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Abstract

This study explores India’s rise as a hot-spot market for global skincare brands from the
distributors' point of view. The Indian skincare industry is valued at nearly USD 3 billion in
2023. This figure is projected to grow at a CAGR of 15% over the next decade. The key driving
factors are: Rising disposable income, beauty awareness, and an expanding middle class.
Distribution channels play a crucial role in this growth;. At the same time, traditional retail
remains dominant, e-commerce is surging, while online beauty sales are growing at 39% in

mid-2024, with the main accelerators being social media and influencer marketing.

International brands face multiple hurdles, including mandatory product registration and
compliance with India’s cosmetics standards. Emerging trends such as the rise of clean beauty,
almost half of the Indian consumer base that inclines towards natural ingredients, and a booming
luxury segment are expected to quadruple by 2035. Despite strong demand, challenges include
competition from entrenched local players, diverse regional preferences, and supply chain

complexities.

Significant opportunities exist in the Indian landscape. India’s relatively low per capita
skincare spending ($14 vs. $38 in China) signals untapped growth potential. The convergence of
traditional retail and booming e-commerce offers a broad market entry platform. For success in
the Indian marketplace, an omnichannel distribution strategy, regulatory navigation, and
localized marketing, including influencer collaborations, are non-negotiable. By aligning
distribution partnerships and product offerings with India’s evolving market landscape, global
skincare brands can establish and scale effectively, capitalizing on both current demand and

future growth.
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1. Introduction
1.1 Indian Skincare Industry Overview

The Indian skin care market is growing at a very fast pace, fueled by growing disposable
incomes, changing consumer lifestyles, and heightened personal care consciousness. Worth USD
2.93 billion in 2023, it is expected to grow to USD 12.93 billion by 2034, at a CAGR of 14.6%.
As the fourth-largest global beauty market, India's overall beauty industry is projected to grow
by 40% by 2026. The market has traditional players such as Himalaya and Biotique and
newcomers such as Minimalist, now owned by Hindustan Unilever, which demonstrates industry
vibrancy. Social media and e-commerce have transformed access, with direct-to-consumer sales
and wider penetration. Programs such as Estée Lauder and Nykaa's Beauty & You Awards are
further driving innovation. With increasing demand and digital power, India offers huge

opportunities for local and international skincare players.
1.2 Research Objectives and Significance
Research Objectives

e This study aims to explore the feasibility of India as a potential market for
international skincare brands by addressing the following objectives:

e For appraising the size, growth trend and major drivers of India's skincare market
to judge the attractiveness for international brands.

e To Explore Indian consumers' preferences and tastes within the skincare category,
demand for clean beauty, luxury skincare, and the role of digital marketing and
social media.

e Comparing domestic and foreign skincare brands, in terms of strengths, market
positioning, and potential barriers to global entrants.

e Developing strategic recommendations for global skincare brands across price,

online marketing, market entry, and distribution.
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Significance of the Study
The relevance of this study is presented as follows:

e Business Strategy Formulation — Based on an analysis of market size, growth
patterns, and consumer trends, this research will yield useful information for
international skincare brands seeking to penetrate or grow in India's fast-changing
beauty space.

e Consumer-Centric Insights — Realizing Indian consumers' distinct skin care
preferences will enable brands to customize their product offerings, promotion

strategies, and branding strategies as per local demands.
1.3 Scope and Limitations of Study

Scope: This research report examines India’s potential as an international skincare market
by assessing market size, growth drivers, distribution channels, and changing consumer trends. It
identifies opportunities in clean beauty and luxury skincare, while mitigating challenges such as
intense local competition, and supply chain intricacies. The findings offer strategic suggestions

for market entry, omnichannel distribution, regulatory compliance, and localized marketing.

Limitations: The research is limited to a domestic perspective, and the primary
consumer study is limited to examining the Indian consumer perspective, which is not highly
diversified. The projections and analyses are based on secondary data resources and may be
subject to change as an outcome of economic transformation, policy change, and evolving
marketplace dynamics. In addition, the research is not exhaustive regarding legal framework
analysis, although the research considers the social media and influencer marketing effect, it does

not attempt any quantitative evaluation of the direct sales performance effect.

