Socio-economic contribution
of the European
cosmetics industry

EUROPE IS A GLOBAL FLAGSHIP MARKET FOR COSMETIC PRODUCTS

Europe’
€96bn
\
/ Japan €26bn
US €102bn \ \“—South Korea €12bn
Brazil €27bn China €67bn > €28.2bn
total export of
India €14bn cosmetic products from
*EU-27, Norway, Switzerland & UK Europe in 2023
SKIN CARE & TOILETRIES: i 5
largest share of the European market (2023) Francer:a?ne::::x;’:rope S
€27.7bn €23bn €16.8bn €15.4bn €12.7bn App. 50% of total global
Skin Toiletries Hair Fragrances Decorative exports from Europe
Care Care & Perfumes Cosmetics
SMES & BIG COMPANIES ARE KEY THE INDUSTRY SUPPORTS
DRIVERS OF INNOVATION & ECONOMIC MILLIONS OF EUROPEAN JOBS UP
GROWTH IN THE INDUSTRY & DOWN THE VALUE CHAIN
THE NUMBER Over
IS GROWING / \
The & '/ have the @
largest number of SMEs; followed
by - across Europe -~
[ J
880 e ° B ....... 766 ' people employed directly
[ J
Cil ETITTTTITRTN ° ' people employed indirectly
(R R R 952
. . . people employed through

induced effects

COSMETICS AND PERSONAL CARE PRODUCTS ARE ESSENTIAL

TO THE WELL-BEING OF PEOPLE
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