010 2011
Value % var. Value % var.

ITALIAN MARKET TURNOVER 6,178 1.8 6,291 1.8

Total traditional channels: 5,365 1.9 5,484 2.2

– Pharmacy 828 3.9 843 1.8

– Perfume shop 1,255 1.2 1,264 0.7

– Mass distribution and other channels (*) 2,811 0.8 2,890 2.8

– Door-to-door and mail order sales 470 7.2 487 3.6

Total professional channels 813 0.8 807 -0.8

– Beauticians 203 1.8 206 1.5

– Hairdressing 610 0.5 601 -1.5

EXPORTS 2,407 17.2 2,671 11.0

GLOBAL COSMETICS INDUSTRY TURNOVER 8,585 5.7 8,962 4.4

(*) includes herbalist shops, with a 2010 turnover of 182 million Euros and a 
2011 turnover of 189 million Euros, so an increase of 3.9%.
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While the domestic market only had a marginal impact, exports performed significantly•
to boost the turnover of Italian companies. Sales abroad increased by 11%, accounting
for 2,671 million Euros. Imports also performed well, rising by 5% and confirming the
upturn in domestic consumption and considerable recovery of broader market
segments. The trade balance remained positive, and for the first time ever exceeded a
figure of 1,000 million Euros.

The breakdown of turnover highlights important trends: the large-scale retail trade•
picked up slightly, accounting for just over 32% of the market, while other channels
basically remained stable; exports increased, accounting for nearly 30% of turnover, as
well as pharmacy sales (9.4%) and door-to-door and mail order sales (5.4%). Sales at
perfume shops, accounting for more than 14%, are still traditionally a key driver of the
entire industry.

In the current economic climate, still affected by tensions, the positive trend of company•
turnover shows just how healthy and competitive the Italian cosmetics industry is, and
also underlines the excellent choice of targeting research and innovation, with industrial
investments above the average. Actions continued in 2011 to cater for different markets
that are increasingly focussed on quality and service. Processes to concentrate product
consumption and ranges are having an impact on industry choices, which are
increasingly closer to consumer needs also in terms of safety and reliability.

Uncertainty over developments in policies to support the economy, as well as worrying•
tensions over consumers' propensity to buy, have both had a considerable impact on
prospects for growth.

OVERALL TURNOVER BY CHANNELS OF DISTRIBUTION

Mass distribution 
and other channels

32.2%

Door-to-door and
mail order sales

5.4% Beauticians
2.3%

Hairdressing
6.7%

Exports
29.8%

Pharmacies
9.4%

Perfume shops
14.1%
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HOW FIRMS ARE DISTRIBUTED GEOGRAPHICALLY IN ITALY

Percentage distribution

ABRUZZO 1.0

APULIA 0.8

CAMPANIA 1.9

EMILIA ROMAGNA 9.9

FRIULI VENEZIA GIULIA 1.2

LATIUM 6.0

LIGURIA 3.1

LOMBARDY 52.9

MARCHES 0.8

PIEDMONT 7.6

SICILY 0.8

TRENTINO SOUTH TYROL 1.4

TUSCANY 4.3

UMBRIA 1.4

VENETO 6.6

TOTAL 100.0

In Italy’s Regions

Cosmetics companies are heavily concentrated in northern Italy, accounting for 80% of all•
companies, while in the previous year, they made up 75%.

Lombardy has the highest density of cosmetics companies, with 53%, followed by Emilia•
Romagna with 9.9%, Piedmont with 7.6%, and Veneto with 6.6%.

No industrial sites are present in Basilicata, Calabria, Sardinia and Molise, while companies in•
Latium account for 6%, slightly up compared to previous figures released by ISTAT, Italy's
National Institute of Statistics.

1°

2°
3°

TOP 3
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Channels of distribution

The value of cosmetics consumption in 2011 exceeded 9,800 million Euros, up 1.8%•
over the previous year. This performance confirms the anti-cyclical trend of the market,
with cosmetics featuring in the daily habits of consumers without being affected a great
deal by economic tensions.

All traditional channels registered a growth in 2011, albeit with different dynamics.•

Revised parameters for recording data meant that growth in the mass market was•
considerable, up 2.8%, positively affected by single-brand stores and chains specialised in
products for the home and personal care. The perfume shop sector was also up
slightly, by 0.7%, confirming the uncertainties of this channel which still has an impact in
terms of the value of consumption.

