
m a r c h 2019

COSMETICS INDUSTRY: 
MANUFACTURE, MARKET AND  

FOREIGN TRADE

+1.3% 11,210
italian cosmetics market production of cosmetics in 2018

change from 2018 to 2017

change from 2018 to 2017 billion Euros

+22.0% -2.8%
export of cosmetics (var. % jan-nov) channel trends and performance in 2018

E-Commerce Hyper/Super markets

+3.6%

The preliminary figures relative to the 
Italian cosmetics industry for the financial 
year 2018 are being published, as always, 
on the occasion of the Cosmoprof in 
Bologna, which has now reached its 
53rd edition. In line with the advance 
information already contained in the 
recent conjunctural report, statistics 
pertaining to the Italian market and to 
the turnover achieved by Italian firms 
now confirm a constantly upward trend, 
despite the existence of a particularly 
critical external situation: in general, this 
confirms the cosmetics industry’s inelastic 
nature, as a consequence of the fact that 
it has maintained the level of its turnover, 
especially in international markets, and 
of the growth in the domestic market 
for products that lose none of their 
dynamics once they have become part of 
consumers’ everyday habits, but actually 
record positive rates of growth.
The industry completed the 2018 financial 
year with a turnover in excess of €11,200 
million, chalking up a growth rate of 
more than 2%, while exports confirmed 
its important dynamic potential, topping 
€4,800 million in value and increasing 
by 3.6% over the previous year. The 
industry’s impact on the country’s balance 
of trade in 2018 was significant, achieving 
an unprecedented level of a positive 
balance of €2,770 million and maintaining 

a record that has been unbroken for more 
than 25 years.
To focus more closely on the domestic 
market, 2018 figures confirm the trend of 
product diversification in channels whose 
boundaries are growing increasingly 
blurred, which in their turn confirm 
trends of new distribution typologies 
that focus increasingly on the individual 
customisation of the range on offer. 
The Italian market completed the year 
with a value of more than €10,150 
million, up by 1.3% on the previous year. 
Phenomena such as the single-brand 
stores, drugstores, e-commerce and the 
elimination of commercial middlemen 
that reduces the numbers of commercial 
intermediaries have been practised by 
many firms in recent years, pushing the 
boundaries of our analyses.
Although consumers still tend to favour 
the cheaper price bands and channels, 
they do not deny themselves access 
to premium products, but are gradually 
abandoning the intermediate price range. 
In some channels, such as pharmacies 
and herbalist shops, consumption is 
tending to flatten out, although it is 
balanced by a tendency to include niche 
and higher-priced products, as in the 
case of perfume shops, where price 
increases are more evident.
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*the "other" category includes: Self services and Discount

MARKET: THE CHANNELS

The cosmetic products market in 2018: value and trend of distribution channels  
(values in millions of Euros and change from 2018 to 2017)

Pharmacies (-0.4%) 
1,854 mio/�

Herbalist stores (+0.2%) 
441 mio/�

Perfume shops (+1.5%) 
2,037 mio/�

Hairdressing (+0.5%) 
577 mio/�

Beauty salons (+0.5%) 
237 mio/�

E-Commerce (+22.0%) 
391 mio/�

 Direct sales (-2.0%) 
482 mio/� Mass market 

 (+1.1%) 
4,133 mio/�10,152

mio/�
(+1.3)

Hyper-super markets (-2.8%)
1,785 mio/�

SSS Drug (+7.5%)
1,481 mio/�

Single brand (+2.5%)
410 mio/�

-2.0% other*
457 mio/�

As in previous financial years, single-brand stores, specialised channels and above 
all online sales, with the growth in perfume sales, had a clear impact on the value of 
cosmetics consumed in Italy, which exceeded €10,150 million at the end of 2018, 
registering an increase of 1.3% over the previous year. Seen in the context of an overall 
structural and socioeconomic situation that is far from reassuring, this result confirms 
that cosmetics in Italy constitute an element of everyday consumption that the market  
is not prepared to do without. That is why the negative conjunctural situations experi-
enced in recent years, aided and abetted by new models of purchase, have generated 
new channels and new options of purchase that are inevitably related to innovative 
forms of digital communication and promotion. The growth in domestic consumption 
is particular satisfying in the light of the effects of the global economic crisis that hit in 
autumn 2008 on the propensity to buy of Italian consumers, once again underscoring 
the inelastic character of the country’s domestic demand for cosmetics.

If we now analyse distribution through the various different channels, remember-
ing that the traditional distinction continues to hold and without forgetting how things 
evolve into new and mixed forms of sales, certain trends already detected in recent 
months are confirmed.

Sales of cosmetics through the pharmacy channel experienced a substantially 
flat trend, with a slight reduction in the second half of 2018, closing the year with a 
value of just under €1,900 million. The cosmetics sold through this channel account 
for 18.3% of total market sales, a share that has grown in recent years, underpinned 
by the trust that consumers place in pharmacies, in its levels of specialisation and the 
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care it pays to service. No explanation of the moment of deceleration in this channel 
can afford to neglect the effects of the recent law on competition, which not only allows 
legal persons to hold the authorisation to own and run pharmacies, but also obliges all 
existing owners to come to terms with this new situation, especially as it impacts on 
how pharmacies are evaluated as business ventures.

