* ®
¥ 7 by

B ckwork”
# -

R

Fragrance & Perfume
Industry in India

June 2025




Perfume Industry in India — Overview & Market Size

The Indian perfume market was valued at USD 281 million in FY2024 and is projected
to reach approximately USD 873.3 million by FY2032, growing at a compound annual

growth rate (CAGR) of 15.23% Indian Perfume Market — Size (USD Mn)
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The Indian fragrance market is growing rapidly, driven by rising disposable incomes, a
growing middle class, and changing lifestyle preferences. Affordable mass perfumes
and Western cultural influence are further accelerating consumer adoption.




Perfume Market Segmentation
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India’s Perfume
Market

India’s perfume market is diverse and can be segmented across multiple dimensions: by product type, price range, customer profile, distribution channel, and
geography.

Product Type

~

Deodorants/ Body Sprays

Eau de Parfum (EDP) /
Eau de Toilette (EDT)

Attars / Natural
Perfumes

Perfume Oils / Roll-ons

_/

Price Range

7, o)

* Mass Market (Rs.100-300)
* Mid Range (Rs.300-1,000)

* Premium & Luxury (31000
and above)

o _/

Customer Channel

~

* Men
* Women

* Gender-neutral

N

~

°/Department stores

Distribution Channel

* Pharmacies
* Supermarkets & hypermarkets
* Standalone cosmetic outlets

* E-commerce platforms

* Social commerce (Instagram,
WhatsApp) J

~

Geography

~

e Semi-Urban & Tier-2/Tier-
3 cities

4

Urban Markets (Tier-1
cities)

¢ Rural Markets

\_ _/



Perfume Market in India — Key Growth Drivers

1 Growing Disposable Income

The increasing disposable income, especially among India's
growing middle class, is enabling more consumers to purchase
perfumes as part of their daily grooming and lifestyle routines. A
bigger middle-class segment is willing to spend on premium
personal care products.

z

The rise of online retail platforms has made perfume products
more accessible to a larger audience, offering convenience,
variety, and competitive pricing. E-commerce also enables
brands to target niche segments effectively through
personalized marketing.

3 Growing Trend of Personal Grooming

Growing health consciousness and the rising importance placed
on personal hygiene, especially post-pandemic, have contributed
to the increased use of perfumes and deodorants. Younger
generations in particular consider fragrance an essential part of
their grooming routine

Millennial and Youth Demand

Millennials and younger consumers are driving demand due to
higher purchasing power, greater participation in social and
physical activities, and a strong focus on personal care.

Influence of Social Media and Celebrity Endorsements

Social media marketing, influencer collaborations, and celebrity
endorsements have significantly increased brand awareness and
influenced purchasing decisions, especially among younger
demographics.

Gifting Culture

Perfume gift sets are increasingly chosen for birthdays,
anniversaries, weddings, and festivals due to their universal
appeal, emotional impact, and premium presentation. The trend
of gifting perfumes extends beyond traditional festive seasons,
driving off-season sales. Perfume gift packs are also popular in
corporate gifting and wedding return gift



Perfume Market in India — Key Market Players
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The Indian perfume market is characterized by a mix of large FMCG companies, global brands, and an increasing number of niche and homegrown startups.
. Competition is intensifying as consumer preferences evolve and new players enter the market with innovative offerings.

Key Market Leaders

Company

Hindustan Unilever Ltd.
(HUL)

Key Brands

Axe, Rexona

Market Position

Market leader in men’s fragrances
and deodorants. Known for mass-
market dominance.

Godrej Consumer

Strong presence in grooming and

Products Ltd. Cinthol, Aer home fragrz?mce;- Ie;vergges brand
legacy and wide distribution.
Aggressive marketing and celebrity
ITC Ltd. .
Engage endorsements targeting youth and
urban consumers.
. . Nivea Men, | Focus on skincare-based deodorants
Nivea India . . .
Nivea Fresh with a unisex appeal.
Emami Ltd HE Male grooming-centric brand with

bold positioning

Emerging Players & Niche Brands

e Titan Company Limited
(SKINN)

* VINI International (Fogg)

*  MCcNROE Consumer
Products (Wild Stone)

e ITC Limited (Engage)

* Vanesa Care Pvt. Ltd.
(Denver, Envy)

*  Emami Group (The Man
Company)

* Mensa Brands (Villain)

 |IDAM Natural Wellness
(Bella Vita Organic)

* RENEE Cosmetics

—_—_ e

. » Ajmal Perfumes — Known for its attar-based and premium segment offerings; blending traditional and modern scents
' » Bella Vita Organic, The Man Company, and Ustraa — Targeting younger, online-savvy consumers with natural, organic, and indie fragrances
' * Global Brands — Brands like Calvin Klein, Davidoff, and Versace are gaining traction in premium and luxury categories via modern trade and e-commerce

International Majors:

* LVMH Moet Hennessy
Louis Vuitton (Dior)

|

|

|

|

|

|

|

|

* Coty Inc. (Calvin Klein) |
|

|

« L'Oréal S.A. (Yves Saint |
Laurent) |

i

|

* Ajmal Perfumes



Key Market Players

Company Name

Notable
Brands/Products

Strategic Focus

Titan Company Limited Domestic SKINN Premiumization, celebrity endorsements
VINI International Domestic Fogg Mass market, high-volume

McNROE Consumer Products Domestic Wild Stone Affordable, masculine fragrances

ITC Limited Domestic Engage Youth-centric, innovative marketing
Emami Group Domestic The Man Company Digital-first, male grooming

