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Introduction
Defining Industry/Coverage area of Report

The Beauty/Cosmetics & Personal Care (BPC) industry is defined here as 
consumer goods for cosmetics and body care. By product type, the market studied 
is segmented into personal care products and cosmetic and make-up products.

• The beauty/cosmetics/ products segment is segmented into facial cosmetics, 
  eye cosmetic products, and lip and nail makeup products. 
• The personal care products segment is segmented into hair care products, 
  skincare products, bath and shower products, oral care products, men's 
  grooming products, and deodorants and antiperspirants.

Objectives:

• To explore the presence of the Beauty/Cosmetics & Personal Care 
   Industry in India.
• To evaluate and suggest interventions for potential growth of businesses 
   and the Industry. 

Methodology

The presented report is based upon Secondary data or market insights and primary 
data collected through survey rounds. This report has extensively resorted to 
primary survey collected from a sample of 269 persons across 18 States of India. 
The sample lives in the metropolitan and tier-2 and tier-3 cities in India. 
To select the parameters for the study, and identify the target population, 
the report has used prior published research reports for analysis. 
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Global Market Scenario
In 2020, the Beauty & Personal Care market realized the revenue of US$472 billion 
worldwide, with Personal Care being the biggest segment. The segment accounted for 
48% of the revenues, followed by the Skin Care segment with 27%. Revenues are 
increasing at a CAGR of 2.6% between 2013 and 2026. 
The Cosmetics market, however, shows even higher growth and is expected to grow 3.8% 
annually, closely followed by the Skin Care segment with an expected growth of 2.9% per 
year.

In global comparison, most revenue is generated in the United States (US$92.79bn in 
2023). In relation to total population figures, per person revenues of US$19.44 are 
generated in 2023.
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The Cosmetics segment accounted for 17% of the total Beauty & Personal Care revenues 
in 2022. Compared to the previous year, the sales of cosmetics products in 2022 
decreased by 15.2% and reached US$93.1 billion.

The Beauty & Personal Care market is subject to constant challenges, innovations, and 
transformations, and the beauty industry is thriving.  Rising revenues depict the financial 
side, but the value of beauty products and services is on the rise as well: Women 
attribute individual comfort to cosmetics and beauty products and read and watch a lot 
on the topic. The highest growth potential can be attributed to the prestige cosmetics 
and the skin care products. Consumers are more and more interested in high quality, 
sustainability, and good ingredients.
 
Japan and South Korea are pioneers in the field of Beauty & Personal Care, especially 
with regards to innovations and trends.

In the global cosmetics industry, Asia Pacific dominated the market revenue share in 
2022, accounting for nearly 44% of the total revenue. The rising consumer expenditure 
on cosmetics and personal care items as well as the popularity of elevated cosmetics 
brands among celebrity guests are the main drivers of commercialization. 

Additionally, the expanding industrial growth is further bolstered by the sales increase in 
per capita income in emerging countries such as India, China, and others. Also, during 
the projection period, the personal care business in emerging nations is creating 
considerable potential for the market to thrive.

Based on the distribution channel, the global cosmetics industry is further divided into 
offline and online. Among these, the offline segment contributed to the largest market 
share of over 66.2% in 2022. The main factor that contributed to the substantial share of 
the market is the strong preference of consumers toward offline retail outlets that sell 
cosmetics. Also supporting the growth of sales in the offline channel sector was the 
simple accessibility of cosmetics and personal care goods in brick-and-mortar retail 
establishments, including department stores, specialty-multi retailers, and salons and 
spas.

Moreover, the online segment is expected to grow with a significant CAGR of 3.7% over 
the forecast period. The expansion of the e-commerce sector in emerging markets is a 
key driver of market growth. Online browsing and shopping for cosmetics products are 
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Some prominent players in the global cosmetics market include:
• Coty Inc.
• L'Oréal S.A.
• Estée Lauder Companies Inc.
• Revlon, Inc.
• Avon Products Inc.
• Unilever PLC
• Shiseido Company, Limited
• Godrej
• Procter & Gamble
• Beiersdorf AG
• Henkel AG & Co. KGaA
• Kao Corp.
• Hoyu Co., Ltd.