Trends in consumption purchased in the herbalist shop channel indicate a de-
celeration, although the values remain in positive figures. The value of these sales – 
€441 million, with a growth rate that is practically flat on the graph – nevertheless 
confirms the solidity of this channel, which accounts for 4.3% of total consumption in 
Italy, primarily as a consequence of sales achieved by specialised single-brand firms, 
as opposed to the difficulties faced by traditional herbalist shops. Increasing numbers 
of consumers now express an interest in the whole area of ‘natural and green’, since 
they are attracted to and fond of cosmetics with natural origins. This attention can 
also be found in other channels, where the ranges on offer are found to be expanding. 
The value of this phenomenon, recently investigated in a special survey, was found to 
exceed €1,100 million.

At the end of 2018, the perfume shop channel recorded an increase of 1.5% 
over the previous year, a substantial revival after years of contraction, achieving sales 
worth a total of €2,037 million that account for 20.1% of total consumption in Italy. This 
is the channel where the most substantial reduction in volumes as compared to values 
is found. Although shops have continued with such support actions as new product 
launches, the reduction of stock holdings and dynamic pricing policies, the critical situ-
ation affecting several independent points of sale has spread. Comforting news comes 
from organised chains and from certain smaller distribution networks, which have 
proved adept at highlighting the concepts of niche and exclusivity, introducing new 
distribution strategies and making new investments in the channel’s selective identity. 

Maintaining the situation achieved in previous years, consumption purchased 
through the mass market retail channel covered approximately 41% of the domestic 
cosmetics market in 2018, increasing by 1.1% compared to the previous year to a 
value approaching €4,130 million. For some time now, the phenomenon of the sin-
gle-brand store has been having a substantial impact on the numbers turned over in 
this channel, growing by 2.5% in 2018. As has been clear for some time now, different 
speeds of development are encountered inside this channel, where the gap is growing 
constantly between sales of cosmetics in traditional hypermarkets and supermarkets 

Evolution of distribution channels 
(% value made 100 the cosmetics market in Italy)

1998 2018

Mass market 42.5 40.8

Hyper-super 34.6 17.6

SSS-Drug - 14.7

Single brand - 4.0

Other 7.9 4.5

Perfume shops 25.8 20.1

Pharmacies 14.2 18.3

Herbalist stores - 4.3

 Direct sales 7.6 4.7

E-commerce - 3.8

Hairdressing 6.8 5.7

Beauty salons 3.1 2.3
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Historical consumption trends
(values in millions of Euros and change from previous year)

change 
% 13-14

change 
% 14-15

change 
% 15-16

change 
% 16-17

change 
% 17-18

Value 
2018

Pharmacies  1.5  1.5  -0.1  2.0  -0.4  1,854 

Perfume shops -2.4 0.9 0.9 -0.5 1.5  2,037 

Mass market  -1.5  1.5  -0.8  1.2  1.0  4,574 

 Direct sales  -3.1  -3.7  -2.7  1.0  -2.0  482 

E-commerce  30.0  30.0  25.0  23.1  22.0  391 

Hairdressing  -3.6  -2.2  1.0  1.9  0.5  577 

Beauty salons  -3.7  -3.2  2.1  2.4  0.5  237 

Total - 1.1  1.4  0.5  1.7  1.3  10,152 

and in general in large retail stores, which are down by 2.8%, and sales in the special-
ised spaces known as drugstores (or the “modern channel”), which achieved increases 
of as much as 7%. It is in these structures that we find the best responses to the ex-
pectations of consumers in search not only of the best prices, but also brands capable 
of catering for their requirements of safety and reliability.

Direct sales, both on a door-to-door basis and via mail order, accounted for 4.7% 
of cosmetics consumed in Italy in 2018, recording a more negative trend than the oth-
er channels, primarily because of the way that demand is shifting towards other very 
innovative forms of distribution. The channel’s shrinkage settled at about 2%, ending 
the year with a sales volume of something more than €480 million. Sales volumes have 
been slowing down recently, in part as a result of the difficulties encountered by some 
operators, while direct sales had been found to be closer to changing needs of con-
sumption than the traditional channels, especially during the years of the crisis.  

Once again in 2018, the real phenomenon in the cosmetics market was online 
sales, for which a reappraisal and adjustment of the appropriate statistical bases is 
currently under way. This sector enjoyed vigorous growth in 2018, achieving a value of 
nearly €390 million, up by 22% compared to the previous year, and a 3.7% degree of 
coverage of consumption. This phenomenon fits neatly into a broader appraisal that 
tends to explain the more radical changes taking place in individual channels, which are 
oriented increasingly towards a mixture of sales through points of sale and via digital 
platforms.

The increase in consumption registered in the course of 2018 in beauty salons 
was 0.5%, reaching a total value of €237 million and accounting for 2.3% of total do-
mestic consumption: although some distribution typologies continue to experience a 
degree of tension, this is an overall positive result. In this context, firms are persisting 
with the rate of efforts aimed at innovation, focusing on remodelling distribution and 
on new areas of treatment and wellness and befitting from the attention being paid to 
new trends among consumers who are becoming increasingly demanding in terms of 
service quality, of service providers and of the places where services are provided.