IDAM Natural Wellness Domestic Bella Vita Organic Natural, organic segment

RENEE Cosmetics Domestic RENEE Perfume Niche, influencer collaborations

LVMH (Dior) International Dior, Givenchy Ultra-premium, luxury retail

Coty Inc. International Calvin Klein, Davidoff | Mass-premium, global distribution
L'Oréal S.A. International Yves Saint Laurent Luxury, innovation in scent technology
Ajmal Perfumes International Ajmal Heritage, Middle Eastern influence
Company Name Origin ll;l;t:SSProducts Strategic Focus

Titan Company Limited Domestic SKINN Premiumization, celebrity endorsements




Perfume Market in India — Challenges & Opportunities

OPPORTUNITIES

Rapid urbanization and changing lifestyles are\

resulting in greater adoption of perfumes as a daily
necessity rather than a luxury

The increase of e-commerce platforms and digital
marketing is making perfumes more accessible and
providing consumers with a wider variety of choices

Various domestic brands are entering the market
with  affordable offerings, increasing market
penetration and catering to local preferences

The expanding middle class and increased disposable
incomes are enabling more consumers to buy
perfumes, driving demand for both mass and
premium segments

Millennials, with their focus on personal grooming
and lifestyle, are fueling demand, particularly for
innovative and niche fragrances

_/

@

The prevalence of counterfeit products and\
unorganized players creates uneven competition and
can erode consumer trust

Higher taxes and import duties on raw materials and
finished products raise costs for manufacturers,
potentially impacting pricing and margins

Lack of awareness about perfumes, especially organic
and premium variants, in rural markets restricts
potential sales growth

The market is saturated with both domestic and
international players, leading to pricing wars and
margin pressures, particularly in the low- to mid-
price segments.

Rapid shifts in consumer tastes and brand loyalty,
particularly among Gen Z, require continuous
innovation and agility, which can strain smaller

companies. J




Global Market and Regional Market Trends

PROJECTED GLOBAL SIZE (USD Billion) &

Asia Pacific

GROWTH RATE

* Asia Pacific, led by China, India, and Japan, is the fastest-growing market. Platforms like
112.7 Nykaa boost sales with personalized scent services, while younger consumers favor
hypoallergenic, natural, alcohol-free products for sensitive skin

66.1
Middle East
* Middle East is a key market for luxury goods, with growing demand for attar-based
products and a rise in high-end stores offering custom fragrances.
2025 2035

Source: FMI

ESTIMATED PER CAPITA SPENDING (USD) * Europe remains a major player in the global market, driven by strong demand for luxury,
traditional, and handcrafted fragrances in France, Italy, and the UK.

UAE 60

FRANCE 52.1 North America

INDIA IS 12.3 . . . .

* North American fragrance market is booming, driven by demand for luxury, gender-
neutral, and natural products. Interest in unique scents fuels growth in artisanal and
limited-edition offerings.

CHINA 24.5

USA 45.8

Source: FMI. Data as of 2025.



Global Market and Comparative Shift Analysis

2020 to 2024

Brands shifted toward natural, vegan, and clean scent
extracts, with growing popularity of niche and personalized
fragrances

Companies cut down on single-use plastics, introduced
refillable bottles, and switched to biodegradable, eco-
friendly packaging. Consumers also began prioritizing
ethically sourced ingredients.

Al-powered scent recommendations and virtual fragrance
trials via AR/VR gained popularity, while loT-enabled
diffusers personalized home fragrance experiences

Niche brands expanded globally using DTC strategies and
influencer marketing, while gender-neutral fragrances saw
increased demand.

Al enables personalized, mood-based scent creation, while
biotech advances like lab-grown musk and sustainable
extraction drive innovation

Zero-waste packaging becomes standard, with smart NFC-
enabled packaging offering authentication, refills, and digital
scent experiences

Wearable fragrance tech adapts to body temperature and
mood, while nano-delivery systems enhance scent longevity
and personalized diffusion

Emerging markets see rapid growth through local scents and
Al-driven consumer profiling, while adaptive tech enables
direct-skin scent customization.




Outlook

Robust Growth

Youth Influence

Risk Mitigation

Digital and E-commerce

Expansion

Sustainable Trend

Tier-2, Tier-3, and Rural
Market Penetration

Government initiatives

—————————————————————————————————————————————————————————————————————————————————————————

» India’s perfume market is set for robust expansion led by a growing affluent consumer base, evolving lifestyle
aspirations, and the increasing presence of global luxury brands.

________________________________________________________________________________________

_________________________________________________________________________________________

» Millennials and Gen Z, together expected to comprise 50% of the population by 2030, are expected to drive the
demand for both mass and premium fragrances.

1
' » While the market does face challenges such as counterfeit products, pricing pressures, and raw material volatility,
. these challenges are expected to be offset by scalable opportunities in e-commerce, personalized fragrance tech,
: and sustainable product lines.

_________________________________________________________________________________________

» Online sales channels and digital marketing, including social media and influencer endorsements, are expanding
product reach and awareness. This is likely to boost the demand.

_________________________________________________________________________________________

» Consumer interest is shifting toward products that are natural, alcohol-free, and eco-conscious, opening new
premium sub-categories.

—————————————————————————————————————————————————————————————————————————————————————————

» Smaller cities present a huge growth avenue for affordable perfumes due to increasing awareness and better
distribution.

________________________________________________________________________________________

» Government initiatives, such as the Fragrance & Flavour Development Centre (FFDC), are expected to enhance the
competitiveness, sustainability, and global reach of India's perfume industry.

________________________________________________________________________________________
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