2. Methodology

The study follows a mixed-method research design, incorporating both secondary and primary
data. Secondary data were collected from industry reports, government publications, and
consulting agencies to identify market trends, consumer behavior, distribution channels, and

regulatory environments. For first-hand information, a structured Google Form survey was
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distributed among Indian skincare consumers aged 18-34 years using a convenience sampling
technique. The survey investigated consumer behavior, expenditure, and the influence of social
media. Quantitative analysis in the form of correlation and multiple regression was used to
determine key drivers of skin care spending. Informative though the study is, it is limited by its

digitally active respondents and use of secondary legal data.
3. Market Overview: Growth & Potential
3.1 India’s skincare market size, growth rate and projections

India’s skin care market, worth USD 2.93 billion in 2023, is expected to expand at a
CAGR of 14.6% to USD 12.93 billion by 2034. This growth is fuelled by increased disposable
incomes, an expanding middle class, and heightened consumer consciousness. There is a trend
toward natural, organic, and clean beauty products, with Ayurvedic skin care anticipated to
expand at a 27.2% CAGR over five years. E-commerce, accounting for 42% of skincare sales in
2024, has become a key distribution channel. Despite the boom, India’s per capita skincare

spending remains low, indicating vast untapped potential for international brands.
3.2 Key drivers of market expansion

India's skincare industry is transforming rapidly and this change is attributed to several
socio economic changes. The most potent drivers of growth are respectively the increase in

disposable incomes, increased awareness about skincare and beauty, and a surging middle class.
(i) Rising Disposable Incomes

As a result of India's economic growth, India's Gross National Income (GNI) per capita
increased during the past decade from USD 1,380 in 2010 to USD 2,410 in 2022, as indicated by
the World Bank (2023). Growth in incomes has led to consumer spending on discretionary
products like high-end skincare, reflecting a shift from "basic hygiene™ to "self-care and beauty

enhancement (McKinsey & Company, 2021).".

(ii) Increasing Beauty and Skin Health Awareness
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Social transformation, fueled by the age of the internet, has led to greater awareness
among consumers about skincare. Young consumers, particularly in urban and semi-urban areas,

are increasingly influenced by beauty trends, online dermatological advice, and influencer blogs.

How often do you follow a skincare routine?
51 responses

@ Daily
@ Occassionally
@ Rarely

Would you be open to switching to an international skincare brand?
51 responses

@ VYes, if it's effective and affordable
@ Maybe, if | see good reviews
@ No, | prefer Indian brands

(iii) Expansion of the Middle Class

India's rising middle class, expected to account for 23% of the world total by 2030, is
turning brand-aware and quality-oriented. As rising expenditure power, the segment is driving
demand for international skincare, ranging from clean beauty to clinical and prestige products,

previously reserved for niche consumer segments.
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3.3 Comparative analysis with other major skincare markets

Measurement of existing skincare markets such as China and the US to project India's
potential as an entry point for international skincare players is imperative. For such comparative
analysis here, one needs to take into account market size, per capita spend, buying behaviour,
channel dynamics and regulatory framework in order to offer perspective on where India fits

within the global skincare environment.
3.4 Market Size and Per Capita Spending

As of 2023, India's skincare market is worth USD 3 billion with an estimated CAGR of
15%, as opposed to China's USD 50 billion and the U.S.'s USD 21 billion. Per capita expenditure
on skincare is still low in India at USD 14, as opposed to USD 38 in China and USD 63 in the
U.S., demonstrating India's enormous untapped potential as skincare turns into a mass consumer

concern.
3.5 Consumer Trends and Preferences

Consumer behavior differs worldwide: Chinese consumers opt for science-based skincare
owing to pollution and aging issues, whereas U.S. consumers demand product diversity,
sustainability, and inclusivity. Indian shoppers reflect a unique mix, based on Ayurvedic tastes
but now also impacted by Korean and Japanese beauty influences. As per Kantar (2022), close to
50% of Indian skincare shoppers opt for natural ingredients, while younger consumers are also

interested in dermatological and cosmeceutical products.
3.6 E-Commerce and Retail Landscape

