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In recent years, the Finnish cosmetics 
market has undergone quite a dramatic 
change. In 2006, the growth in this 
sector was the most dynamic in Western 
Europe, whereas in 2008 growth was 
below the average in the EU.

The total sales of cosmetics were 
€409 million. Overall in 2008, the sales 
of cosmetics and toiletry products did 
not increase due to the drop during the 
last quarter of the year, although the 
beginning of the year had seemed very 
promising.

Finns have now become more price 
sensitive, which also impacts the 
consumption of cosmetics. People may 
still use as many products as before but 
they consider more carefully what to buy 
and are increasingly switching to cheaper 
products and brands.

This is especially evident in the hair 
care market. As Finns spend more 
money on hair care than on other 
beauty products, it makes the hair care 
business quite vulnerable. While hair 
care mass market sales grew, the sales 
of professional products declined. The 
trend seems to be continuing in 2009.

In Finland, the average annual per 
capita expenditure on these products 
currently stands at €150. Out of the 
total sum, €51 is spent on hair care, €40 
on skin care, €28 on hygiene products, 
such as deodorant and toothpaste, €24 
on decorative cosmetics, such as lipstick 
and mascara, and only €7 on fragrances, 

Facing a Change
The Cosmetics Market

  The cosmetics and detergent markets are facing an  

uncertain year in 2009. Sales of the last quarter of 2008  

were already affected by the economic downturn, which is 

mainly seen in consumer habits: many consumers are  

turning to cheaper products. In particular, the cosmetics  

sector is changing significantly.

Finns seeming to prefer fragrance-free 
products.

On the whole,
a rising trend

On the whole, sales of cosmetics, 
toiletries, and detergents continued the 
positive trend seen in previous years. 
Total sales of the members of the Finnish 
Cosmetic, Toiletry and Detergent 
Association increased by 1% in 2008 to 
reach €613 million. 

In contrast to previous years, detergent 
and maintenance products were the 
driving forces of this growth. Sales of 
household detergent and maintenance 
products increased by 2%, generating 
sales of €94 million. The institutional 
and industrial (I&I) detergents product 
sales value was €78 million, giving a 
positive growth of approximately 6%.

Additionally, sales of other 
technochemical products, such as 
pesticides, air fresheners and car care 
and maintenance products, provided a 
positive surprise, with almost 9% growth. 
However, the last quarter of the year 
showed that the sector was also affected 
by the general economic situation.

As for sales of beauty products, they 
fell by 0.3%, revealing that the downturn 
had already impacted this sector. For 
the most part, the downturn shows in 
consumer behaviour, as noted above; 

The Finnish cosmetics company 
Lumene Oy combines advanced 
technology with powerful in-
gredients from Arctic nature. 
Representing two strong brands, 
Lumene and Cutrin, it develops 
and produces skin care products, 
cosmetics, and professional hair 
cosmetics.
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Facing a Change

consumers have become more price 
sensitive, and are turning to cheaper 
products. 

In 2007, the sales of professional hair 
care products exceeded retail product 
sales, but in 2008 the situation changed. 
Retail product sales are now greater 
than professional product sales and 
increased a little more than 5%, whereas 
sales of professional hair care products 
decreased.

Products manufactured in Finland 

accounted for 19% of total sales, ranging 
from 14% for washing and cleaning 
products as well as cosmetics and 
toiletries, to 50% for institutional and 
industrial products.

Positive year
for I&I market 

The institutional and industrial sector 
did quite well in 2008, and the downturn 
has only started to affect these products 

in 2009. The market increased faster in 
Finland than in Central Europe.

