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Sources: Euromonitor, accessed April 2023 ; World Bank, accessed April 2023 ; CEW, World Bank data April 2023, CEW, CPNA 2022: Today’s Wellness-Minded Consumer Solidifies Beauty’s 

Recession-Proof Status, July 2022 

Notes: Global Market Share is using Current Nominal Value 
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Source: Euromonitor (released in April 2023) 4
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Historical Growth 
(CAGR, 2008-22)

Forecasted Growth 
(CAGR, 2022-27)

+4.4% +8,0%

Latin America

2022 Revenue (€bn), Historical growth (CAGR, 2017-22), Forecasted growth 

(CAGR, 2022-27)

North America

Asia Pacific

Australasia

Eastern Europe

€ 37.5
M-E and Africa

Western Europe

Source: Euromonitor, accessed April 2023

Notes: The Beauty & Personal Care market is defined here as the aggregation of baby and child-specific products, bath & shower, deodorants, hair care, colour cosmetics, men’s shaving, oral hygiene, fragrances, skin care, depilatories and adult  sun care. Black market sales and travel retail are excluded.
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*2017-2022. Source: Euromonitor April 2023, KPMG Analysis

**2022 market reached deal multiple of 16x vs S&P 500 average 14x.
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Gen Z online spending increased by 

9% from 2017 to 2022, whilst 

in-person spending declined by 10%. 

Gen Z have a strong purchasing 

power, and are predicted to represent 

a quarter of global income by 2030.

84% 84% 84% 83% 83% 82% 82% 81% 81% 79% 78% 77%
72% 71% 71%

4% 4% 4% 5% 6% 6% 7% 8% 9% 10% 12% 13%
19% 21% 21%

2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

E-Commerce Store-Based Retail Direct Selling Non Retail

2008-22, % of Market Value

Channel 
Growth

(CAGR 2017-22)

E-Commerce +15.4%

Store-Based Retail (2.3%)

Direct Selling (5.1%)

Non Retail (3.9%)

Source: Euromonitor, accessed May 2023, CNBC “Gen Z incomes predicted to beat millennials’ in 10 years and be ‘most disruptive generation ever’” 2020

Notes: The Beauty & Personal Care market is defined here as the aggregation of baby and child-specific products, bath & shower, deodorants, hair care, colour cosmetics, men’s shaving, oral hygiene, fragrances, skin care, depilatories and adult  sun care . Black market sales and travel retail are excluded. ; “Non retail” 

includes hair salons
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YouTube launches 

and the beauty 

community begins to 

grow, with creators 

sharing tutorials and 

reviews

Instagram launches 

as a platform for 

sharing photos and 

videos

Late Mid-to-late October September

Sephora sets the 

standard for beauty 

online as it’s 

launches best in 

class website, which 

is still key to their 

success today

Michelle Phan, often 

credited as first 

beauty influencer, 

launches her 

channel before then 

launching EM 

Cosmetics

The birth of 

influencers whose 

primary source of 

income is from 

brand partnerships, 

giving brands new 

ways to engage with 

consumers globally 

Fenty Beauty use 

beauty influencers 

on TikTok to create 

content, generating 

a significant brand 

following soon after 

launch

TikTok launches 

outside of China and 

introduces short-

form video content

Summer Fridays 

uses shoppable 

reels to show how to 

use it’s products 

which link straight 

through to purchase

Brands like CeraVe 

capitalised on 

consumers staying 

home and launched 

a skin challenge on 

TikTok – resulting in 

+82% product sales 

growth 

Unicorn Cosmetics 

linked it’s video 

shopping ads to the 

shop. Conversion 

was up 18% and 

cost-per action down 

by 17%

October Throughout

Instagram launches 

shoppable posts. A 

way for consumers 

to buy simply and 

directly through the 

app

TikTok shop 

launches in June, 

consumers can now 

purchase items 

directly through the 

app 
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+10% +13% +7%
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Share of respondents who buy premium or luxury cosmetics & body care

China

Austria

Switzerland

Italy

Germany

US

Canada

UK

Spain

France

31%
20%

19%

19%

18%

18%

18%

17%

16%

12%

"In which of these product categories do you also buy premium or luxury items?“ 

Sources: Statista Global Consumer Survey 2021; Data from: December 2021
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Consumers are seeking 

sustainable products and 

inclusivity (by gender, age, 

ethnicity, religion)

With consumers demanding 

efficacious products, brands 

are incorporating science 

and technology into 

development

Consumers are seeking 

customized beauty 

experience, digitalization as 

a way to get authentic 

recommendations

There is an increasing 

demand for products and 

rituals that improve the well-

being of the whole person, 

body and mind

Conscious 

Beauty

Smart 

Beauty

Customized 

Beauty

Holistic 

Beauty
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Brand awareness of cosmetic & beauty

Italy
Spain

China

France

US

Canada

Switzerland

UK

Germany

Austria

35%
33%

32%

29%

28%

28%

24%

25%

22%

22%

Sources: Statista Global Consumer Survey 2021; Data from: December 2021
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17%
17%

Relevance of low price for purchase decisions
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The new customer is 

Omnichannel

This is the challenge 

for distribution

From «Anti-aging» to 

«Pro aging» Beauty-

care meets different 

generations

L O A S
Lifestyle Of Health 

And Sustainabilty

The «Cosmetic Culture» 

from Mass Market 

to Luxury

Nothing is as before: 

paradigms are 

questioned
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Continuously evolve core business to capture structural beauty 

industry shifts to capture sustainable top line growth1

Use M&A and JVs to capture structural beauty industry trends and 

critical capabilities above and beyond what is possible in core business2

Ensure that decisions made today build your business 

for the long-term future state3

20
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