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The business of beauty is big in 
India, and has witnessed great 

growth over the years where the 
pressure to look good is going up by 
the minute. As per market research 
and reports the Indian Cosmet ics 
Industry is slated to grow at the 
rate of 5 -6 % annual ly and touch 
$10.5 bi l l ion by 2 0 2 1 . Reports of AT 
Kearney and the Indian Beauty and 
Hygiene Associat ion states that men 
too are becoming signif icant users of 
beauty products. According to the 
report the men's g rooming market 
wil l touch $1.5 bi l l ion by 2 0 2 1 , 
a lmost double growth in five years. 
The beauty market primari ly consists 
of five segments - Skin Care , Hair 
Care , Fragrance, Co lou r Cosmetic 
and O r a l Care. H a i r C a r e accountsfor 
major i ty of the market share, fo l lowed 
by oral care, skin care, fragrance 
and colour cosmetic. According to a 
report f rom Euromonitor, the demand 
for colour cosmetics is expected to 
continue to be strong in India, with a 
growth of 12%. 
This has also at t racted in ternat iona l 
brands to the country. In June 2 0 1 6 , 
LASplash Cosmet ics , a Ca l i f o rn ia -
based cosmetics b rand , entered 

the Indian market . Simi lar ly, the 
Ital ian beauty brand Kiko M i l a n o 
entered India in September 2 0 1 6 
and South Korean cosmetics brand 
TheFaceShop made its entrance in 
Oc tober . 
Accord ing to Euromon i to r ' s latest 
repor t , H industan Uni lever cont inues 
to be the marke t leader wi th in co lour 
cosmetics in India in 2 0 1 6 . The 
company offers some of the leading 
brands wi th in co lour cosmetics in 
India, such as Lakme and Elle 18, 
which have establ ished themselves 
over the years wi th in fac ia l , eye, lip 
and nai l make -up . The company, 
due to its product avai labi l i ty at all 
price points and high penet ra t ion 
rate, has been able to establish 
itself as the leading player wi th in 
co lour cosmet ics, c o m m a n d i n g a 
retail va lue share of 17% in 2 0 1 6 . 

Hindustan Uni lever developed wi th 
a constant s t ream of innovat ions 
over the review per iod to at t ract 
consumers and market its products. 
Some other ma jo r players include 
Maybe l l i ne , Co lo rba r , Revlon, 
L 'Orea l , M A C , The Body Shop and 
Lotus Herba ls a m o n g others. In this 
art icle we give you an overv iew of 
the co lour cosmetics category whi le 
ta lk ing to some leading brands w h o 
are br inging out new product ranges 
suited to the demography here, new 
fo rmats of retai l and target ing their 
audience th rough var ious innovat ive 
shopper market ing strategies. 
Complementing the 
Consumer Behaviour trends 

Apply ing make -up is no more 
reserved fo r special occasions 
but a daily r i tual fo r most u rban 
w o m e n today, where the increased 

Ajay Ghoo l i , MD , Kaunis Marke t ing Group 
says, "Open i ng an indiv idual s tore / 
kiosk does help in accentuat ing the 

brands presence and service levels to the 
customers." 
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Falguni Nayar, Founder & CEO, Nykaa, 
says, "We wish to have in-store activit ies, 
where the store must be a hub of activit ies 

such as giv ing beauty advice, wh ich wi l l 
dr ive traff ic f rom customers who are in the 

vicinity." 

of f - take is est imated to help drive 
sales of co lour cosmetics over the 
coming years. Ajay G h o o l i , M D , 
Kaunis Marke t i ng G r o u p (Exclusive 
f ranchisee of BeYu, Anny, Ma luw i l z , 
M a k e u p Factory, Botany Essentials, 
Farcom) shares on how they are 
en-cashing on this consumer t rend 
and says, " T h e space fo r p rem ium 
brands is open ing at a fast pace and 
hence the need fo r p la t forms like 
Kaunis, which help faci l i tate the entry 
of p rem ium in ternat iona l brands in 
the India market . India grapples with 
issues of service levels, customer 
o r i en ta t i on , and strong retai ler 
re lat ionships, there fore Kaunis's 
strategy is to a t tempt to sort all these 
issues in the most effective manne r 
to enab le a super ior consumer 
exper ience. " 