The pharmacy channel also grew in 2011, even though trends were less dynamic, with•

TOTAL MARKET FOR COSMETICS PRODUCTS IN 2011
Prices to public including VAT - consumption in million Euros

2011 CONSUMPTION BY CHANNELS OF DISTRIBUTION

% var.
11/10

1.8

1.8

0.7

2.8

3.9

3.6

3.8

1.5

-1.5

9,809

1,775

2,287

4,300

379

428

63

270

686

Industry total 

Pharmacies

Perfume shops

Mass distribution 
and other channels

of which herbalist shops

Door-to-door 
sales

Mail
order sales

Sales to beauticians
and beauty salons

Hairdressing

Mass distribution 
and other channels

40.0%

Door-to-door sales
4.4%

Sales to beauty salons
and beauticians

2.7%

Hairdressing
7.0%

Pharmacies
18.1%Perfume shops

23.3%

Herbalist shops
3.9% Mail order sales

4.4%
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a 1.8% increase. Herbalist shops and door-to-door sales, which all ended the year with
growth rates above 3.5%, are now a consolidated trend and will increasingly feature in con-
sumers' buying habits.

Professional channels recorded a sudden slowdown, particularly the hair salon sector,•
down 1.5%, as opposed to mail order sales, with one of the industry's most substantial
growth rates at 3.8%.

Price trends were more far-reaching in 2011, compared to previous years, with perfume•
shops recording the most significant variation of 3.5%. Price rises were also above avera-
ge in the large-scale retail trade, and particularly at larger shopping centres.

TREND IN THE COSMETICS DISTRIBUTION CHANNELS

EVOLUTION IN COSMETICS CONSUMPTION: 2007-2011

Real values - retail prices, including VAT

CHANNEL VARIATION 2011/2010

Consumption Quantity Prices

Pharmacies 1.8% -1.1% 2.9%

Perfume shops 0.7% -2.8% 3.5%

Other channels 2.8% -0.6% 3.4%

of which SUPER-HYPERMARKETS -1.0% -2.7% 3.7%

Total traditional channels 2.0% -1.3% 3.3%

Door-to-door sales 3.6% 1.5% 2.1%

Mail order sales 3.8% 1.5% 2.3%

Sales to beauticians and beauty salons 1.5% -0.3% 1.8%

Hairdressing -1.5% -0.6% 2.1%

General total 1.8% -1.0% 2.8%

, , , ,

,,,,

, , , , ,

,

Total Professional and direct Retail

,
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PHARMACIES

Consumption of cosmetics in the pharmacy channel, although slower than previous•
years, continued its steady growth trend in 2011. Revised parameters for recording data
meant that sales accounted for nearly 1,775 million Euros, and a growth rate of 1.8%.
Cosmetics sold in this channel accounted for more than 18% of total sales, a figure
which is continually on the increase and confirms consumer loyalty for pharmacies that
offer higher levels of specialisation and service standards compared to other distribution
channels.

For several years now, trends of para-pharmacies have been fundamental for the phar-•
macy channel to consolidate its position. Based on data supplied by the Intercontinental
Marketing Services (IMS), figures processed for sales corners also point to a very cur-
rent, dynamic trend, with body care products accounting for 28.5% of cosmetics sold
and facial care products for 25.2%.

The change in the channel's product mix has led to an increase in values against volu-•
mes that have remained steady and this has been the segment's most significant trend
for some time now.

The propensity of consumers to buy from pharmacies is related to the specialist service•
and product ranges on offer. Pharmacies, more than any other sales channels, invest in
cosmetic products and provide specialist sales staff. Specialist companies have also been
adopting a careful supply policy for this channel, with pharmacies, consumers and com-

8

COMPOSITION OF

SALES THROUGH 

CORNERS

2007 2011

Body hygiene products

13.6%

Facial products

25.2%

Body care products

28.5%

Oral hygiene products

5.1%

Children’s hygiene products

5.8%

Products for men

0.8%

COMPOSITION OF

SALES THROUGH

PARA-PHARMACIES

Alcohol-based 
perfume products

1.3%

Hair and scalp care

10.7%

Facial make-up

3.4%

Eye make-up

1.3%

Lip products

2.5%

Hand products

1.9%

Pharmacies

94.7%
Pharmacies

85.8%

Para-pharmacies

2.6%

Para-pharmacies

8.8%

Corners

2.7%

Corners

5.4%

Body care products

26.3%
Hand products

2.5%
Lip products

2.3%

Eye make-up

0.2%

Make-up packs

0.1%

Facial products

13.7%
Facial make-up

0.9%

Hair and scalp care

8.2%

Alcohol-based 
perfume products

0.1%

Products for men

3.8%

Children’s hygiene products

12.8%
Oral hygiene products

17.0%

Body hygiene products

12.1%

Rapporto annuale 2011 - ENG - DEF_01 Rapp. annuale 2005  15/10/12  10:03  Pagina 8



COSMETIC INDUSTRY SCENARIOS

Unipro - 2011 Annual Report

9

Classification of points of sale

PERFUME SHOPS

Perfume shops recorded a slight growth in 2011, up 0.7%, after several years of a down-•
turn. The value of sales was over 2,280 million Euros, accounting for 23.3% of the enti-
re cosmetics market. As in previous years, volumes were supported by price increases,
with some consequences for consumption and lower consumer numbers.