Digitalization fuels U.S. and Chinese skincare sales through more than 60% online.
China is ahead of live-commerce, while retail-focussed India is growing 39% annually through
e-commerce. Nykaa and influencer marketing are changing consumer behaviour, particularly in

Tier 1 and Tier 2 cities.
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3.7 Regulatory Environment and Market Entry

The Indian regulatory environment poses difficulties for foreign entrants. All foreign
cosmetics must register with the Central Drugs Standard Control Organization (CDSCO) and
adhere to Bureau of Indian Standards (BIS) standards (Ministry of Health & Family Welfare,
2023). Analysis of existing skincare markets like China and the United States in an effort to
gauge India's potential as a destination for global skincare brands is critical. This study will
consider market size, per capita expenditure, consumer trends, distribution patterns and

regulatory landscape to place India in the international skincare landscape.

4. Distribution Channels in India

The structure and development of skincare product distribution in India are foremost in
dictating international brands' market penetration strategies. The Indian retailing system consists
of a blend of historical and modern channels, each appealing to different consumer segments.
The following subsections consider the distribution environment, suggesting relative importance,

drivers of growth, and logistical challenges within channels.

4.1 Growth of E-Commerce and Online Beauty Retail

The most transformative distribution shift has taken place through e-commerce,
particularly post-pandemic COVID-19. Significantly, the effectiveness of e-commerce is
intrinsically linked to content commerce. User reviews, influencer content, and video tutorials
are all core drivers of conversion. Mobile-first purchasing behavior combined with digital
payment infrastructure has allowed online platforms to not only serve as discovery and

transaction sites but also as discovery and transaction platforms.

Page No: 9



Journal of Cyber Security(2096-1146) || Volume 7 Issue 8 2025 || www.journalcybersecurity.com

4.2 Role of Multi-Brand Retailers: Nykaa, Sephora India, and Others

Multi-brand stores serve as an entry gateway for global skincare brands into India.
Nykaa, a domestic unicorn, controls over 30% of India’'s online beauty and personal care market
(RedSeer, 2023). Its hybrid business model — combining digital storefronts and
brick-and-mortar stores — builds an omnichannel presence where brands can engage from both

touchpoints. Nykaa Luxe stores, in particular, offer premium skincare brands an avenue to

achieve physical reach.

Where do you usually buy skincare products? (Select all that apply)

51 responses

Online (Nykaa, Amazon, Myntra) —33 (64.7%)

13 (25.5%)

Brand’s official website
—25 (49%)

Department stores

8 (15.7%)

Local beauty stores

0 10 20 30 40

Which online platform do you trust most for skincare?

50 responses

@ Nykaa

® Amazon

@ Myntra

@ Brand's Website
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4.3 Challenges and Opportunities in Distribution Logistics

Despite the multiplicity of various channels, Indian distribution is not logistically
problem-free. Fragmented infrastructure, disparate warehousing levels, and steep last-mile
delivery charges act as functional deterrents. Cold chain logistics and shelf-life management are
particularly important to ensure for temperature-sensitive and contamination-prone skincare
products (Deloitte India, 2023).

Yet, the ongoing expansion of fulfillment networks and deployment of technologies like
predictive inventory management, Al-based customer segmentation, and hyperlocal delivery
offer tremendous improvements. Government initiatives like the PM Gati Shakti infrastructure
plan and the Unified Logistics Interface Platform (ULIP) attempt to make intermodal transport

easier and reduce logistics costs (Ministry of Commerce & Industry, 2023).
5. Data Inferences
5.1 Clean and natural skincare preferences

Around 72% favor products with natural ingredients, 68% value ingredient transparency,
and 61% prefer clean, non-toxic options. Millennials and Gen Z especially scrutinize ingredients

and brand values, linking skincare to holistic wellness.