Even on l ine beauty retai ler, N y k a a . 
c o m , has gone of f l ine and dur ing the 
store launch recently in Banga lo re , 
Fa lguni Nayar , Founder & C E O , 

expla ined that co lour cosmetics is 
growing all over the w o r l d , even 
in developed markets like Europe 
and Korea . N o w the p h e n o m e n o n 
is seen in India t oo . " T o d a y there is 
démocratisation of beauty, where 
beauty is not only ava i lab le and 
accessible to the rich but others 
t o o at better price points. There are 
in ternat iona l brands coming to India 
wi th compet i t ive price points. Lot of 
beauty was manufac tu red and sold 
by mul t ina t iona ls , but according 
to some counterpar ts in Europe, 
they say that only 3 0 % d e m a n d is 
coming for these brands and 3 0 % 
fo r retai lers like Sephora , Boots, etc. 
and 3 0 % f r o m brands owned by 
individuals such as celebs, b loggers, 
make -up art is ts. " 

High on retail formats 

Earl ier present mostly t h rough shop¬
in-shop fo rma ts at depar tmen t 
stores o r exclusive shelf space in 
m o d e r n t rade spaces, some of the 
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Rajiv Kumar Bobal , Director - Sales & 
Marke t ing , Revlon India shares, "We are 
mak ing our retai l counters more customer 
f r iend ly and t ry ing to give an enhanced 
exper ience, hence we are expand ing the 

presence of our EBOs. 

renowned make -up brands now 
have there exclusive out lets, whi le 
retai lers like Sephora have taken the 
shopping exper ience fo r cosmetics 
to ano ther level. 
Revlon India a l ready has 51 EBOs, 
of t hem 2 7 are in metros and 2 4 are 
in Tier 1 & 2 cities. By the end of 2 0 1 7 
they plan to have abou t 100 EBO's . 
Rajiv Kumar Boba l , D i rector - Sales 
& M a r k e t i n g , Revlon India shares, 
" W e are mak ing our retail counters 
more customer f r iendly and t ry ing 
to give an enhanced exper ience. 
O u r expansion with EBO's are an 
ou tcome of that , many a t imes we 
see tha t a mul t i brand retai ler does 
not have the entire col lect ion of our 
products and thus exclusive stores 
are the best possible way to in fo rm 
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the shoppers the range we have . " 
The brand is gett ing equal response 
f r o m the t ier I and tier II cities as well 
as met ropo l i tan cities because of the 
increasing disposable income of the 
Indian you th . 
Nykaa 's of f l ine sales at present 
contr ibutes 5% of overal l revenue 
coming f r om 5 physical s tores, , 
where the brand plans to scale M 
up to 2 0 % in the coming ye 
Speak ing on expanding their o f f | 
presence, Adwa i ta Nayar , Heal 
of O f f l i n e Retail Strategy als 
shares, " I th ink the compan ies wanfl 
customers to exper ience the brand* 
in its total i ty. Brands wi l l cont inue toj 
g o st rong wi th presence in M B O s 
but the exclusive out lets wil l enhance 
the brand exper ience. " Nykaa plans 

to open 5 m o r e stores in the next 
two months . 
The industry as a who le feels tha t 
the d e m a n d for p rem ium products 
are go ing up, and there has been 
an increase in average order va lue 
of o f f take both in on l ine and of f l ine. 
" I t 's even h igher in the physical 
store. People are lean ing towards 
make-up and skincare. O u r of f l ine 
presence is only t h rough our brand 
stores, but we are look ing at sett ing 
up counters of our private labels 
in M B O s . Upcoming genera t ion 
are comfo r tab le in buying beauty 
products on l ine , however there are 

A repor t f r om Indian Beauty & 
Hygiene Associat ion 

(IBHA) 
states that co lour 

cosmetics was 
g row ing at 
12 per cent. 



