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Synopsis

Everybody knows the increasing market diffusion of the cosmetic products; 2y are largely used
both in Traly and in Europe. According to the economic situation of Italy, the cosmetics” market has
confirmed the general course of the consumer goods.

Whereas the cosmetic industry must be analyzed in relation to the different typologies and nature of
the products, in €| present work the market’s variations through rhe single distributive channels are

reported in detail.
The Authors of this note have particularly studied the body’s products. The ltaly market of these co-

smetics is in the third after hair and face products.
The aspects of the consumer’s health on the basis of the recent law will be also examined with re-

gard to the products’ labelling.

Riassunto

E nota a tutti la crescente diffusione nel mercato dei predotti cosmetici: questi infatti sono larga-
mente utilizzati sia in Italia, sia in Europa. In Italia il mercato dei prodotti cosmetici ha seguito il ge-
nerale andamento dei beni di consumo, in accordo con la situazione economica del paese.

Tenendoe presente che 1'industria cosmetica va analizzata in relazione alle diverse tipologie ed aila
natura dei prodotti, nel presente lavoro vengono esaminate in dettaglio le variazioni di mercato dei
prodotti cosmetici attraverso i singeli canali distributivi.

Agli antori della presente nota ¢ inoltre sembrato opportuno soffermarsi sul mercato dei prodotti co-
smetici per il corpo infattt, in Italia, essi costituiscono il terzo gruppo di riferimento dopo i prodotti
per il viso ed i prodotii per 1 capelli.

Gli aspetti relativi alla sicurezza del consumatore, sulla base della recente legislazione, verranno
analizzati in riferimento all’etichettatura dei prodotti.
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INTRODUCTION

The international economic recovery, the ratio-
nalisation of markets and of distribution sy-
stems and contained prices are producing clear
signs of growth related, in various economic
sectors, {0 variations in exchange rates, to politi-
cali factors and to international relations.

The high production capacity of the Italian co-
smetics industry, largely made up of small and
medium-sized enterprises which fill market ni-
ches such as professional products, herbalists
and make-up, has found opportunities as a result
of its price competitivity in international
markets, with exports up over 30% compared to
1993. This confirms the trend towards increased
sales in the cosmetics sector, which now ac-
counts for & not inconsiderable proportion of the
Ttalian chemical industry, with over 1,300 com-
panies, 25,000 employees and a turnover of
over 72,000 billion lira.

In terms of the domestic market, it may be said
that the economic situation in Ttaly has gradual-
ly reduced the confidence of Italian families,
progressively diminishing sales of non- durable
consumer goods. Nonetheless, sales of cosmetic
products, which make up 2% of the consumer
goods bought by Italian families, are progressi-
vely less tied to economic influences and fa-
shions. Data on the current state of the cosme-
tics sector confirm decreasing demand elasticity
for hygiene and beauty products, confirming
that these are decreasingly influenced by econo-
mic factors or by other factors external to the
perception of @ consumer who evaluates co-
smetic products in terms of quality-functiona-
lity-price terms, which vary with the type of
product and the time and place of purchase.
Care for one's outward appearance has become a
way of experiencing one's own identity, a way o
be rather than a way to look, a duty to society and
a pleasure for oneself. This leads to numerous
body treatments which necessarily call for the
help of cosmetics and of experienced beauticians.
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Cosmelic productis:
definition and aspects of the
market

THE NEW DEFINITION

OF A COSMETIC PRODUCT

The relevant legislation in Italy is Law 713 of
39/10/1986, which, over the years, has been
modified a number of times. The last change,
the VI modification of EC directive 76/768/EC,
introduced in Italy, as in the other European
countries, on 30/6/1995, has a number of inno-
vative elements.

One of these is the introduction of a new defini-
tion of "cosmetic product” which has changed
from a product designed to protect and maintain
the condition of the skin and related parts of the
body, to a product intended to "modify the ap-
pearance and/or correct body odours and/or pro-
tect and maintain it in good condition”. This
new definition gives greater recognition to the
functional properties of cosmetic products.
Functions which have, until now, been conside-
red of secondary importance, "maintaining good
conditien". "modifying the appearance”, "cor-
recting body odours”, are now recognised as
primary alms.