The end of 2018 brought confirmation of the slow but steady hold of consump-
tion, of both services and retail, in hairdressing salons. Although the rate is modest, 
increasing by only 0.5%, to a market value of nearly €580 million, consumption in this 
channel accounted for 5.7% of the total domestic cosmetics market, calling attention 
to the dynamic policies adopted by many professionals who have reacted successfully 
to the latest developments in marketing, adopting segmentation strategies in both ser-
vices and treatments.
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products for the face
Products dedicated to skincare account 
for more than 17% of Italians’ cosmetics 
consumption, constituting the primary 
product family with consumption worth a 
total of €1,456 million in 2018, a healthy 
2.0% up on the previous year and continu-
ing the positive revival already experienced 
in the previous two years. 2018 also end-
ed with an excellent trend in perfume 
shops, up by 2.7%, and a good one in 
pharmacies, up by 1.4%, while sales were 
down in traditional mass-market distribu-
tion, as hypermarkets and supermarkets 
registered a contraction of 2.0%. If we 
now analyse the trends for individual prod-
ucts, we find strong growth in facial masks 
and exfoliating products, which are up by 
20.1% to about €79million. The contrac-
tions found in the market for cleansers 
and make-up removers for the face and 
eyes (down by 1.3%) and for products for 
tackling skin impurities (down by 3.8%) 
are probably a consequence of the new 
customer journey and of new multiphase 
product solutions that traditional research 
institutes do not allocate to these product 
subcategories. The pharmacy channel 
was found to be driving positive perfor-
mances in this product family, attracting 
nearly 36% of consumption of products 
for the face.    
products for body care
In 2018, the segment devoted to body 
care was the second largest family of con-
sumption in the Italian population’s habits, 

accounting for 16,3% of total sales and 
achieving a market value of €1,378 million, 
which translates into a contraction of just 
over 1% compared to 2017. Coming af-
ter the growth achieved in the course of 
2017, this negative trend can be broken 
down into the segment’s various product 
subcategories, led by the area of sun and 
pigmenting products, whose €360 million 
turnover was down by 3.1% compared to 
the previous year, despite the favourable 
climate in the season. The negative trend 
continues in consumption of products for 
cellulitis (down by 0.8% to €68 million) and 
of products for toning, for specific zones 
of the body and for counteracting body 
ageing (down by 4.8% to € 64.2 million). 
Meanwhile consumption of deodorants 
and antiperspirants continued the upward 
trend already established in the previous 
two years, increasing by nearly 1% to a 
total value of €474 million. Accounting for 
a concentration of nearly 58% of all con-
sumption in this category, the mass mar-
ket segment ended the year with a con-
traction of more than 3%.
personal hygiene
Products dedicated to body hygiene, 
which constitute the third largest family 
by value, recorded a flat performance for 
the second year running: a contraction in 
consumption cut across multiple subcat-
egories, but was balanced out by a mar-
ginal growth in bath and shower gels and 
creams (up by 1.1%) and the flat growth 
of products for intimate personal hygiene. 

MARKET: THE PRODUCTS

The analysis by product categories conducted by the Cosmetica Italia Study and 
Corporate Enterprise Centre contributes to a better understanding of the dynamics of 
consumption in Italian families, by cross-referencing data identified by various research 
institutes with historical databases and with the analyses derived from internal statistics 
that are subject to continuous updating for each sales channel. 

This analysis confirms the positive general trends already recorded during the 
course of 2017. In particular, attention is called to the excellent performance of prod-
ucts for facial care and make-up, the result of significant investments in products and 
communications that have brought about a major change in the customer journey ex-
perienced by the female market and especially by its younger segments. After the timid 
revival found in the previous year, alcohol-based perfume products are also growing 
once again, nourished by the new lease of life that comes from the latest distribution 
formulae adopted in the mass market, which compensate for the contraction in its 
volumes in the specialised channels.

Lastly, the trend is less encouraging in categories with a lower degree of involve-
ment in the routines of consumption, such as hair care and body care, which are com-
pensated for in part by specific solutions for both products and channels.
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Composition of the cosmetics market in 2018

Body hygiene 12,2%

Body 16,3%

Face 17,2%

11,8% Hair

7,8% Products for women

5,0% Face make-up

4,8% Perfumes for men
4,4% Eye make-up
3,7% Lips
3,5% Baby skincare products
2,1% Hands
1,7% Products for men
1,4% Gift packs
0,6% Make-up packs

76% Products for women 24% Products for men

7,5% Oral hygiene

Consumption of liquid soaps was down by 
1.6%, as was that of soaps and syndets, 
down by 0,4%, and of talc and sprinkled 
powders, down by 1.4%.
p roducts for haircare
In addition to the products sold at retail 
and those used in hairdressing salons, this 
category also includes products for hair-
care and scalp care sold through other 
consumption channels. As in the previous 
year, this latter area ended the year with 
a slight contraction of consumption, down 
by 0.3% to a total value of approximately 
€995 million. 
Selling for a total of €443 million, sham-
poos closed 2018 with an increase of 
0.9% over the previous year. After-sham-
poos, balsams and masks also experi-
enced growth, increasing by 4.7% to €146 
million, while the market for the second 
family by value, dyes and dye sprays, fell 
off slightly, down by 2.8% to €209 million. 
2018 was also a negative year for con-
sumption of lacquers, down by 4.6%, hair 
fixers and structuring mousses, which lost 
5.8%, gels, waters and gums, down by 
5.2%, and lotions and shock treatments, 
down by 5.6%.
alcohol-based perfume products
Both fragrances for women and fragranc-
es for men achieved excellent performanc-

es in 2018, the first achieving an increase 
of 4.0% to a value of €664 million and the 
latter increasing by 4.5% to €410 million. 
This very positive trend was generated by 
consumption that passed through new 
formulae of distribution, such as SSS-
Drug, or drugstores in general, although 
a healthy increase was also achieved by 
perfume shops, which account for two 
thirds of the concentration of the market 
for fragrances and where consumption 
grew by 3.7%. Applying the logical mind-
set of today’s mew commercial policies 
aimed at diversifying the supply to include 
categories related to facial care and make-
up, perfumes shops are now reviving the 
virtuous cycle for which they were known 
until some ten years.
make-up
Make-up products achieved a positive 
trend in 2018, keeping up their good per-
formances in the last six years, as a conse-
quence, primarily, of single-brand distribu-
tion and of the corners operating in many 
mass-market structures. Facial make-up 
did well, increasing by 2.2%, as did eye 
make-up (up by 1.5%) and make-up for 
the lips (up by 2.4%), while make-up box-
es performed extremely well, increasing by 
16.3%. Only make-up for the hands lost 
slightly, decreasing by 0.7%.
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Going up, going down
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CATEGORIES