The channel is going through profound change with consumer groups split between loyal•
and less frequent customers, hence the call from various sources for new measures to
support the channel's selectivity. In fact, the current distribution scenario is not uniform,
and large-scale retail chains are extremely dynamic in terms of product pricing policies.
The reasons for concern in previous years have continued to affect traditional stores, lea-
ding many to close down.

New product launches, stock reductions and price control have all featured in measures•
to boost this channel's recovery in 2011. In general, selective brands have held their own
in this channel, to the detriment of mass market brands.

Besides profound changes in consumer habits, the channel's future development will•
depend on operators' ability to devise strategies to identify the sector. 

Hypermarkets Retail points of sale with a sales surface > 2,500 m2

Supermarkets Retail points of sale with a sales surface from 400 to 2,499 m2

Self-Service Retail points of sale with a sales surface from 100 to 399 m2

Discount Retail points of sale featuring an umbranded assortment

Traditional grocery
Points of sale with a sales surface <100 m2. These shops must carry at least three of the following pro-
ducts: toothpastes, hair lacquers, toilet soaps, shaving products, personal deodorant or sanitary towels.

Self Service Drug Specialist
(SSSDrug)

Retail points of sale dealing primarily in products for the home and toiletries

2011 consumption
% var. 

2011/2010

Hypermarkets & supermarkets -1.7

Self-service -1.5

Discount -2.2

Traditional grocery -6.8

SSSDrug 8.4

MASS DISTRIBUTION AND OTHER CHANNELS

The mass market covers 40% of the entire Italian cosmetics market, accounting for over•
4,300 million Euros of sales, with a growth of 2% in 2011. This data, to ensure a uniform
comparison with historical data, includes the figure for herbalist shops which have had a con-
siderable impact on total figures, and above all on growth trends, over the last few years.

In a year marked by a slow recovery in consumer spending, particularly at specialist sales•
outlets, the mass market held its own, particularly because of new specialist distribution
outlets in the personal care/household products channel, which is a recent and very
modern concept as it offers a more specific and comprehensive service.

Consumers continued to target niche and specialist products in 2011, as well as products•
with a high price/quality ratio.
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DIRECT SALES CHANNELS

With increasingly better sales in recent years, the door-to-door and mail order channel•
targets direct distribution to consumers: in 2011, sales rose steadily, by 3.7%, exceeding
490 million Euros and accounting for 5% of the entire cosmetics market.

Both sub-systems recorded stable growth rates: door-to-door sales increased by 3.6%,•
accounting for approximately 430 million Euros. The success of a channel which now
comprises more than 4.4% of the total consumption of cosmetics stems from new
buying patterns, with consumers becoming less wary of direct sales and the introduction
of new sales methods combined with a specialist customer service. Mail order sales,
equal to 63 million Euros, recorded a growth rate of 3.8%.

Internet sales were still marginal, for obvious reasons related to consumer habits: recent•
data point to an increase in sales of around 20%, even though volumes are still minor.
Use of the Internet as a means of communication and information has been the real
development of recent years.

HERBALIST SHOPS

In 2011, sales of cosmetics at herbalist shops, were just under 380 million Euros, registe-•
ring a growth rate of 3.9%, which was the highest among all traditional channels and in
line with important dynamics characterising the consumption of herbal-based products
in the last 10 years. This channel accounts for nearly 4% of the Italian cosmetics market.

As with sales of cosmetics at pharmacies, sales at herbalist shops confirm consumer•
choices of customers that prefer assisted, "advised" sales, thanks to purchase options that
are increasingly clear-cut and geared towards healthy, natural lifestyle concepts.

An awareness of ecological issues and ecological/natural products - which are on sale at•
herbalist shops - is steadily on the increase; the growing trend of specialist sales corners
and the opening of new sales outlets confirm developments in this channel which is
consolidating its position further with top-of-the-range prices.

Best performances analysis

Modern distribution
Facial wipes 7.2%

(Hyper+super+self-service) Anti-cellulite creams 2.3%
Foot hygiene products 2.8%

Discount
Dyes 7.1%
Nail solvents 24.5%
Sun products 11.9%

Traditional grocery
Foundations 1.3%
Foot hygiene products 15.4%
Perfumes for women 1.0%

SSSDrug Shampoos 6.9%

Composition of
Mass distribution

Self-service

9.2%

Hyper + Super

62.2%

SSSDrug

20.3%

Discount

3.6%

Traditional
grocery
4.7%
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BEAUTY SALONS

After a downturn of several years, sales of cosmetics at beauty salons are picking up,•
increasing by 1.5% and accounting for 270 million Euros, which is equal to 2.7% of the
total market.

The channel is affected by uncertainties over the number of customer visits to salons -•
still hit by current economic conditions, and is also impacted by price tensions and the
policies of leading market players.