In line with the trend-driven dynamics in the market, 42 percent of respondents to 
McKinsey’s 2023 survey of consumers across China, France, Germany, Italy, the United 
Kingdom, and the United States say they enjoy trying new brands. Meanwhile, 
consumers are increasingly shopping across price points and report that both online and 
offline stores influence their shopping behavior. Their preference for omnichannel 
shopping is expected to continue to fuel legacy brands’ shift online and independent 
labels’ move into a brick-and-mortar presence.

Where to play will become just as important a question as how to win, given the 
changing underlying growth tailwinds. The changing dynamics will render the industry’s 
largely homogenous global playbooks of the past decades less effective and require 
brands to reassess their global strategies and introduce greater nuance and tailoring.

Geographic diversification will become more essential than ever. It was just recently, for 
example, that brands could focus their footprints on the industry’s two top countries: 
China and the United States. Both countries will remain mighty forces for the industry, 
with the beauty market expected to reach $96 billion in China and $114 billion in North 
America by 2027.
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Asia and North America are Forecast to stay the two biggest beauty markets.

Global beauty market retail sales, by category, $ billion

Excluding Australia,China, and New Zealand.
Source: Euromonitor; McKinsey analysis; McKinsey Global Institute analysis
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Source: Revenue of BPC Companies, Statista.com

Indian Industry Insights
In India, revenue in the Beauty & Personal Care market amounts to US$27.77 bn in 2023 
in India. The market is expected to grow annually by 3.28% (CAGR 2023-2028). The 
market's largest segment is the segment Personal Care with a market volume of 
US$12.59bn in 2023. In the Beauty & Personal Care market, 5.9% of total revenue will be 
generated through online sales by 2023.

The BPC market size of India reached $26.3 billion in 2022, from $15 billion in 2021 
according to research by IMARC Group. Going forward, the market is expected to reach 
$38.0 billion by 2028, exhibiting a growth rate of 6.45% during 2023-2028.

According to a report by KPMG, the Indian beauty and wellness industry is growing at a 
compound annual growth rate (CAGR) of 20.6 per cent and is estimated to reach $20 
billion by the end of 2025. The market for organic beauty products in India is expected to 
reach $1.7 billion by 2025 while the Indian haircare market is estimated to reach $4 
billion by 2023.

According to a joint report by international beauty brand Estée Lauder Co., and 
Gurgaon-based  technology-business insights firm 1Lattice, a substantial portion of sales 
worth about $1.3 billion, are through e-commerce channels, which is expected to grow at 
a CAGR of 30% during FY 22-27, followed by companies that retail beauty products in 
health and beauty stores, as well as modern grocery retail shops, “The runway for growth 
in India is the 100 million women of which beauty is accessed by just 17-18 million," said 
Rohan Vaziralli, general manager of Estée Lauder for India, run by ELCA Cosmetics Pvt. 
Ltd. The challenge now is to help entrepreneurs build healthy beauty businesses in India.
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In India, revenue in the Beauty & Personal Care market amounts to US$27.77 bn in 2023 
in India. The market is expected to grow annually by 3.28% (CAGR 2023-2028). The 
market's largest segment is the segment Personal Care with a market volume of 
US$12.59bn in 2023. In the Beauty & Personal Care market, 5.9% of total revenue will be 
generated through online sales by 2023.
The report added that premium BPC brands are expanding their distribution channels in 
India at a CAGR of 16%, making their products more accessible to consumers through an 
omnichannel presence. Urbanization is leading to the dynamic evolution of lifestyle and 
awareness and accelerating the usage of BPC products with a CAGR of 8% and 12% 
respectively in tier 1 and tier 2+ cities.

Bella Vita, which raised $10 million this year, is allocating funds to strengthen the 
infrastructure, R&D, and manufacturing sector of the brand along with hiring talent for 
the same. The company has in fact grown from a Rs 25 crore to a Rs 120 crore yearly 
revenue run rate and acquired 5-plus brands. At present, it is 2-digit EBITDA positive. 