Preferred skincare ingredients? (Select all that apply)

51 responses

Natural (Aloe Vera, Turmeric, %
Neem) 31 (60.8%)

Korean/Japanese (Snail Mucin, 16 (31.4%)
Centella) TS
Dermatologist-Approved (Retinol, 29 (56.9%)
Niacinamide) A

Fragrance-Free & Sensitive Skin- 15 (29.4%)
Friendly R

0 10 20 30 40
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5.2 Role of social media and influencer marketing in consumer decisions

Social media and influencer marketing influence skincare buying more than traditional
methods now. More than 65% of online consumers between ages 18 and 34 rely on social
websites for skincare tips, with 58% made aware by recommendations from peers or influencers.
Instagram and TikTok are the forerunners, influencing 42% of Gen Z and 37% of Millennials.
Viral postings can increase the sales of a product by up to 78% within one month. Authenticity of
influencer, live demonstrations, and peer content promote trust, redesigning the skin care

experience with the emergence of "influencers."

5.3 Regional variability in skincare routine and preference

Skin care habits differ by culture, climate, and product availability around the world.
Multi-step routines are preferred by East Asians; minimalism and eco-friendliness are prized in
Europe; and dermatologist approvals are most valued by North Americans. Natural, luxury, and
brightening products are increasingly popular in India and the Middle East; effective, low-cost
sun care and hyperpigmentation-fighting skin care is desired in Africa and Latin America. All

these trends show the need to segment and localize global skin care initiatives.

How much do you spend on skincare per month?
51 responses

@ Less than 500
@ 3500 - 21,500

1,500 - %3,000
11.8% @ More than 23,000
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What influences your skincare purchases the most? (Select top 2)
51 responses

Price & Affordability 26 (51%)

27 (52.9%)

Ingredients & Formulation

Brand Reputation & Reviews 28 (54.9%)

Recommendations from Friends/

9
Influencers 23 (45.1%)

Packaging & Aesthetics 8(15.7%)

0 10 20 30

5.4 Regression Analysis:

In order to find the determinants of skincare spending in India, multiple regression analysis
was done on the primary survey data. The goal was to determine how the variables like

frequency of skincare routine, age, and gender relate to skincare spending.
Variables Used:

e Dependent Variable (Y): Monthly Spending on Skincare (INR)
e Independent Variables (X):
o Age (standardized using median values of age categories)
o Gender (Female = 1, Male = 0)
o Skincare Routine Frequency (scale of 0—4 from Never to Daily)

e Sample Size: 46 survey respondents

Regression Equation:

Regression Equation: Expenditure (INR) = -969.79 + 57.34(Age) + 652.46(Gender) +
228.37(Routine Frequency)

Page No: 13



Journal of Cyber Security(2096-1146) || Volume 7 Issue 8 2025 || www.journalcybersecurity.com

Regression Output:

Predictor Coefficient Std. Error | t-value p-value | Significance

Intercept -970.57 724.06 -1.34 0.187

Age 540.05 269.47 2.00 0.052 *

Gender (F=1,M=0) 631.11 302.69 2.09 0.043 *

Routine Frequency 328.18 114.41 2.87 0.006 **
R2=0.318

Adjusted R2=0.269

Significance levels:
p < 0.05 (statistically significant)
p < 0.01 (highly significant)

Skincare Spending (Y) vs Predicted Value (X)

3500 x Data Points
|= Y =1.00X +-0.00 R?=0.309

3000

2500

2000

Actual Spending
-
&
(=3
8

1000

500

500 1000 1500 2000 2500
Predicted Spending
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Results and Inference: A multiple regression analysis was conducted to identify factors
influencing skincare spending in India, using age, gender, and skincare routine frequency as
predictors. The model explained 30.9% of the variance in monthly skincare expenditure (R? =
0.309). Routine frequency was the strongest predictor, followed by gender—females spent more
than males—and then age. A scatter plot comparing predicted and actual expenditures confirmed
a positive correlation. These findings suggest that skincare brands should leverage gender and
routine-based segmentation for marketing in India, as spending is strongly tied to consumer

habits and demographic factors.
6. Conclusion
6.1 Opportunities for International Skincare Brands

e India's skincare market is ripe for premiumization, with per capita expenditure standing at
only $14 compared to China's $38. Growing disposable incomes are compelling consumers
to spend more on skincare- 25% spend %1,500-%3,000 a month, and some more.
Approximately 70% consider international brands to be superior in quality and efficacy,
with users who use them every day being more likely to prefer premium products.