The difficulty of identifying a specific distribution identity is also characterised by non-•
uniform volume and price trends. These are aligned on average with previous years, but
are extremely uneven. Analysis of this channel's trends is affected by some important
emerging phenomena, such as spa and wellness centres, that are actively increasing their
shares of cosmetic sales from professional/beauty salon ranges.

HAIRDRESSING SALONS

The consumption of cosmetics in the professional channel fell by 1.5% in 2011, to a figu-•
re just over 686 million Euros. The drop in volume was more moderate, at 0.6%, while
prices went up by 2.1%, above the average of other channels.

Data for this market includes products used and sold in salons, and products sold and•
used outside salons, with the latter accounting for 15% of total sales in this channel.

Analysis of this channel is also based on data from the company Marketing & Telematica,•
provided on an annual basis, which highlights trends identified in recent years.

Monthly trends for 2011 point to the seasonal nature of this channel, without deviations•
from peak positive values (March and September) and peak negative values (August and
December).

Monthly trend of sales by value
Turnovers in millions of Euros

In terms of volume, most sales were in the following product categories: shampoos,•
developers/ oxidisers, dyes, conditioners/creams/rinse off conditioning treatments and
hair sprays.

Consumption in terms of volume fell to below 10,000 thousand litres in 2011: this•
decrease is marginal and in line with negative values recorded.
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Regional classification of 
expenditure on products for 
personal care

The consumption of cosmetics by geographic segment recorded by ISTAT, shows an•
evident concentration in Northern Italy, which accounts for 50% of body care products sold
and 53% of cosmetics used and sold at professional channels.

Lombardy is the first consumer region of body care products, accounting for 21.1%,•
followed by Latium with 9%, Veneto with 8.8%, and Emilia Romagna with 8.3%.

The South and the islands, account for nearly 25%, with consumption rates well above other•
categories of goods, demonstrating widespread, uniform consumer habits not only in different
segments of the population, but also at a geographic level. Data relative to consumption in pro-
fessional channels was even better, with the South accounting for 27% of total figures.

ABSOLUTE CONSUMPTION BY REGIONS: % DISTRIBUTION

Products for Hairdressing and

personal care beauty salons

ABRUzzO 2.5 2.7

APULIA 5.6 6.2

BASILIcATA 0.8 0.9

cALABRIA 2.6 2.8

cAMPAnIA 7.1 7.8

EMILIA ROMAgnA 8.3 8.5

FRIULI VEnEzIA gIULIA 2.2 2.3

LATIUM 9.0 9.2

LIgURIA 3.1 2.7

LOMBARDY 21.1 18.5

MARcHES 2.3 2.3

MOLISE 0.6 0.6

PIEDMOnT 8.6 7.5

SARDInIA 2.2 2.6

SIcILY 5.8 6.9

TREnTInO SOUTH TYROL 1.7 1.7

TUScAnY 5.9 6.0

UMBRIA 1.4 1.5

VAL D'AOSTA 0.3 0.2

VEnETO 8.8 9.0

TOTALE 100.0 100.0

Calculations by Unipro Statistics department based on ISTAT data
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Cosmetics in Europe

Data from Cosmetics Europe, formerly Colipa, the European Association representing•
the cosmetics industry, show Germany as the leading consumer nation in 2011, with
12,673 million Euros, followed by France with 10,211 million Euros. Italy ranked third,
with 9,809 million Euros, ahead of the United Kingdom with 9,628 million Euros and
Spain with 7,037 million Euros.
The index of concentration shows that the top 5 countries account for just under 70%•
of the European market.
The most widely-sold cosmetics in Europe are skin care products accounting for 25.5%•
of the total.
Europe, with nearly 42 billion Euros of turnover, is the leading global producer, followed•
by the United States with more than 27 billion Euros, and Japan just short of 15 billion
Euros.

EUROPEAN CONSUMPTION
Values in million Euros - retail prices

Source: Cosmetics Europe, 2011

COSMETIC INDUSTRY SCENARIOS
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COMPOSITION OF CONSUMPTION BY PRODUCT

COMPOSITION OF CONSUMPTION BY COUNTRY

2011/2010 performance 

Make-up..........................+1,0%
Alcoholic perfumery.+0,8%
Toiletries.........................+0,6%

Hair-care products.....-0,7%
Skin-care...........................-1,9%

Other Countries:

Netherlands
Poland
Belgium/Lux
Sweden
Switzerland
Portugal
Austria
Norway
Denmark
Greece
Finland
Romania
Czech Republic
Hungary
Ireland
Slovakia
Bulgaria
Slovenia
Lithuania
Latvia
Estonia

3,9%
3,8%
2,7%
2,5%
2,3%
2,1%
1,9%
1,7%
1,5%
1,3%
1,3%
1,2%
1,1%
0,9%
0,9%
0,9%
0,5%
0,4%
0,2%
0,2%
0,1%
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products
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Trends in cosmetic products 
consumption