“The company will be utilizing its latest funding to invest in product development, support 
data science and technology research, increase offline expansion, fund working capital 
requirements and expand content creation capabilities and digital reach of its content 
platforms,” says Darpan Sanghvi, Group Founder and CEO, Good Glamm Group 
resonating the same thoughts. The company has increased from 10,000 POS in 70 cities 
in March 2021 to 30,000 POS in 100 cities at present. The brand has grown from 
acquiring 30,000 new customers per month in August 2020 to acquiring 3,50,000 new 
customers per month today.

Good Glamm Group, the parent company of popular beauty brand MyGlamm, became a 
unicorn with a valuation of $1.2 billion and raised $150 million. Mumbai-based beauty 
brand Purplle raised $60 million from Premji Invest, one of the top investment 
companies in India. Many other brands raised funds this year. 
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Indian Brands Story

Nykaa opened 45 offline stores in 2022, taking its total store count to 141. Tata Group 
forayed into the cosmetics business with an e-commerce marketplace Tata Cliq Palette. 
Shoppers Stop expanded the retail footprint of SS Beauty stand-alone stores to 10 and is 
aiming to add 12-15 standalone stores and 12-14 departmental stores in FY24. 
Furthermore, Reliance Retail launched its own online beauty platform Tira with the first 
store expected to open in Mumbai in April to compete with the aforesaid beauty giants.

Add to this the numerous direct-to-consumer (D2C) brands that are mushrooming and 
going omnichannel. According to media reports, there are over 80 D2C brands across the 
beauty, personal care, cosmetics, and men’s grooming in the country.

E-commerce beauty retailer Nykaa is one of the key players in the cosmetics and 
personal care market. The company recorded a 33.2% increase in operating revenue to 
Rs1,462.8 crore in the reporting quarter from Rs. 1,098 crore in Q3 financial year (FY) 
2022.

Seven-year-old omnichannel beauty brand Sugar founded by Vineeta Singh also emerged 
as one of the biggest players in India’s D2C segment. The cruelty-free makeup brand 
achieved a milestone of operating 50 high street stores in January this year. Its count of 
exclusive brand outlets (EBOs) touched 150 in February.
Other brands in the category too are witnessing significant growth. “We have grown our 
revenues almost 3X in FY 2022-2023 compared to the previous fiscal year,” said Priyank 
Shah, co-founder of Renee Cosmetics. The brand started operations onset of the 
pandemic in 2020 but managed to reach over 50 million consumers in two years.

Skincare brand The Body Shop has also been on an expansion spree. 
The company reached 200 store milestone in 2023 with a presence in over 65 cities in 
India.

Natural personal care brand Lotus Herbals expanded its presence at the international 
level selling its products in more than 16 countries including Canada, the USA, New 
Zealand, UAE, Mauritius, Bangladesh, Nepal, etc. “Our global ambitions shall revolve 
around reaching 32 countries through our home-grown and partner brands,” said Nitin 
Passi, managing director of Lotus Herbals.
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International Trade Dimension

BPC Industry Trade wrt to India
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Between the FY 2021-22 and 2022-23, total exports of BPC industry were higher than 
imports of the same industry. In 2022-23, however, we witness a change in import 
situation. The imports in 2022-23 have suddenly surged by 39%. 

The total exports from India of BPC industry have increased by 15%; however the twice 
raise in the import highlights a void in the demand and supply in the domestic market. 

The difference between high demand and limited supply is the opportunity for 
manufacturers and producers in the industry to expand and leverage the profits. 
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Internationally where is the 
demand for Indian BPC Products?

The demand for Indian products in global markets can be observed from the present 
exports India is undertaking to rest of the world. 

From April to June, 2023-24, India so far has exported various BPC products to around 
186 countries, amounting for Rs. 10,35,182.9 lacs. 

The map above shows the top destinations where Indian products have higher demand 
as well as market access. For Indian companies, these countries’ markets are a golden 
chance to scale up their business on international levels. The Government of India has 
multiple types of MoUs signed with various countries from the map above that could 
facilitate trade and help the exporters. 