Toilet waters and perfumes for men

Lipsticks and lip glosses

Anti-ageing and anti-wrinkle creams

Toothpastes

Dyes and coloured mousses

Sunscreens and pigmenting products

0

LINES

Alcohol-based perfume products

Products for face care

Products for hand care

Products for men

4.5

3.4

1.8

-1.4

-2.8

-3.1

4.4

2.0

-0.7

-1.2

% weight on total 
consumption for 2018

% weight on total 
consumption for 2018

4.8

4.2

2.4

12.7

16.3

2.1

5.4

17.2

2.5

7.5

Percentage changes, ‘18/’17 values

Percentage changes, ‘18/’17 values

COMPARISON OF TRENDS

This analysis of the positive and negative trends at work among product families 
and individual products enables us to highlight the more evident phenomena found in 
the data referring to 2018. The most significant of these trends, in growth terms, were 
achieved by toilet waters and perfumes for men, which increased by 4.5%, by lipsticks 
and lip salves, up by 3.4%, and by anti-ageing and anti-wrinkle creams, up by 1.8%. 
Negative figures were recorded by toothpastes, down by 1.4%, by dyes and dyeing 
foams, which decreased by 2.8%, and by sun and pigmenting products, which fell by 
more than 3%.

These trends are certainly influenced by the redistribution of consumers’ purchase 
options and habits, which are once again showing appreciation of the services provi-
ded in beauty and hairdressing salons and adding to these the new formulae of beauty 
routines that are reshaping how families use traditional products.
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 THE ITALIAN COSMETICS INDUSTRY TURNOVER

In 2018, the overall turnover of the Italian cosmetics industry, in other words the 
value of its total production, ended the year at something more than €11,200 million, an 
increase of 2.1% over the previous financial year. With the exception of the pharmacy 
channel and of direct sales, sell-in values increased in all channels in Italy’s domestic 
market, with important results being achieved in perfumery shops and through online 
platforms channels, but above all by firms specialising in outsourced production. It was 
these outsourced production firms that made the biggest impact on the foreign compo-
nent of demand, with an evident knock-on impact on the growth of production values: 
in fact, exports increased by 3.6% to a value of €4,800 million. This contributed to the 
continued growth of the balance of payments surplus: while the level of imports remained 
substantially stable, this surplus approached €2,800 million, marking yet another record 
for the industry.

If we now consider trends in turnover by outlet channels, we find that the profes-
sional channels have been maintaining a positive performance for some time, although 
the rhythms are not yet very vigorous: in fact, the sell-in value here reached €700 million 
in 2018, with a growth trend of nearly 1%. The reorganisation of the ranges on offer and 
the promotional activities undertaken by firms injected new energy into hairdressing and 
beauty salons, which experienced increases in the through-flow in their channels and 
also some interesting increases in retail. Although they indicate improvement, forecasts 
for 2019 also predict that tensions will still affect those salons that are less dynamic and 
slower to react to new models of consumption. If we now turn to the turnovers achieved 
by firms operating in traditional channels, we find a similarly positive rate of growth, 
with an increase of 0.9% to a total value of production in excess of €5,700. For several 
years now, the values of production – sell-in – have been benefitting from the trend in 
domestic market demand, which has undergone evident transformations and evolutions, 
with knock-on effects on the reorganisation of the various different channels of distribu-
tion: single-brand sales, e-commerce and certain specialised areas in the mass market 
segment have responded to changes in consumers’ attitudes with trends that show 
significant upswings. The only negative signs, or at least indications of difficulty in hold-
ing their own, come from the sell-in in pharmacies, in direct sales channels, in large-
scale retail structures and in some of the more traditional herbalist shops, although the 

Evolution of cosmetics industry
 (values in millions of Euros and change from previous year)

FINAL  
2016

FINAL  
2017

PRELIMINARY
 2018

CHANGE
 % 2018/17

FORECAST
 % 2019/18

Italian turnover  6,248  6,352 6,410 0.9 1.3

Professional channels  680  694 700 0.9 1.1

Traditional channels  5,568  5,659 5.710 0.9 1.5

Exports  4,309  4,617 4,800 3.6 3.6

Global turnover
cosmetics sector  10,557  10,969 11,210 2.1 2.6
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deviations found are marginal.
In the area of foreign markets, it is noticeable that the sustained revival of cosmet-

ics consumption at international level, notably in Asia and all the Arab countries, came 
together with the quality of ranges on offer to enable Italian exports of cosmetics to 
achieve a significant result in 2018, one that was often more dynamic than the growth 
of consumption in the individual importing countries, which means that Italian exports 
were clearly making up ground in terms of market shares. The Italian cosmetics indus-
try thus confirms its reputation at world level, highlighting and reiterating the strong 
points at work in the sector: investments in innovation, product quality and staff training 
and qualification, all elements that enable Italy to maintain its hold on markets and its 
competitive edge. 