Even in 2011, and despite tensions over the propensity to buy of Italian families, the•
consumption of cosmetics went up in value in Italy by 1.8%, exceeding 9,800 million
Euros. This was a very satisfactory result considering the considerable impact on spen-
ding habits that affected consumers, following the world crisis in autumn 2008. Out of
all cosmetics sold, 8,362 million Euros refer to retail channel sales, with an overall growth
rate of 2.0%, also due to emerging phenomena such as mass market single brand stores
and sales of cosmetics in pharmacies and para-pharmacies.
Domestic market trends highlight exports continually on the rise, up 11%, and•
unmistakeably demonstrate the long-established ability of Italian businesses to adapt to
changing market conditions and to consumers' different buying options.
Consumption continued to be diversified in 2011, related to polarised buying trends,•
which was one of the most evident characteristics of the Italian market.
SSSDrug (see definitions on page 9) and single-brand stores embody new product•
development strategies for lines targeting the mass market.

COSMETIC PRODUCTS RETAIL CONSUMPTION
IN 2011

Retail prices, VAT included - data in million Euros

Total

8,362.15

1,177.08

1,263.40

381.01

47.66

313.60

286.66

247.42

1,385.70

1,113.07

690.96

157.49

206.96

973.90

117.22

Pharmacy

1,775.17

179.00

472.13

51.34

0.03

16.90

46.32

39.45

453.66

259.74

132.31

102.53

14.82

6.94

-

Perfume
shops

2,286.76

84.92

445.67

196.34

33.50

152.88

98.32

56.72

181.58

55.43

4.40

4.70

51.24

815.17

105.88

Mass 
distribution
and other
channels

4,300.22

913.16

345.60

133.32

14.13

143.83

142.02

151.24

750.47

797.90

554.25

50.26

140.91

151.80

11.34

Total %
variation

2.0

-0.7

1.7

3.5

21.4

7.0

2.0

9.9

2.3

1.8

2.4

0.1

-2.8

1.7

3.5

Pharmacy
% var.

1.8

1.5

1.0

-0.4

-76.9

2.0

-1.3

3.1

3.8

2.8

-0.3

0.5

-5.1

21.3

-

Perfume
shops %

var.

0.7

-7.2

2.4

-1.7

34.0

-1.2

-1.6

10.5

-2.0

-7.9

-

-

-2.8

1.4

3.9

Mass
% var.

2.8

-0.5

1.6

14.3

0.0

18.0

5.9

11.6

2.5

2.3

3.1

-0.6

-2.5

2.5

0.4
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2011 TURNOVERS
BY CHANNELS OF DISTRIBUTION

CONSUMPTION OF COSMETIC PRODUCTS
FOR WOMEN - estimated breakdown

CONSUMPTION OF COSMETIC PRODUCTS
FOR MEN - estimated breakdown (near to 30% of total consumption)

Products for 
body care

Hair and scalp
product

Facial 
products

Body hygiene 
products

Alcohol-based
perfume products

Oral hygiene 
products

Facial make-up
products

Eye make-up
products

Lip
products

Hand 
products

Products
for men

children’s skin
cleansing products

gift
packs

Make-up 
packs

16.6%

15.1%

14.1%

13.3%

11.6%

8.3%

4.6%

3.7%

3.4%

3.0%

2.5%

1.9%

0.6%

1.4%
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Imports and exports

Foreign trade data is analysed based on statistics processed annually by Unipro Study•
Centre, starting from data provided by ISTAT. Each year ISTAT making adjustments also
for the period when data is recorded, revises data of previous years: Unipro therefore
adjusts the values of relative years when processing statistics. Except for rare occasions,
the weight of deviations is always marginal.

After 2010, which was marked by a strong upturn in exports (following on from several•
years of a downturn), 2011 saw a continued increase, with exports amply exceeding 2007
pre-crisis figures. The value of exported Italian cosmetics exceeded 2,670 million Euros, up
11%. Volumes also rose, by 11.1%, holding up compared to previous years, and confirming
the upswing in international consumption, that opted for high-price value products.

The important increase in imports (not as high as the previous year), with a value close•
to 1,660 million Euros, resulted in a 5% growth rate over 2010.

Tensions on foreign markets lessened, and the trade balance of the cosmetics industry•
confirmed the trend which began in 1995, when the value of exports exceeded that of
imports. In 2011, the credit balance broke through the important billion Euros barrier.

Italian exports of cosmetics in 2011 certainly contributed to the appreciation of the US•
Dollar against the Euro, and to the slow, but gradual recovery of some foreign markets,
picking up from the international crisis of summer 2008, that had heavily affected foreign
demand. Safe formulations and constant product innovation played a part in retaining sha-
res on individual markets and consolidated sales in new areas of excellence, confirming
the quality of Italian products in the cosmetics industry.