e The premium category will grow quadruple by 2035, driven by demand for specialized
formulations. 62% think global brands are more dermatologically tested, and 42%
appreciate their niche offerings.

e E-commerce is a strong driver of growth, expanding at 39% CAGR versus 3% for physical
retail. 78% opt for online skincare purchase, with Nykaa, Amazon, and Myntra as preferred
platforms, Nykaa being the most trusted.

e Influencer marketing is a key driver: 45% take into account recommendations, and 65% are
swayed by them, providing global brands with a robust digital entry point.

e Tier-2 and Tier-3 cities will follow next, pushed by digital penetration and growing
awareness. E-commerce provides reach, with steady interest in online shopping across

geographies.
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6.2 Strategic Recommendations for Distributors

e Omnichannel Distribution to Penetrate the Indian Market: To fully exploit the potential of the
Indian market's changing skincare dynamics, distributors must embrace a unified
omnichannel strategy. Results of the survey indicate varied shopping habits where 42% of the
respondents are inclined to shop online only and 52% combine online and offline media. This
highlights the need for an even-handed distribution strategy that provides an integrated brand
experience through numerous touchpoints to extract maximum potential from the market.

e Collaboration with Indian Retailers and E-commerce Websites: Building strategic
partnerships with the already existing Indian retailers and e-commerce websites paves the
way for seamless market penetration and expansion. Survey findings indicate Nykaa to be the
most reliable online platform for skincare—chosen by more than 45% of online
shoppers—closely followed by Amazon and brand websites.

e The hybrid online-offline business model of the platform also offers increased flexibility for
brands seeking physicality in the form of brick-and-mortar stores. But partnership
arrangements must factor in exclusivity, marketing support, and data sharing for common
benefit while ensuring brand positioning. Department store tie-ups are worth it for securing
that premium positioning, particularly for premium brands targeting metros and Tier-1 cities.

e For broader distribution, pharmacy chains such as Apollo Pharmacy and Health & Glow can
authentically represent dermatological and clinical skincare brands. These partners are well
placed with the survey result that consumers appreciate dermatologically tested international
products.

e Leveraging Influencer Marketing and Online Campaigns: Survey information clearly
establishes the relevance of influencer marketing for skincare companies in India, as 45% of
the respondents identified recommendations as a dominant purchase motivator and 65%
acknowledged the influencer's impact on skincare product purchasing. Today, this
influence-buying environment is most applicable to global brands seeking credibility and
visibility in a crowded marketplace; thus, it makes it more challenging for a more advanced
digital influence strategy to be needed to ensure market success. Ingredient- and
formulation-conscious consumers (60% of the respondents) are influenced by
recommendations, which means that educational content from trusted personalities can lead

to consideration for science-driven global brands.
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e Pricing and Localization Strategies: Premium positioning has to be balanced with
accessibility for pricing strategy in competitive Indian skincare.

e The survey presented varied expense habits: 35% reported expenditure of less than 3500,
40% 500-%1,500, and 25% more than 1,500, showing opportunity at various prices,
particularly in the "masstige” segment. While global brands typically run a lot higher than
domestic brands, primarily because of perceived quality benefits, the majority (70%) of
respondents identified "better quality & effectiveness” as a benefit of global brands. In
addition, localization extends well beyond price.

e The survey revealed that 55% of the participants have a strong affinity towards using natural
ingredients with which they are familiar from traditional Indian skincare, opening up the
opportunity for formulations that combine international technologies and locally relevant
ingredients like turmeric, neem, and aloe vera. Strategies around communication, on the one
hand, must ac

e knowledge local skin issues, climatic issues, and cultural concepts of beauty but are
otherwise in line with the brand globally. The survey indicated that consumers of the 18-24
years age group (the most pervasive segment) are frequently practical-conscious in addition

to being aesthetic-conscious.
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