In this sector, personal care products 
did extremely well, seeing a 12% growth. 
This may be due to greater hygiene 
awareness, hand hygiene becoming 
very important these days. Cleaning 
products had a positive year, too, with a 
7% increase. However, the sales volume 
did not increase as much as the sales in 
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Domestic sales of cosmetics, toiletries and detergents in Finland in 2008.
Net sales value, in million euros

PRODUCT GROUP
Domestic 
products

Imported
products

Total 
sales

Change %
2008/2007

Cosmetic and toiletry products 58 351 409 –0.3

Household washing, cleaning and 
maintenance products 13 81 94 2.4

Institutional and industrial washing, 
cleaning etc. products 39 39 78 5.7

Other technochemical products 8 24 32 9.1

Total 118 495 613 1.3

Euros. This has been the trend for quite 
a few years now, presenting a challenge 
for the industry.

In Finland, there are still opportunities 
for the I&I sector to grow, although 
the current situation does not seem 
promising. At the moment, institutes are 
trying to reduce costs, cleaning being 
an easy target. In particular, special 
cleaning, such as window cleaning or 
polishing floors, is done less frequently. 
In addition, the usage rates of hotels have 
declined, which affects cleaning services 
negatively.

Like in 2007, new legislation also 
had an impact on the sector. The Reach 
regulation has created price pressures 
for raw materials, and regardless of the 
legislation, prices of some raw materials, 
such as phosphates and alkali, have gone 
up.

A way to boost sales is to impact 
the common attitude towards cleaning. 
Better cleaning will save money: in clean 
premises, employees won’t get sick that 
easily and they are keener to work. Clean 
premises also are a company’s business 
card and a way to enhance its image.  

Household market 
stable

The market for household washing, 
cleaning, and maintenance products has 
been quite stable for many years, 2008 
being very typical. Growth was 2% and 
totalled €94 million. Like in 2007, the 
Finnish market increased faster than the 
1% that the European market grew, the 
latter totalling €29.1 billion.

The sales of essentials, such as laundry 
detergents, remained quite constant, 
whereas some special purpose cleaners 
achieved better growth. The sales of 
special purpose cleaners are somewhat 
smaller than the sales of essentials. 

The industry has started a new 
Europe-wide scheme, the Charter for 
Sustainable Cleaning, to promote 
sustainability among companies 
making detergents and other house-
hold and professional cleaning 
products. Symbols on the packaging 
of soaps, detergents, and maintenance 
products tell the consumer if the 
producer has joined the programme.

Therefore, it does not much affect total 
sales and the total growth stayed quite 
stable.

In general, one could say that new 
product launches or the sales of special 
products can affect demand temporarily 
but they do not affect the “big picture” 
in the long run.  

Sustainability is one of the key issues 
for the sector. On the consumer product 
side this means that more and more 
concentrates and more compact and pre-
dosed detergents are sold. Companies 
also voluntarily invest much more in 
environmentally-friendly products 
because consumers appreciate them. 
A good example of voluntary action is 
the industry’s Charter for Sustainable 
Cleaning programme. The Charter seeks 
to go beyond legislative requirements to 
ensure that products are manufactured 
in the most environmentally responsible 
manner possible at every stage in their 
life cycle. When a company joins the 
programme, the Charter logo appears on 
the packaging for its products. 

Exports 
still steady

Exports continued the positive trend seen 
in 2007, and were valued at €63 million, 
up 4% on 2007. This was mainly thanks 
to a 4% rise in cosmetic and hygiene 
product exports, which accounts for 
approximately 83% of the total value of 
the sector’s product exports. 

In 2008, household detergents and 
maintenance products had a very positive 
year, exports growing by almost 30 %. 
Imports totalled €495 million, up 1% on 
2007, and accounted for 81% of the total 
domestic sales of cosmetics, toiletries, 
and detergents. 

The writer is the Coordinator of   
the Finnish Cosmetic, Toiletry and  

Detergent Association. 
eeva-mari.karine@teknokem.fi
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Good hand hygiene is of utmost im-
portance in healthcare. The Finnish  
market leader in hospital hygiene,  
Farmos Oy, is currently launching a 
new, even more effective and skin-
friendly hand-disinfectant.
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