THE TREND OF THE BALANCE OF TRADE

Calculations by Unipro Statistics department based on ISTAT data, values in million Euros
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Exports accounted for more than 30% of turnover in 2011. This is the highest figure of•
the last decade and was certainly boosted by improved trends of major European
markets and rapidly expanding markets in the Middle East and Asia. The figure is still low
in terms of the cosmetic industry's path towards industrialisation, but is positive in terms
of prospects and opportunities for development on international markets.

In 2011 the best-performing export products were perfumes and eau de parfum, with a•
total volume of 267 million Euros and a growth rate well above the average, of more than
48%, creams and other products, up 6.2% with a value close to 523 million Euros, and
eye make up products, up 22%, increasing from 183 to 223 million Euros. On the other
hand, the decline in personal deodorants, down 3.9% with a value just over 82 million
Euros and in lip make-up products, down 8.1%, both had an impact.

Figures for hair preparations were also on the wane, down 29.9%, and accounting for a•
value of just over 9 million Euros. After a downturn in 2010, hair sprays performed well,
up 39.2% and accounting for more than 18 million Euros of exports.

Creams remained the most significant imports, up 2% and accounting for 529 million•
Euros, along with toilet waters and eau de colognes, up 4.2% and accounting for a value
of over 250 million Euros.

Foreign trade flows were also affected in 2011 by sudden decreases in economic tensions•
of individual nations which were all able to overcome the financial crisis of recent years.
Against this backdrop, the increase in sales abroad of Italian cosmetics confirms the
competitive nature of Italian products which offer a mix of quality, service and innovation,
and are increasingly concerned with consumer safety.

EXPORTS OF FINISHED AND SEMI-PROCESSED GOODS
Data compiled from January to December

Calculations by Unipro Statistics department based on ISTAT data

2010 2011 % var. 2010 2011 % var.

EXPORTS
QUANTITY (tonnes) VALUE (thousands of €)

55,241.1 74,742.8 35.3% 101,123.9 138,179.0 36.6%

3,123.2 1,904.4 -39.0% 13,284.1 9,306.0 -29.9%

4,572.7 7,073.4 54.7% 13.,77.1 18,477.5 39.2%

67,588.4 75,166.1 11.2% 339,749.0 365,836.8 7.7%

4,196.0 4,115.6 -1.9% 103,638.8 104,812.7 1.1%

53,269.6 49,908.5 -6.3% 492,485.2 522,965.4 6.2%

2,155.0 1,724.6 -20.0% 68,279.0 62,718.1 -8.1%

5,142.5 7,067.1 37.4% 183,260.8 223,519.0 22.0%

1,033.0 1,200.7 16.2% 12,783.8 16,645.2 30.2%

56,418.3 57,956.8 2.7% 97,092.5 109,389.2 12.7%

30,307.8 34,283.6 13.1% 61,544.5 70,294.0 14.2%

17,239.7 16,395.8 -4.9% 85,627.1 82,260.1 -3.9%

3,120.8 3,318.9 6.3% 16,667.8 18,553.6 11.3%

45,209.4 52,991.3 17.2% 81,973.0 94,735.8 15.6%

14,411.1 15,069.6 4.6% 44,701.2 49,340.7 10.4%

8,239.1 11,372.8 38.0% 179,858.9 266,691.1 48.3%

15,529.8 15,897.4 2.4% 424,211.9 426,138.3 0.5%

16,520.5 17,890.3 8.3% 87,019.2 91,163.9 4.8%

403,317.8 448,079.6 11.1% 2,406,577.8 2,671,026.2 11.0%

Shampoos

Hair preparations

Lacquers

Hair lotions and other products for haircare

Powders and compact powders

Creams and other products

Lip make-up products

Eye make-up products

Nailcare products

Toilet soaps

Bath preparations

Body deodorants

Toothpastes

Other preparations for oral hygiene

Shaving, pre and after shave products

Perfumes and eau de parfum

Toilet waters and eau de cologne

Other perfume and toiletry products

TOTAL EXPORTS
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Europe is the main cosmetics export market, with just under 1,800 million Euros, thanks•
to a steady recovery in demand from countries such as Germany, France and Spain.
Exports to Great Britain fell slightly in 2011 (-1.6%).

Of the top 10 importing countries, the United Arab Emirates, Poland and Hong Kong all•
picked up considerably (+27.7%, +20.1% and +27.5% respectively): the volumes of
these countries are increasingly important, also in strategic terms, for the internationalisa-
tion policies of companies in the industry. On average, the growth of these three major
players in the international cosmetics trade, was over 50% in the last two years.