From April to Ausust FY 2023-24 (Values in Rs. Lacs)
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Reasons for Growth - Direct-to-Consumers (D2C)

• The pandemic led to the launch of myriad online D2C brands as online shopping  
  surged, particularly during the lockdown when supermarkets, department stores and  
  salons were not accessible. 
• The boom of e-commerce also caused this wave of self-care to hit tier-2 and tier-3 cities, 
  which further widened this industry post-Covid19.
• There are multiple niches that have emerged due to the diverse consumer demand for 
  beauty and personal care products, which has given rise to a number of D2C brands 
  that are filling in this need gap. The sector is thriving on the increasing section of 
  affluent and middle-class population that has started considering beauty and wellness  
  as a necessity. Customers are willing to pay a premium for a beauty and 
  wellness ‘experience’.
• The early adoption of makeup among teens and early jobbers has also been huge  
  growth drivers to the beauty and personal care market.
• A growing number of working women and higher disposable incomes are also  
  contributing to the sector’s sudden expansion.
• Another major fillip to the beauty and personal care market has been the emergence of 
  men’s grooming, which has recorded a 135% growth (in Jan 2023), on Myntra, with  
  brands like Bombay Shaving Company and The Man Co. gaining in popularity and 
  momentum. 
• Experts believe the rise of clean and green beauty products is a major trend that is  
  expected in the beauty industry. In fact, there is a high degree of awareness of 
  ingredients, and consumers are educating themselves on ingredients that are good for 
  their skin and hair, which reflects in their consumption patterns as well. Sustainable 
  packaging and cosmetics are other important trends. ‘Content to Commerce’ has been 
  one of the most discussed topics in the beauty sector. It involves making use of 
  captivating content, generally educational, that can complement the products.
• The government has taken initiatives to promote the beauty industry, by launching 
  several schemes such as the Pradhan Mantri Kaushal Vikas Yojana (PMKVY). Walking on 
  similar lines, Hair Masters luxury Salons also send their staff members to London and  
  Dubai for advance training purposes. In addition, the UK-returned entrepreneur has  
  started hair & care training academies across their outlets for staff training purposes.

Limitations in capturing targeted audience

• Indian customers are tricky ones and hence they are also hard to please. They still have 
  their roots in their traditional methods but also love to experiment with the latest 
  innovations. Some still follow home remedies and traditional skin care routines while 
  shopping from expensive Indian and international cosmetic brands.
• Self-beautification i.e. the art of maintaining beauty and decking up; dates back to the 
  Indus Valley civilization. It was more of a homily and daily routine in ancient times  
  before beauty became a business. With homegrown practices and the science of 
  Ayurveda, people were completely reliant on nature for both their skincare routine and 
  glam up.
• Apart from the mixed needs of Indian consumers, the climate in India is also a major 
  challenge for cosmetic brands. Since the Indian climate is totally unpredictable as well  
  as extreme, for a cosmetic product to survive, it has become a necessity to develop it 
  such that it can withstand any sudden and severe climatic changes in India.
• With the trending conscious consumerism, in the name of natural, organic, vegan, 
  eco-friendly, and cruelty-free products, a lot of cheap and counterfeit products are  
  selling like hotcakes which people fail to understand and fall into their trap. Therefore, 
  many times due to unawareness they avoid experimenting and  always buy from 
  trusted and reliable sources to repent later.
• The adverse consequences of routine use of cosmetic goods due to the inclusion of 
  dangerous chemicals are anticipated to limit market expansion.
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Survey Results

The survey is based upon the sample collected from 18 States, covering half of India. 
Therefore, the results of the survey can be considered as a representation of India. 
The map below demonstrates the States from which samples are drawn in this study. 

Survey on Beauty/Cosmetics and Personal Care Industry, Oct. 2023
Numbers of Respondents across States & UTs of India

Source: Survey by KP Consulting Pvt. Ltd.  • Map data: ©OSM
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Demographic profile- Age, Gender, Occupation

Out of the sample of 269 respondents, 55.4% of the respondents were female and 
43.5% of the respondents were male. Predominantly, BPC Industry is usually considered 
to be composed of women-centric products. However, with this survey, we can observe 
a change towards awareness and utilization among males as well. This aspect realizes 
the customization of products for men that the manufacturers can tapped upon.  