The current classification of cosmetics is also
provided (see table 1) showing a diversified and
elaborate range of products, Each of these,
within its own segment, has a different econo-
mic significance for the cosmetics industry, for
individual or seasonal motives,

CONSUMPTION OF COSMETIC
PRODUCTS

Consumption of cosmetic products in Italy fol-
lows the trend of family consumption. 1is
shows the role of primary consumption, taken
on by hygiene and beauty products, which for a
number of years have made up around 2% of
consumer spending on non-food products.

In 1994 there was a slight contraction in distri-
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me shops, chemist's and the mass-market.
Although, distribution through department sto-
res has maintained it's market share by selling
greater quantities of goods at generally more
economical prices. The trend towards increased
competitivity in this channel confirms the gra-
dual introduction of forms of discount. Exami-
ning the composition of the cosmetics market, it
may be seen that products for the body, with
overall consumption exceeding [,200 billion
lira per annum, form the third group in order of
importance, with 14.9% of the market, after hair
products (17.4%) and facial products (15.0%).
An analysis of Table 5, which sets out the con-
surmption of each individual type of product for
the body by distribution channel, shows the po-
sitive performance of perfume shops, where sa-
les have increased by 6.9% and the mass market
(3.4%). Chemist's shops show, however a re-
duction of 9.2% over the year in question.

In terms of indivi al body product types, in-
creases can be seen for softening creams
(+5.4%) and for sun and skin colouring pro-
ducts (+3.6%). Reductions are to be found in
anti-cellulite products (5.7%) and firmness
creams and gels (4.3%). Deodorants have also
done well, as have anti-perspirants, which make
up over 40% of sales of products for the body.

CONSUMER PROTECTION

e of the innovative aspects of the VIth modi-
fication of directive 76/768/EC concemns the la-
belling of cosmetic products which, in order to
better inform consumers, from [.1.1997 will
have to give a series of supplementary informa-
tion, not currently provided for by legislation.

The new labelling procedure aims to guarantee
two fundamental objectives: uniformity in the
European market, to permit the {ree movement
of goods, and more information for the consu-
mer. The fundamental aspects of the new direc-
tive are therefore, the new definition of cosme-
tics, new provisions in terms of responsibility
for providing product information to avoid in-
correct use, identification of the person or com-
pany responsible for the documentation alongsi-
de the person or company responsible for the
sale of the cosmetic, a description of the pro-
duct's use in the [anguage of the country in whi-
ch it is sold, the formula of the product using
the common European system.

In addition, therefore, to the five elements whi-
ch must currenily appear on cosmetics packa-
ging or containers (the manufacturer, the nomi-
nal content of the product, minimum product
life wr  ss over 30 months, precautions tor use
of the product and the lot number), products
will have to show their use and the formula in
decreasing order of weight of the constituent at

Table V
PRODUCTS FOR THE BODY
CONSUMPTION IN BILLIONS OF LIRA BY DISTRIBUTION CHANNEL
Total Chemist | Perfume |Dept Var% |Var% var% |Var%
Stores | Total Chemist [Perfume | Dept. St.

’ﬁoducts

for the body 1.209,0 | 237.0 357,0 6150 1,6% 92% 16.9% 3.4%
SofteningCreams | 175,0 28.0 63,0 84,0 5.4% -6,7% |12,5% |5,0%
Anti- cellulite 99,0 45,0 47,0 7,0 -57% | -82% |-4,1% 10,0%
Firmness creams | 45,0 18,0 23,0 4,0 -4.3% |-10,0% |0,0% 0,0%
Deodorants 487,0 68,0 114,0 305,0 1,7% -13,9% |3,6% 5,2%
Hair removers 60,0 10,0 5,0 45,0 29%  |-15.3% [ -16,7% |2,3%
Sun products 3430 68,0 105,0 170,0 3.6% -4.5% |16,7% 0%
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time of manufacture using the common Euro-
pean system.

This is clearly important information for the
consumer who, although having no scientific
knowledge, may at any time ask for the opinion
of qualified persons on the possible effects of
the use of a product on hea. . The VIth modifi-
cation also compels the manufacturer, or dele-
gate, or the person on whose behalf a cosmetic
is manufactured, to compile a dossier with
information on the identification, quality, safety
and effectiveness of a finished cosmetic pro-
duct. Most of the provisions of this directive,
therefore, concern consumer protection and the
information available to the consumer. The co-
smetics industry is, therefore, currently oriented
towards fully supporting this regulation with the
necessary scientific and technological techni-
ques required by these new needs.
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