There are also other industrial indicators, such as the expansion and qualification 
of Italy’s competitive capacity, that have shown signs of positive development, nourish-
ing optimism for the years to come. 

The process of developing and expanding the analysis of the industry has paved 
the way for new awareness in recent years. One area highlighted in this respect is 
the analysis of production of products with natural connotations, which reached a 
value of €1,100 million in 2018, growing by approximately 5% over the previous year. 
Another case worthy of attention is the phenomenon of new typologies of distribution, 
which blends homogeneously with the strategies conducted by manufacturers: from 
the disintermediation practised by some firms that choose to shorten the chain of dis-
tribution and the rise of single-brand shops, to the increase in direct online commerce  
and the adoption of new kinds of complete and integrated ranges by outsourced pro-
duction manufacturers, which now earn more than 80% of their turnovers from foreign 
markets.

Total cosmetics 
turnover:

11,210 mio/�
Natural connotation 
cosmetics turnover:

1,100 mio/�
(9,8% of total cosmetics turnover)

INCIDENCE OF NATURAL CONNOTATION COSMETICS TURNOVER 
ON TOTAL COSMETICS TURNOVER IN ITALY 2018

(values in millions of Euros)
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2016 CHANGE 

% 2018
/17

PRELIM
IN

ARY 

2018 FORECAST 

% 2019
/18

2017
2015

2014

Cosmetics commercial balance
(values in millions of Euros and change from previous year)

Imports 1,680 1,810 1,981 2,048 -1.3 2,030 -1.0

Exports 3,331 3,807 4,293 4,112 +3.6 4,800 +3.6

trade balance 2018 exports/turnover 2018
2,770 42.8%

IMPORTS, EXPORTS

Italy’s cosmetics exports increased in 2018 by 3.6% over the previous year, achiev-
ing a total value, in preliminary end-of-year records, of €4.8 billion, confirming that the 
rate of growth in exports is slowing down from the double figures that had supported the 
cosmetics industry until last year.

The uncertainty rife on the macroeconomic scene has repercussions on the destina-
tions of the country’s exports which, with marginal variations, concentrate 66% of the val-
ue of Italian cosmetics exports in the top ten destination countries, up from 64% in 2017. 

Although this 2% increase is an insignificant trend, a closer investigation of those 
top ten countries reveals that only three of them had a negative development from 2017 
to 2018: the other seven all experienced a trend higher than their respective rates of 
domestic growth in this sector. This once again confirms the excellence of Italian firms, 
proving their ability to win extra shares in the domestic markets of many different foreign 
countries, even at a time, in 2018, that was shot through with threats of customs barriers 
being raised between different economic groups at world level. 

Although the values in question are the preliminary ones that refer to the months 
of January to November 2018, they can be used to explore the individual countries in 

2013 values revalued by Istat
2018 closing forecast, applying January-November trends
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values 2017
values 2018

Source: compiled by the CosmetiCa italia Statistics Dept. on the basis of istat data, values in millions of Euros. Period of reference January-November.

% weight on total 
exports 2018
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6.3
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some detail. Italy’s most faithful trading partners have rediscovered the appeal of cos-
metics Made in Italy: on their own, France (up by 2.9%), Germany (up by 6.9%) and the 
United States (which increased by 21.3%) absorb Italian cosmetics exports worth more 
than €1.5 billion. Yet the United States were not the only destination that marked up an 
increase in exports in double figures: Hong Kong increased by 24.2%, while a step out-
side the top ten of the destinations hit parade takes us to neighbouring China, which in-
creased by 14.3%, and over the ocean to Canada, in twentieth place, but up by  19.2%.

Among the destinations that experienced contractions were Poland (down by 2.4%), 
the United Arab Emirates (which shrank by 5.4%) and Russia (with a decrease of 6.9%), 
countries that, taken together, account for 9% of total Italian cosmetics exports by val-
ue and whose negative variations are due to a rebound in their respective accelerated 
growth curves, which have now settled into a more physiologically braked rhythm.

To go into more detail about product families, alcohol-based perfume products kept 
their leading role, with a value in excess of €1,015 million, an increase of 4.3% over 2017. 
The next categories also put up an excellent performance, as make-up and products for 
the body accrued respective values of €884 million, with an increase of 4.0%, and €876 
million, up by an even better 7.0%.

ITALIAN COSMETICS INDUSTRY EXPORTS IN 2018
(Jan-Nov 2018)

550.7
566.8 +2.9%

478.8
512.0 +6.9%

372.5
452.1 +21.3%

310.5
312.2 +0.5%

273.9

181.4

275.9

225.3

+0.7%

+24.2%

157.6
162.5 +3.1%

142.7
139.2 -2.4%

141.6
134.0 -5.4%

127.4
118.6 -6.9%
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Consumption of cosmetic products in 2018 
(values in millions of Euros and change from previous year)

stat i st i c s

Pharmacies Perfume 
shops Mass market

of which Super-
Hyper markets TOTAL

1. HAIR AND SCALP CARE 181.6 0.2 35.7 -6.9 777.3 -0.1 375.4 -2.9  994.6 -0.3

Shampoos 95.5 -0.2 7.0 -7.3 340.1 1.4 176.4 -1.6 442.6 0.9

Lotions and shock treatments 49.2 -7.1 4.1 1.2 9.4 -0.1 5.0 -4.4 62.7 -5.6

Dyes and coloured mousses 23.2 3.2 13.7 -8.9 171.6 -3.1 71.0 -6.4 208.5 -2.8

Hair sprays 0.6 -1.1 2.7 -8.0 59.7 -4.4 28.6 -7.7 63.0 -4.6

Post-shampoo treatments, conditioner and masks 12.0 0.2 3.7 -3.7 130.4 5.3 63.6 3.3 146.1 4.7