The majority of the sample (57.2%) belongs to the age category of 16 years to 23 years. 
The business experts from the industry have asserted that usage of BPC products has 
tremendously started increasing from younger age. The survey results are following this 
trend of higher younger population representation. Followed by this young group, next 
age group that leads in the survey is 24 years to 30 years with representation of 20.8%; 
followed rest of the age groups in a descending order, higher the age, lower is the 
participation in the survey. 

Following the young generation representation, occupation-wise sample finds that 
students (51.7%) comprise of the sample. Next to the students, respondents who are 
into Service or Job (33.8%), and Business/Professionals (11.2%) comprise of the sample 
collected for the survey on BPC industry. Occupation relates to the expenditure and 
awareness about self-beautification of individuals. With growing age, it is found that 
self-beautification is converted into self-awareness and hence the target population for 
BPC industry are students and young professionals into service or job. 

55.4%

43.5%

Male

Gender
269 responses

Female
Transgender
Prefer Not To Say

57.4%

20.8%

9.7%

Age
269 responses

16 Yrs to 23 Yrs
24 Yrs to 30 Yrs
31 yrs to 40 Yrs
41 Yrs to 50 Yrs
50 Yrs + above

51.7%

33.8%

11.2% Occupation
269 responses

Service/Job
Business/ Profession
Student
Home-maker
Retired
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Industry profile- Products, Expenditure, 
Purchase location

Which of the following products do you use? ( As certain products are found to be 
unisex hence both genders are mentioned in brackets as per use different 
products you may select multuple option)

-251 (93.3%)

-169 (62.8%)

-112 (41.6%)

-190 (70.6%)

-178 (66.2%)

-143 (53.2%)

-145 (53.9%)

-46 (17.1%)

-96 (35.7%)

-191 (71%)

-65 (24.2%)

-124 (46.1%)

-116 (43.1%)

-103 (38.3%)

-69 (25.7%)

-104 (38.7%)

-71 (26.4%)

-11 (4.1%)

-73 (27.1%)
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Oral care- Breath fresheners

Perfumes/Deodorants (Men & Women)

Lip Lightening cream/balm (Men & Women)

Face powder/ Compact (Men & Women)

Lipstick, Lip gloss, Lip pencil

Kajal, eyeliner (Women)

Mascara, Eye shadows (Women)

Nail Paint (Women)

BB cream, CC cream

Primer, Concealer, Foundation

Fash wash & scrub (Men & Women)

The graph below demonstrates the types of products from BPC industry respondents 
use or consume in their daily lives. It included both products for women as well as men 
given the market trend of customization available for both genders. 

Shampoo (93.3%) and Perfumes (71%) are the products with largest consumer base as 
per the survey, indicating that hair products have higher demand in Indian market. This 
can be a result of aggressive advertisements of these two products ran on televisions.
Overall, the responses can be categorized into two sections, firstly as per the usage more 
than 50% and the second one representing the rest, that is, less than 50%. In the 
category one, we find that hair products, skin care products are widely consumed by 
people across India. Comparatively, Beauty/Cosmetics products belong to the second 
category of less than 50% respondents using it. This could also because of sample 
distribution which contains half of the sample is represented by men who are presently, 
at least as per this survey not utilizing any of these products. Hence, it can be inferred 
that in present day Indian market context, the manufacturers of hair care and skin care 
products have a leverage to expand their business compared to Beauty/Cosmetics 
products.  
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As respondents use a wide range of products, multiple products have been selected. 
Hence there is no single winning product per say. However, the survey identifies 
preferences of individuals on the basis of products they have said to be using. 

According to the percentage representation, male respondents suggest the following 
preferential order they are using the most. It starts with hair care products; 
bath products; perfumes; oral care products, and lastly, cosmetics. 

