
 

 

  

 

FINANCIAL NOTE 

 

The growth of the domestic market (+2.2%) and exports (+14.3%) bring the 

global turnover of the cosmetic industry to more than 10 billion euro 

 

Bologna, 18-21 March 2016 – Announcements from Cosmetica Italia Statistics Dept. on the 

domestic market open with a good sign: in fact, 2015 marks an increase of 2.2%. 

 

The global turnover of the sector is on the rise, exceeding 10 billion euro (+6.5%), 

supported too by exports which confirm the trend of significant growth in recent years (+14.3% 

to a value of over 3,800 million euro). 

 

"The growth of exports has a positive effect on the trade balance which has registered a 

record: 2,000 million euro" comments Fabio Rossello, President of Cosmetica Italia. "In 

the current climate, with stable recovery expected over the coming years, analysis of the digital 

ecosystem is strategic to intercept new trends, bring in customers and analyse the real needs of 

companies". 

 

The report for online cosmetic sales exceeded 170 million euro in 2015. Similarly, direct 

sales registered positive trends (over 720 million euro, +11%) which testifies to an evolution in 

the way that consumers purchase. 

 

Even the pharmacy channel shows a positive trend, worth more than 1,800 million euro 

(+1.5% compared to 2014); consumer interest in natural products on the other hand is shown 

by a +4.9% increase of the herbalist store channel, which in 2015 exceeded more than 430 

million euro. 

 

After some years in risk, perfume shops, the second channel in terms of turnover allocation, 

returned to growth: in 2015 it experienced an upturn of approximately one percentage point for 

a value of 2,078 million euro. 

 

The mass market, which accounts for 40% of all cosmetics sold in Italy, sees a two-speed 

trend characterised by a decrease in unit sales in large stores and an increase in specialised 

"home & personal care" sectors. In 2015 its value has almost reached 3,900 million euro, an 

increase of 2.5%. 

 

Finally, the decline of professional channels continues, albeit with some signs of slowing down. 

Beauty institutes recorded -3.3%, while hairdressing salons fall by 2.2%: the dynamics of 

these channels highlights the difference between the salons that are unable to ride the recovery 

and those that intercept the changing methods of interacting with consumers. 
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Fast Facts 

 

Some data may help to better understand the value of the sector: our country is 

fourth for cosmetics markets after Germany, France and the United Kingdom with 

35,000 people employed, which total 200,000 counting downstream activities. 

 

54% of those employed in the sector are women (about 19,000), while the 

manufacturing industry average is stable at 28%. The total number of university 

graduates among the employed is 11% against a national average of 6%, and the 

women with a university degree number about 1,700, 45% of those with university 

degrees in the sector. In addition to workers specialized in pharmaceutical chemistry 

and cosmetology, many are specialized in economy and marketing. 

 

Regarding innovation and technology, the research and development that the 

cosmetics companies in Italy invest is about 7% of the turnover against a national 

average estimated to be about 3%. 

 

Moreover, let's not forget that cosmetics covers 44% of investments in 

communication of "non food" assets, and that over 60% of the makeup distributed 

in the world is produced in Italy, testifying to a rich and dynamic production fabric 

with highest concentration of cosmetics companies in northern Italy (82%). 

 

Specifically, Lombardy stands as the region with the highest concentration of 

cosmetics companies with over 51% (54% of the Lombard cosmetics companies are in 

the Milan area), followed by Emilia Romagna, Veneto and Piedmont.  

 

The export/production ratio was equal to 38% at year-end 2015, but there are still 

wide margins for the sector's internationalization processes. Since 2000 the growth of 

exports has been higher than the growth of the cosmetic demand, testifying the rise of 

the Italian competitiveness in this field. 

 