Fixers and structuring mousses 0.1 -12.8 2.0 -8.9 24.4 -5.5 10.6 -8.7 26.5 -5.8

Gels, waters and gums 0.9 -1.2 2.5 -8.9 41.6 -5.0 20.3 -7.6 45.0 -5.2

2. PRODUCTS FOR FACE CARE 522.5 1.4 420.4 2.7 512.6 2.2 168.9 -2.0  1.455.5 2.0

Face and eye detergents and make-up removers 49.2 -0.9 35.8 -0.9 78.4 -1.7 27.7 -5.6 163.4 -1.3

Facial tissues 3.0 -3.8 4.9 2.1 55.6 -0.6 19.6 -4.3 63.5 -0.6

Toning lotions 6.2 -0.5 18.1 8.5 17.3 -3.7 5.3 -7.8 41.6 1.8

Periocular area and specific zones 52.3 3.5 66.5 4.1 23.9 2.8 7.4 -0.6 142.7 3.7

Moisturising and nutrient creams 106.4 0.7 52.1 5.3 98.4 0.6 32.1 -4.6 257.0 1.6

Anti-ageing and anti-wrinkle creams 229.2 1.7 216.2 1.8 192.9 1.9 65.5 -2.7 638.3 1.8

Masks and exfoliant scrubs 14.1 24.6 23.2 8.6 41.2 26.1 9.4 45.8 78.6 20.1

Products for skin impurities 43.9 -2.9 3.7 -18.7 1.2 25.3 0.7 117.6 48.9 -3.8

Depigmenting products 17.1 -2.7 0.0 - 3.6 -9.8 1.2 -20.3 20.6 -4.0

3. PRODUCTS FOR FACIAL MAKE-UP 59.7 0.3 173.7 -0.8 188.6 5.7 17.6 -2.3 422.0 2.2

Foundations and coloured creams 30.2 -4.1 102.5 0.6 96.7 5.0 8.9 -6.6 229.5 1.7

Face powder 4.8 0.8 13.9 0.5 25.2 5.1 2.2 -5.4 43.9 3.1

Cheek correctors, blushes and clays 24.5 5.7 57.3 -3.4 66.6 7.1 6.5 5.6 148.5 2.6

4. MAKE-UP PACKS 0.1 24.1 35.6 22.0 15.3 5.0 0.4 2.5 51.0 16.3

5. PRODUCTS FOR EYE MAKE-UP 32.7 0.3 125.2 -2.8 213.4 4.4 19.3 -2.2 371.3 1.5

Shadows 4.1 -10.3 23.2 1.7 47.1 3.6 1.5 3.1 74.4 2.1

Mascaras 17.6 1.1 55.7 -5.1 83.2 5.1 11.3 -2.2 156.5 0.8

Liners and pencils 10.9 3.6 46.3 -2.1 83.1 4.1 6.5 -3.6 140.2 1.9

6. PRODUCTS FOR LIP CARE 53.3 4.3 101.5 -1.2 159.3 4.2 21.6 -5.5 314.1 2.4

Lipsticks and lip glosses 12.4 -2.3 84.2 -0.4 106.2 7.3 6.0 5.2 202.9 3.4

Liners and pencils 1.8 -2.3 14.1 -4.8 19.9 1.9 0.7 -6.6 35.8 -1.1

Protections, colourless foundations and sun sticks 38.9 7.7 3.2 -4.2 33.2 -3.3 14.9 -9.3 75.3 2.0

7. PRODUCTS FOR HAND CARE 39.7 -1.5 23.0 -8.4 112.0 1.3 12.4 -11.3 174.7 -0.7

Creams, gels, lotions and nail products 33.2 -0.5 3.4 -3.2 19.5 2.1 2.1 -5.5 56.1 0.2

Nail varnishes 5.2 -6.0 15.7 -9.2 76.6 1.7 4.8 -16.4 97.5 -0.6

Solvents and other products 1.2 -6.7 3.9 -9.4 16.0 -1.4 5.4 -8.5 21.1 -3.3
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Pharmacies Perfume 
shops Mass market

of which Super-
Hyper markets TOTAL

8. PRODUCTS FOR BODY CARE 445.5 -1.8 128.1 -4.4 804.2 -0.3 345.4 -3.3  1.377.9 -1.2

Moisturisers, nutrients and exfoliant scrubs 83.5 -0.7 22.1 -3.1 113.9 -2.9 42.8 -7.0 219.5 -2.1

Multipurpose creams 44.8 2.6 5.6 2.0 29.2 -4.6 13.2 -10.2 79.6 -0.2

Body waters and oils 18.5 6.1 8.6 2.0 4.2 -14.6 1.4 -21.0 31.3 1.6

Anti-cellulite products 44.1 0.6 9.3 -3.0 14.6 -3.4 7.3 -12.3 68.0 -0.8

Firming agents, specific zone and anti-ageing products 31.2 -6.8 9.7 -8.3 23.3 -0.6 7.2 -2.3 64.2 -4.8

Deodorants and antiperspirants 54.9 -3.8 13.9 -9.5 405.0 1.9 179.4 0.8 473.8 0.9

Hair removers 2.1 -12.1 6.5 2.0 73.1 -0.6 27.9 -5.1 81.6 -0.8

Sunscreens and pigmenting products 166.1 -3.0 52.4 -5.4 140.9 -2.3 66.6 -6.7 359.5 -3.1