In general, exports of cosmetics from Italy have increased uniformly: Asia, with a value of•
over 480 million Euros, recorded a considerable increase of 20%; America with
303 million Euros, reported an increase of 8.8%, while Africa was affected by a decrease
of over 14%. Oceania also reported a growth trend, up 16.4% compared to 2010, with
a total value close to 47 million Euros.

IMPORTS OF FINISHED AND SEMI-PROCESSED GOODS
Data compiled from January to December

Calculations by Unipro Statistics department based on ISTAT data

2010 2011 % var. 2010 2011 % var.

IMPORTS
QUANTITY (tonnes) VALUE (thousands of €)

40,865.6 46,812.4 14.6% 80,825.2 97,790.1 21.0%

521.4 476.1 -8.7% 3,441.9 2,770.6 -19.5%

2,470.7 3,944.3 59.6% 9,009.4 14,167.1 57.2%

33,112.3 31,434.2 -5.1% 123,064.6 122,141.6 -0.7%

821.5 775.0 -5.7% 19,103.0 21,347.0 11.7%

41,462.6 42,293.0 2.0% 519,077.4 529,436.4 2.0%

1,183.8 990.3 -16.3% 42,720.7 42,250.1 -1.1%

1,569.0 1,466.1 -6.6% 59,064.7 71,690.1 21.4%

3,983.6 3,598.0 -9.7% 53,119.8 60,578.8 14.0%

19,304.2 21,882.7 13.4% 37,945.7 39,643.5 4.5%

16,795.9 15,722.1 -6.4% 33,060.6 30,758.6 -7.0%

7,148.3 8,283.8 15.9% 51,028.3 59,314.3 16.2%

25,178.1 28,446.5 13.0% 80,021.3 92,995.0 16.2%

9,635.7 8,997.4 -6.6% 35,580.6 37,237.5 4.7%

5,087.6 5,125.7 0.8% 23,523.9 22,787.1 -3.1%

8,462.4 8,430.7 -0.4% 119,372.0 123,517.2 3.5%

8,386.5 8,409.1 0.3% 240,455.2 250,610.2 4.2%

8,872.7 6,619.5 -25.4% 50,275.5 40,685.5 -19.1%

234,861.7 243,706.9 3.8% 1,580,689.6 1,659,720.7 5.0%

Shampoos

Hair preparations

Lacquers

Hair lotions and other products for haircare

Powders and compact powders

Creams and other products

Lip make-up products

Eye make-up products

Nailcare products

Toilet soaps

Bath preparations

Body deodorants

Toothpastes

Other preparations for oral hygiene

Shaving, pre and after shave products

Perfumes and eau de parfum

Toilet waters and eau de cologne

Other perfume and toiletry products

TOTAL IMPORTS
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Areas of internationalisation

ITALIAN COSMETICS INDUSTRY EXPORTS -  TOP 10 
Values in million Euros

INTERNATIONAL TRADE FLOWS
Exports - values in million Euros

Calculations by Unipro Statistics department based on ISTAT data

AMERICA
303.6
+8.8%

AFRICA
44.4

-14.4%

World population Italian exports

EUROPE
1,794.3
+9.8%

ASIA
482.0
+20.0%

OCEANIA
46.8

+16.4%
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Notes
1. NAFTA members: Canada, Mexico, United States

2. EFTA members: Iceland, Liechteinstein, Norway, Switzerland 
3. ASEAN members: Birmania, Brunei, Cambodia, Philippines, Indonesia, Laos, Malaysia, Singapore, Thailand, Vietnam 

4. CEFTA members: Croatia, Macedonia, Moldova, Serbia, Bosnia and Herzegovina, Montenegro, Albania, Kosovo
5. MERCOSUR members: Argentina, Brazil, Paraguay, Uruguay

6. COMESA members: Burundi, Comoros, Congo, Egypt, Eritrea, Ethiopia, Djibouti, Kenya, Libya, Madagascar, Malawi,
Mauritius, Rwanda, Seychelles, Sudan, Swaziland, Uganda, Zambia, Zimbabwe

BEST IMPORTERS BY MACRO CATEGORY
2011 Italian exports - values in million Euros

UNIPRO’S INTERNATIONALISATION PLAN COUNTRIES
2011 exports - values in million Euros

GEO-ECONOMIC AREAS
2011 exports - values in million Euros
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TRENDS IN THE MACRO-SECTORS
Commercial advertising in Italy

Values in thousand Euros
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Investments in advertising

For some time now, Unipro Study Centre has been processing data on investments in•
advertising in the cosmetics industry, based on figures reported by Nielsen. Nielsen makes
annual adjustments to previous figures, so it is not possible to guarantee a uniform com-
parison with previous years. The composition of some product families may also be affec-
ted by these adjustments, particularly for past data. The quality of trends identified and
their absolute significance is however guaranteed.

