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Report description:

The India cosmetics market is estimated to grow at 6.8% for the forecast period between FY2024 and FY2031 and reach to USD
27.38 billion by FY2031 owing to several factors such as growing middle class population, shift towards organic and natural
ingredients in personal care and expansion of online retail platforms such as Nykaa and Purplle. India being one of the finest
markets for cosmetics has a growth potential for various brands in any category. A large population of more than 1.4billion,
dominated by Millennials, Gen Z and Gen Y have huge appetite for cosmetics available in the market, makes it lucrative for
international brands.

Cosmetic industry is currently witnessing a new trend where D2C (Direct-to-consumer) is picking up the pace and brands are
coming up with innovate ideas to engage with customers directly. India, a country of young population with majority of them



below age of 35, is a key target market for cosmetic brands. International cosmetic brands are targeting on the Indian market
through long-term exclusive partnerships with e-commerce giants as they have understood two things: growing buying capacity of
the middle and rich class and the potential of e-commerce to help them gain visibility and penetrate the market.

Technology in beauty products is becoming an essential tool for brands to succeed in the market. For example, to draw in young
customers, the Tata Group plans to open at least 20 "beauty tech" stores with kiosks for digital skin checks and virtual makeup
applications. Sugar Cosmetics is spending a lot of money on augmented reality (AR) to improve the customer experience. Myntra
Beauty plans to launch a product finder, skin analyzer, and virtual try-on service, and Nykaa will debut ModiFace, an Al-powered
virtual try-on platform.

Emergence of Organic & Natural Cosmetics

Growth of natural and organic beauty care has been on an upward swing as consumers are more inclined towards products which
are chemical free and are gentler on skin and hair. Not just in the ingredients of the products, manufacturers are also improving
on their packaging and switching from traditional plastic packaging to eco-friendly options by opting for materials that are
recyclable or biodegradable. For example, , Soultree, a Gurgaon based ayurvedic cosmetic brand uses biodegradable materials in
their packaging by replacing plastic tapes with paper tapes and inner packaging with honeycomb paper. Not just the packaging
and product's ingredients are natural, the company has ensured to go natural even in the infrastructure of their outlet that is
India's first 100% solar powered beauty and wellness store in Gurugram. The construction of the store is done using sustainable
and biodegradable materials, non-plastic fixtures and reclaimed wood.

Growing Younger Population, Social Gathering Propels Market Demand

India is one of the flourishing hotspots for cosmetics and the large consumer base is attributed to increasing consumer spending
power, rising middle class and upper middle-class population, growing women workforce, increase in social gatherings and
growing awareness about skin care products. Both men and women are becoming highly conscious about their personal care and
hygiene. The desire to purchase advanced skin care products that improve the skin coupled with young population's increasing
inclination towards colour cosmetics is surging the demand of overall cosmetics market in India in years to come. Consumer
spending in India rose to USD 303.1 billion (INR 24.77 trillion) in the last quarter of 2022, from USD 281.44 billion (INR 23 trillion)
in the previous quarter.[]

Government Regulations

The Drug and Cosmetic Act 1940 and rules 1945 has laid down stringent provisions pertaining to the import, manufacturing and
Sale & distribution of cosmetics. Animal cruelty is a serious issue for Indian government as products that have been tested in
animals has been restricted for imported in India. It is also prohibited to manufacture or import cosmetics that contain toxic
metals and minerals like hexachlorophene, lead, arsenic and mercury compounds. Time to time these regulations have been
updated to meet the changing environment and protect customer's interest.

Also, a license needs to be attained from the state regulatory authority (States foods and Drug Administration) for manufacturing
of cosmetics. This state regulatory authority is appointed by the state government to manufacture any cosmetic specified under
Schedule M-Il of the Act for its sale/distribution.

Grooming isn't limited to Women

Men demographic segment of India is witnessing splendid growth for beauty and cosmetic products which are dubbed and
advertised as grooming products for men. After effects of Covid-19 and influence of social media have caused men to become
more conscious regarding their well-being and looks. Brand advertising also played an important role for men beauty by
promoting beauty of all and normalizing self-care. Unlike women who follow multiple step skin care routine, men address their
issues directly by using products for issues like acne, dryness, oily skin, etc. Facial hair care has found a niche space in the
grooming segment for men who want to maintain good and nice beard and hair styles.

Impact of COVID-19

The entire beauty industry was hit hard by the pandemic and in line with the same, there was a significant decline in the demand
for cosmetic products. The personal hygiene products faced an increase in demand as consumers became more aware and
conscious for the self-care.

However, when the Indian economy started reshaping again and restrictions were removed cosmetic industry displayed high
growth rate and never looked back. After effects of COVID-19 saw changed brand strategy with focused D2C strategy and



increase in ayurvedic and organic cosmetics demand from customer and more attention of men toward grooming.

Key Players Landscape and Outlook

Indian market for cosmetics is dominated by multinational companies but owing to a huge population base and a rise in middle
class segment, many domestic manufacturers are also able to mark their significant presence in the country's cosmetic market.
With growing demand for natural, cruelty-free and organic beauty products, many dermatologists and cosmetologists are also
entering into manufacturing of skincare products for the highly health conscious and environment friendly consumers.

With changing dynamics, many Indian startups, especially the online retail platforms are driving the expansion of cosmetics
market in India. Nykaa which stared as an e-commerce company for cosmetics has now opened it retail stores in 45 cities in India,
reaching a total of 140+ stores across the country.

Market Xcel's reports answer the following questions:

-JWhat is the current and future market size of the product/service in question globally or specific to different countries?

-JHow are the markets divided into different product/service segments and the market size and growth of each segment?
-JWhat is the market potential of different product segments and their investment case?

-JHow are the markets predicted to develop in the future and what factors will drive or inhibit growth?

-JWhat is the business environment and regulatory landscape specific to the product/service?
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