9. PRODUCTS FOR BODY HYGIENE 271.0 -0.8 24.5 -7.8 737.7 0.5 372.0 -1.8  1.033.3 0.0

Soaps and syndets 40.2 3.2 3.2 -1.0 57.0 -2.8 30.0 -5.0 100.3 -0.4

Liquid soaps 13.1 -7.5 1.8 -1.0 154.3 -1.1 78.4 -2.8 169.2 -1.6

Bath and shower foams, salts, powders and oils 53.7 1.8 13.9 -11.8 353.8 1.5 179.2 -1.0 421.5 1.1

Talcs and powders 2.5 -13.2 2.7 -2.5 23.5 0.2 6.6 -1.0 28.7 -1.4

Products for foot hygiene 17.5 -5.4 0.9 -4.0 15.0 -2.6 7.3 -8.8 33.4 -4.1

Products for intimate hygiene 143.7 -1.5 2.1 -3.0 134.1 1.7 70.7 -0.7 279.9 0.0

10. PRODUCTS FOR ORAL HYGIENE 136.0 -4.0 4.4 0.2 498.2 0.1 294.6 -1.8 638.6 -0.8

Toothpastes 60.8 -6.2 4.0 0.2 392.7 -0.6 230.8 -2.7 457.5 -1.4

Mouthwashes, breath fresheners 75.1 -2.1 0.4 0.5 105.5 3.0 63.8 1.5 181.0 0.8

11. BABY SKINCARE PRODUCTS 83.1 -4.8 4.7 0.1 205.5 -2.7 91.5 -5.1 293.4 -3.3

12. PRODUCTS FOR MEN 9.7 -5.1 37.5 0.1 99.2 -3.2 45.0 -6.1 146.4 -2.5

Soaps, shaving foams and gels 3.3 -8.3 5.4 -0.3 52.9 -3.1 26.6 -4.9 61.6 -3.1

After shave products 3.2 -4.3 10.0 0.2 36.1 -2.6 14.1 -6.7 49.3 -2.2

Treatment creams 3.3 -2.1 22.1 0.1 10.2 -5.8 4.3 -10.8 35.5 -1.9

13. ALCOHOL-BASED PERFUME PRODUCTS 17.4 20.9 819.3 3.7 235.9 5.9 15.7 -8.0 1072.6 4.4

Toilet waters, perfumes and extracts for women 16.7 2.9 522.1 3.9 125.0 4.8 7.2 -12.9 663.8 4.0

Toilet waters and perfumes for men 1.4 21.8 297.1 3.4 110.9 7.1 8.3 -6.3 409.5 4.5

14. GIFT PACKS - - 103.2 1.2 15.0 1.7 5.3 0.3 118.2 1.3

Gift packs for women - - 62.3 -1.6 6.3 2.1 2.2 0.2 68.6 -1.3

Gift packs for men - - 41.0 5.7 8.7 1.8 3.1 0.4 49.6 4.9

Total traditional channels 1,853.9 -0.4 2,036.9 1.5 4,574.2 1.0  1,785.1 -2.8  8,465.1 0.8

Direct sales 482.2 -2.0

E-commerce 390.5 22.0

Beauty salons 237.2 0.5

Professional hairdressing 576.9 0.5

TOTAL CONSUMPTION  10,151.8 1.3
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Quantity (tons) Value (thousands of Euros)

2017 
Jan-Nov

2018 
Jan-Nov

var% 2017 
Jan-Nov

2018 
Jan-Nov

var%

Shampoos 44,105 39,485 -10.5% 89,282 82,079 -8.1%

Hair preparations 325 1,290 296.7% 2,444 2,271 -7.1%

Hair sprays 976 1,350 38.3% 5,040 5,893 16.9%

Hair lotions and other products for hair care 29,735 29,219 -1.7% 126,126 115,824 -8.2%

Powders and compact powders 1,388 1,392 0.3% 70,093 63,602 -9.3%

Creams and other products 2,191 1,673 -23.6% 113,467 89,731 -20.9%

Lip make-up products 3,314 2,320 -30.0% 60,761 45,930 -24.4%

Eye make-up products 1,411 1,035 -26.6% 37,842 29,586 -21.8%

Nailcare products 51,170 52,980 3.5% 663,424 711,444 7.2%

Toilet soaps 10,049 10,294 2.4% 61,238 56,513 -7.7%

Bath preparations 13,761 11,712 -14.9% 23,568 26,056 10.6%

Body deodorants 24,977 28,162 12.8% 51,855 55,724 7.5%

Toothpastes 29,450 28,527 -3.1% 90,167 88,282 -2.1%

Other preparations for oral hygiene 8,465 7,921 -6.4% 34,034 27,422 -19.4%

Shaving, pre-shave and after shave products 14,341 5,266 -63.3% 22,919 19,690 -14.1%

Perfumes and eau de parfum 11,543 12,792 10.8% 180,870 184,219 1.9%

Toilet waters and eau de cologne 9,459 69,142 631.0% 239,840 257,660 7.4%

Other perfume and toiletry products 10,056 6,565 -34.7% 53,505 38,957 -27.2%

TOTAL 266,717 311,125 16.6% 1,926,473 1,900,883 -1.3%

Quantity (tons) Value (thousands of Euros)