33%

27%

20%

7%
13%

Haircare Products- Shampoo
Conditioner, Hair serum

Bath & shower Products- 
Body Wash, Face Wash, 
Moisturizer, Sun screen & 
DeTan cream, Beard 
grooming products

Oral Care- Breath fresheners, 
Floss & Tongue cleaner, 
Teeth whitening, Denture care

Perfumes/Deodrants

Cosmetics & Make-up- Face 
powder, Lip lightening cream, 
BB & CC face creams, Lipsticks, 
Kajal, Primer, Concealer,
Nailpaint

Male

33%

27%

20%

7%
13%

Haircare Products- Shampoo
Conditioner, Hair serum

Bath & shower Products- 
Body Wash, Face Wash, 
Moisturizer, Sun screen & 
DeTan cream, Beard 
grooming products

Oral Care- Breath fresheners, 
Floss & Tongue cleaner, 
Teeth whitening, Denture care

Perfumes/Deodrants

Cosmetics & Make-up- Face 
powder, Lip lightening cream, 
BB & CC face creams, Lipsticks, 
Kajal, Primer, Concealer,
Nailpaint

Female
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From gender lens, it is found that first two preferences of both male and female 
respondents give a high ordering to hair care products and bath products. 

However, the situation changes since the third preference for females. They prefer to use 
cosmetics and make up products more, followed by oral care products, and lastly use 
perfumes and deodorants. 

As it was observed in the survey that preferences of product use differentiate for males 
and females further analysis deals with how they use these products. Therefore, along 
with understanding product use for both genders differently, the survey also focuses 
upon how both spend the money on using the BPC products that next section of the 
survey deals with.  

Another highlighting factor of expansion of business lies in the cost of the product. This 
ultimately falls upon the consumer and thus the amount of expenditure one undertakes 
on BPC products reflect the demand and highlights area where the companies need to 
work upon. Maximum respondents (45%) spend approximately Rs. 100 to Rs. 500 in a 
month on purchasing these products. Hence the products which are cost-efficient are 
bought by the respondents. For example, price at which one can buy shampoo range 
from Rs. 2, a sachet, to Rs. 9,000, a professional shampoo bottle. This wide range 
provides consumers with choices that they can satisfy as per their budget. The same case 
is not applicable for skin care; oral care; or,  beauty/cosmetics products. Therefore, it can 
be said that majority of consumers in India might not likely to spend more than Rs. 1,000 
per month on BPC products. Hence the manufacturing companies will have to two 
options. First is to redefine product range and access the huge Indian market. Or, 
secondly, re-identify the target population for the products who would be willing to 
purchase those highly priced products, but this would limit their access to huge market 
that India offers. 
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As per Gender-wise distribution, it is found in the survey that as expenditure range 
increases, male participation decreases in terms of buying BPC products. The amounts of 
money maximum males are found to spend lie between a range of Rs. 100 to Rs. 500. 
Beyond this range, the male purchase decrease. On the contrary, females are actively 
spending money according to each range mentioned. Beyond the limit Rs. 3000, number 
of women buyers also reduce. The ideal range of expenditure for women starts with Rs. 
500 to Rs. 1000; similarly, for men the range is Rs. 100 to Rs. 500, wherein majority of 
respondents from this survey are found to be spending. Gender-wise analysis of 
spending varies but also has a commonality of consumption of cost efficient products 
that Indian consumers are mindful of. 

The last factor that contributes to business expansion is the channels of distribution and 
amount of sales through them. Considering its importance, it was asked to respondents 
that where do they buy BPC products from? It is found that 53.2% buy products from 
online apps; followed by shopping malls (40.1%); then some buy from local shops (36.8%) 
and retail shops (29.4%) respectively. Online shopping apps are the biggest channel of 
distributor of BPC products. It also should be noticed that a large number of people 
would still prefer to purchase it physically after checking upon the quality and detailed 
contents of the product.
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Shooping Malls

Online Apps (Amazon, Myntra
Nykaa, Purpelle, Tata Cliq,Ajio)
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Where do you buy the product from? ( Select the most preferred option )
269 responses
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Though online shopping apps are the biggest channel of distribution of BPC products, 
Social Media Promotion is the way through which consumers land upon those apps 
suggest this survey with 78.8% of respondents acknowledge social media 
advertisements. This number is followed by TV (17.5%). It can be concluded that precise 
targeting audience on social media will lead to more awareness generation of products 
by a particular company. 