In 2011, investments in advertising in the cosmetics industry substantially held up, with a•
slight drop of 0.8% for a value of more than 563 million Euros, more than 42% of the
macro-sector of personal products, which in turn went up by 3.1% to account for nearly
17% of total investments in sales advertising. The cosmetics industry, in a period still affec-
ted by uncertainty, has shown trends that are similar to if not greater than all other sec-
tors of equal weight, and, as in the past, investments have increased in this sector more
than other important areas such as food (-9.1%) and clothing (-1.9%).

The value of investments for advertising in cosmetics is second only to that for the food,•
automobile and telephone sectors; in fact the cosmetics sector accounts for 30% of the
mass market aggregate figure, with an investment/turnover ratio of 6.5%, which is well abo-
ve that of important Italian manufacturing sectors such as fashion, eye-wear and footwear.

NET ADVERTISING INVESTMENT
FOR COSMETIC PRODUCTS IN CLASSICAL MEDIA

Annual %

variation

2010 2011
% var.Sectors

net invest. % weight net invest. % weight

Activity/services 2,198,563 27.4 2,093,432 27.1  -4.8

consumer durables 1,404,829 17.5 1,383,461 17.9 -1.5

Mass consumption 2,214,094 27.6 2,000,167 25.9 -9.7

of which Food 1,572,192 19.6 1,418,250 18.3 -9.8

of which Drug 641,902 8.0 581,917 7.5 -9.3

Personal (of which Cosmetics 563,524/-0.8%) 1,275,253 15.9 1,314,256 17.0 3.1

Leisure 938,539 12.3 944,130 12.2 0.6

TOTAL COMMERCIAL ITALY 8,031,278 100.0 7,881,115 100.0 -3.7

The sector in detail:
ACTIVITY/SERVICES: Distribution - Authorities/Institution - Finance/Insurance - Industry/Construction - Prof. services - Telecommunications - Various
CONSUMER DURABLES: Housing - Cars - Domestic appliances - Information technology/Photography - Motorbikes/Vehicles
MASS CONSPTION: Food - Beverages/Alcoholic Beverages - Household - Toiletries
PERSONAL: Clothing - Personal care - Pharmaceuticals/Health Products - Personal Articles
LEISURE: Games/School articles - Media/Publishing - Leisure pursuits - Tourism/Travel

2004 2005 2006 2007 2008 2009 2010 2011

-26.6 6.5 -5.8 5.3 1.5 1.0 -9.0 6.8
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The effects of the international financial crisis have impacted domestic consumption and in•
2011 they also influenced fiscal pressure with inevitable consequences for investments con-
sidered second rate, such as those in advertising. The effort made by companies to maintain
continuity to support demand for cosmetics was evident, with targeted, selective advertising,
often rationalising planning and seeking specific opportunities through individual media, also
during the year.

As invested values were maintained, the advertising pressure level in 2011, i.e. the ratio•
between the consumption of cosmetics and investments in advertising confirmed levels of
recent years, with a figure of 5.74%.

In 2011, television was the most-widely used medium, down 0.2%, with values just over 407•
million Euros, while use of the press decreased by 0.8% with values just over 127 million
Euros. The value of investments in cinema advertising was just short of 0.5 million Euros, with
the most drastic reduction: -78.7%. The downturn in investments in radio advertising was just
as significant, falling 29.2% and with values close to 10.5 million Euros.

Investments in magazines went up considerably by 5%, with a value of over 110 million Euros,•
whereas investments in newspapers were down 27.2%, with a value of over 17 million Euros.

Although volumes have little effect on total figures, important signs came from advertising•
through satellite TV, up 27.8%, with values over 55 million Euros, and via the Internet, up
43.9%, with the value of investments close to 10 million Euros.

Values in thousand Euros

NET ADVERTISING INVESTMENTS BY MEDIA

PERCENTAGE ADVERTISING PRESSION INDEX
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2010 % share 2011 % share % var.Media

Printed press

Daily newspapers

Periodicals

Specialised press

Television

Public TV

Commercial TV

Satellite TV + DTT

Cinema

Radio

Posters and hoardings

Internet and direct mail

TOTAL MEDIA

2004 2005 2006 2007 2008 2009 2010 2011

6.63 6.14 6.32 6.19 6.11 5.50 5.91 5.74

Ratio between

advertising investments

and consumption of 

cosmetic products

128,450 22.6 127,410 22.6 -0.8

23,373 4.1 17,004 3.0 -27.2

104,738 18.4 110,024 19.5 5.0

339 0.1 382 0.1 12.7

407,948 71.8 407,094 72.2 -0.2

74,667 13.1 73,193 13.0 -2.0

290,206 51.1 278,863 49.5 -3.9

43,075 7.6 55,038 9.8 27.8

2,298 0.4 489 0.1 -78.7

14,915 2.6 10,556 1.9 -29.2

7,501 1.3 8,027 1.4 7.0

6,913 1.2 9,948 1.8 43.9

568,025 100.0 563,524 100.0 -0.8
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