2017 
Jan-Nov

2018 
Jan-Nov

var% 2017 
Jan-Nov

2018 
Jan-Nov

var%

Products for hair care 75,142 71,344 -5.1% 222,892 206,066 -7.5%

Products for make-up 8,304 6,420 -22.7% 282,162 228,849 -18.9%

Products for body care 51,170 52,980 3.5% 663,424 711,444 7.2%

Personal cleansing 48,787 50,168 2.8% 136,660 138,293 1.2%

Oral hygiene 37,916 36,448 -3.9% 124,201 115,704 -6.8%

Products for men 14,341 5,266 -63.3% 22,919 19,690 -14.1%

Alcohol-based perfume products 21,002 81,935 290.1% 420,710 441,880 5.0%

Other products 10,056 6,565 -34.7% 53,505 38,957 -27.2%

TOTAL 266,717 311,125 16.6% 1,926,473 1,900,883 -1.3%

Imports (value jan - nov)

Imports - macro-categories (value jan - nov)

stat i st i c s
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Quantity (tons) Value (thousands of Euros)

2017 
Jan-Nov

2018 
Jan-Nov

var% 2017 
Jan-Nov

2018 
Jan-Nov

var%

Products for hair care 223,337 234,557 5.0% 807,231 845,951 4.8%

Products for make-up 25,221 28,058 11.3% 850,613 884,488 4.0%

Products for body care 50,812 52,811 3.9% 819,126 876,092 7.0%

Personal cleansing 207,267 190,259 -8.2% 417,880 407,619 -2.5%

Oral hygiene 81,014 84,129 3.8% 194,897 196,405 0.8%

Products for men 11,578 10,063 -13.1% 44,221 40,449 -8.5%

Alcohol-based perfume products 37,290 37,307 0.0% 973,035 1,015,041 4.3%

Other products 23,555 24,975 6.0% 126,165 120,732 -4.3%

TOTAL 660,074 662,160 0.3% 4,233,168 4,386,778 3.6%

Exports – macro-categories (value jan - nov)

Quantity (tons) Value (thousands of Euros)

2017 
Jan-Nov

2018 
Jan-Nov

var% 2017 
Jan-Nov

2018 
Jan-Nov

var%

Shampoos 99,004 99,531 0.5% 214,520 226,002 5.4%

Hair preparations 1,737 1,415 -18.5% 8,274 6,654 -19.6%

Hair sprays 6,244 6,047 -3.1% 19,360 19,257 -0.5%

Hair lotions and other products for hair care 116,353 127,565 9.6% 565,077 594,038 5.1%

Powders and compact powders 5,707 5,912 3.6% 239,563 241,350 0.7%

Creams and other products 10,181 12,932 27.0% 384,566 400,865 4.2%

Lip make-up products 2,897 1,553 -46.4% 44,737 27,546 -38.4%

Eye make-up products 6,437 7,662 19.0% 181,747 214,728 18.1%

Nailcare products 50,812 52,811 3.9% 819,126 876,092 7.0%

Toilet soaps 21,067 46,342 120.0% 109,410 145,558 33.0%

Bath preparations 106,196 68,378 -35.6% 148,025 107,952 -27.1%

Body deodorants 80,005 75,540 -5.6% 160,445 154,110 -3.9%

Toothpastes 5,718 5,395 -5.6% 52,333 45,880 -12.3%

Other preparations for oral hygiene 75,296 78,734 4.6% 142,563 150,525 5.6%

Shaving, pre-shave and after shave products 11,578 10,063 -13.1% 44,221 40,449 -8.5%

Perfumes and eau de parfum 12,619 13,162 4.3% 346,756 385,707 11.2%

Toilet waters and eau de cologne 24,670 24,145 -2.1% 626,279 629,334 0.5%

Other perfume and toiletry products 23,555 24,975 6.0% 126,165 120,732 -4.3%

TOTAL 660,074 662,160 0.3% 4,233,168 4,386,778 3.6%

Exports (value jan - nov)

Source: compiled by the Cosmetica Italia Statistics Dept. on the basis of ISTAT data
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m e t h o d o lo gy

METHODOLOGY

When investigating the value of production, i.e. of the overall turnover achieved 
by cosmetics firms, the Study Centre based its calculations on the panels drawn up 
by the Italian national institute of statistics – ISTAT, but above all on the collection and 
elaboration of the financial reports issued by the companies in question. The constant 
refinement of these bases has led to a substantial increase in the values of turnovers, 
which is re-elaborated with respect to previous years so as ensure that the final statistics 
are comparable on a year-by-year basis.

With regard to the values of markets, distribution and products, the Study 
Centre analyses and elaborates data based on the categories of Cosmetica Italia, 
complementing them with readings from NPD, IQVIA, Nielsen and other data monitors 
and combining the databases with the benchmarks defined with the firms belonging to 
the respective groups. The Study Centre than elaborates the final data, so as to allow 
for comparison between past data sets, and checks the congruousness of trends in 
the light of changes in distribution channels.

Indicative and qualitative in nature, these checks take the form of interviews and 
discussions with the industry’s more highly specialised operators.

In the interests of guaranteeing that the data collected and elaborated are reliable, 
a tool has been developed for measuring the variations expressed in the preliminary 
results provided in Cosmetics by Numbers and their comparison with the percentage 
variations calculated in the final reports. The resulting index, as an output from the 
Study Centre, is an element that is taken into consideration in the checks run by the 
Certiquality experts, who double-check for compliance with quality procedures. In this 
regard, attention is called to the fact that Cosmetica Italia and Cosmetica Italia Servizi 
have received the confirmation of UNI EN ISO 9001:2015 and 14001: 2015 certification.