Category Focus - Cosmetics 

IN-STORE DISPLAY TRENDS 
Having worked with more than 35 cosmetic brands — 
till date, Hitesh Sharma, Managing Director of M j b 
Vista Retail lists out some latest trends in the t' ' ,', 1 

Preference for PU paints wi th matte finish are »̂ ^^^^r 
in trend for display units, as it becomes easy to 
match the brand's identity and color theme. 

The matte finish gives a contrast to the look of cosmetics products 
that are often in a glossy packaging mode. 

Cosmetics brands are keen to showcase their complete range in 
their display which often becomes a challenge in space constrained 
stores. 

General Trade is also developing great demands for cosmetics 
products and the stores in this category are changing their formats of 
sales hence turning into semi-modern stores. 

Brands are also inclined towards the use of technologies like 
intuitive screens and mobile app and they want their displays to merge 
these tech solutions to enhance their sales as well as provide an 
engaging shopping experience. 

people w h o want to try it and we 
are open ing our stores for these 
cus tomers , " adds Nayar . 
O n the same note Ajay G h o o l i 
a lso feels tha t open ing an 
indiv idual s tore /k iosk does help in 
accentuat ing the brands presence 
and service levels to the customers. 
They are keen on open ing company 
owned out lets and have al ready 
opened 2 kiosks in Delh i reg ion , 
wi th plans to have 2 0 such kiosks by 
the year end. 
Shopper Connect 

Cosmet ic brands are grabbing the 
at tent ion of consumers th rough 
var ious channels , such as impact fu l 
display at stores, new launch 
p romot ions , make -up t r ia ls , ' how t o ' 
v ideo tutor ia ls f r o m make -up artists 
and in-store act iv i t ies /workshops. 
Digi ta l display screens is popu la r 
a m o n g many, whi le shoppers also 
appreciate the compl imenta ry 
make -up tr ials at mal ls and large 
f o r m a t depar tmen t stores. 
Br inging the advantages of their 
on l ine business to o f f l ine , Nykaa 
is soon coming up with ano ther 
new store tha t wil l incorpora te 
techno log ica l innovat ions and 
digital screens th rough which 
customers can interact. The store 
wil l showcase products which are 
best-sel l ing or t rending on thei r 
on l ine store. " W e wish to have i n -
store activi t ies, where the store must 
be a hub of activit ies such as giving 
beauty advice, which wil l drive 
t raf f ic f r o m customers w h o are in the 
vicinity. There is a lot of p lann ing 
go ing on with omn i -channe l and 
incorpora t ing digital interfaces in 
the s tore , " shares Fa lguni . 

O n the other note Rajiv of Revlon 
ment ions tha t the s tandard of 
digital screens or technology 
ava i lab le in India ti l l date is not as 
per in te rna t iona l qual i ty, and thus 
it does not give the perfect co lour 
ca l ibrat ion which a physical test ing 
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of the cosmetics shades can give. 
Enhancing shopper exper ience, 
Revlon has incorpora ted the 
makeover studio at their exclusive 
stores and retail touch points tha t 
gives the customers an oppor tun i ty 
to get tips f r o m stylists and in a way it 
leads to a better shopper connect ive 
p r o g r a m m e for the consumers . 

Conclusion 

O n a g loba l c o m p a r i s o n , per 
capi ta spend in India at $ 7 (about 

Rs 4 5 0 ) on Beauty and Personal 
Care is significantly lower than that 
in developed nat ions, according to 
Indian Beauty & Hygiene Associat ion 
(IBHA). However, there has been 
considerable growth in the category, 
which is also slowly moving towards 
semi-urban and rural areas too. 
IBHA report also states that colour 
cosmetics was the fastest growing 
category, at 12 per cent.» 
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