Where or thoughts which channels do you see advertisement of 
beauty/cosmetics and personal care products more? 
( Select the most preferred option )
269 responses

78.8% 17.5%

TV
Social Media
Newspaper/Magazines
Hoarding/banners
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Business Drivers- Marketing channels, 
Brands, Content of product

30.5%

13.8%

43.5%

You already know what 
you want

Friends/family/colleagues 
suggestions

TV/Radio/Social media 
branding & advertisements

Social media influencers

You like to experiment 
with different brands

How do you select certain products to be used or not used?
269 responses

42.4%

13.8%

19.3%

International brands 
(L’Oreak, P&G)

National but famous brands
(Lotus, MamaEarth)

Local but ayurveds-based 
brands (Khadi, Biotique)

Which brands do you prefer & use (Select the most preferred option)
269 responses

As suggested by the survey, social media advertisement campaigns play a greater role 
in reaching out to consumers. This also becomes one of the reasons how people get to 
know about products by themselves. Rest decide on the basis of suggestions by 
friends/family (30.5%); TV; Social media influencers. There are 13.8% of the respondents 
who like to experiment with different products. The penetration shows flexibility and 
rigidity both in terms of consumer choices.  

On a larger context, Indian consumers prefer National but Famous brands (42.4%); 
followed by International brands (38.3%); and lastly, a very few use local and 
Ayurveda-based brands (19.3%).  This is a positive sign for national and famous brands 
that they have well-reached the Indian market and now is their time to target 
international markets. International brands need to understand Indian consumer little 
better to provide them with customized products. Local and Ayurveda-based brands 
have a long way to go to even reach Indian market fully. 
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Given the following option which one will you prefer?
269 responses

Organic

Chemical based product

Mix of the two24.2%

61.3%

14.5%

The ability of national brands of utilizing organic components in their BPC products is 
leading the way in the survey. 61.3% of the people would prefer to consume organic 
products; 14.5% believe in the chemical products efficiency; and lastly, 24.2% of the 
respondents prefer a combination of both, organic and chemical based products. This 
paves a way for International brands and Local & Ayurvedic Brands to use this strategy 
to capture the attention of potential Indian customers. 

While understanding the Indian customers, the above-mentioned strategies of business 
from marketing to distribution channel and ultimately the convenience that a consumer 
comes across while buying products play a greater role in the retention of customer 
ensuring brand loyalty.  

Yes

No

Sometime

Always24.2%

14.9%

46.1%

Have you faced trouble in online shooping while selecting the 
right products for you?
269 responses
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Yes

No

17.1%

82.9%

Have you used Al based skin care analysis or virtual try-on makeup 
tools to choose right products for you offered by 
for example Myntra before ordering products?
269 responses

The matter of convenience related to the use of technology in selling the products. As 
per the survey, it is found that 46.1% of the respondents have not faced any trouble 
while selecting right products for them through online shopping. However, there are a 
total of 51.7% (Yes & Sometimes) respondents find it difficult. To address this challenge, 
BPC industry has started using AI based or virtual trying tools. Although the initiative 
sounds good but has not able to capture the attention of the consumers. As 82.9% of 
the respondents in this survey reveal that they have never used any such tool.  This is 
an opportunity for online apps a well as BPC manufacturers to spread awareness of 
impact and precise selection these tools offer and gain newer customers. 
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Conclusion- SWOT Analysis

The End

The matter of convenience related to the use of technology in selling the products. As 
per the survey, it is found that 46.1% of the respondents have not faced any trouble 
while selecting right products for them through online shopping. However, there are a 
total of 51.7% (Yes & Sometimes) respondents find it difficult. To address this challenge, 
BPC industry has started using AI based or virtual trying tools. Although the initiative 
sounds good but has not able to capture the attention of the consumers. As 82.9% of 
the respondents in this survey reveal that they have never used any such tool.  
This is an opportunity for online apps a well as BPC manufacturers to spread 
awareness of impact and precise selection these tools offer and gain newer customers. 

• Increased awareness 
  among consumers at early age
• Industry becoming unisexual or   
  non-gender specific leading to 
  hike in demand

• High cost of quality 
  products 
• Inconvenience in 
  D2C model of sale

•Expansion in international Market
• Use of technology (Virtual trying)  
  and social media marketing to 
  capture huge market in 
  Tier-II & III city

• Cheap & poor-quality Products 
• Traditional beauty and personal   
   care techniques
• Allergies due to composites of   
  products or due to product mix

Strengths

Opportunities Threats

Weaknesses
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