Trends & Consumer Insights By Datum. >

Datum | - kindlife



https://www.kindlife.in

About This Report:

The Korean beauty market in India is experiencing rapid growth, driven by the influence of
Korean culture and rising consumer interest in high-efficacy, cutting-edge ingredients, innovative
products, and unigue form factors.

This report by kindlife x Datum offers a comprehensive analysis of the market dynamics,
consumer expectations, and key trends shaping the K-beauty landscape in India in 2025.

The survey captures data on consumer preferences, purchasing habits, familiarity with K-beauty
products, the cultural impact of K-pop and K-dramas, and the growth potential driven by next-
gen consumers.

Research
Methodology:

Online Survey of across

30~

beauty product buyers cities in India
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Between we reached out to pbeauty consumers across India to understand how
Korean beauty IS resonating with them - not just what they buy, but what they believe, trust, and aspire to.

\ Survey Demographics:

We Segmented Them Into Three
Clear Mindsets: 25-34 Yrs
~ 40%
. A 0/ 0/ @ , 44 Yy
— 1: Adopters = 20% . B;C/]I 807% = 42% ABy 6% 35 v
already using K-beauty in their routines. MALE enaer FEMALE 18-24 Yrs 5€ 45+ Yrs
—> 2: Explorers
EXPLORERS
aware and eager to try it soon. 27%
0/ ans o
"‘} 3: Observers ADOPTERS & Attitude OBSERVERS METRO Cities NON METRO
curious, but still on the sidelines.
\ / Cities Delhi NCR, Mumbai, Chennai, Kolkata, Bengaluru, Hyderabad, Anmedabad, Pune, Surat, Nagpur, Lucknow,
Covered: Jaipur, Kohima, Indore, Imphal, Guwahati, Gangtok, Bhopal, Aizawl, and Visakhapatnam.
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Gen Z s India’s Next Big +
Buyer - Digitally Native,

Val u e' D ”Ve ﬂ . Came of age during the internet boom; They want innovation, personalization, Born into screens, creators, & Al -
value experiences, digital convenience, and purpose - and they're not afraid they're not just digital-first, they're
& purpose. to switch. Al-native
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©2 GDP Per Capita to Cross $4,000 by 2030. WV ~4/% of Population Gen Z and Gen Alpha. $15k annual income to cross 30M by 2030.
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Beauty And Personal Care Market To Reach $45 Billion By 2030

India BPC Market Size ($Bn)

CAGR 2024-30E - 11.7%

(D OQuick Commerce
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Per capita spend by online buyers
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D2C brands launched in India since 2020
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Premium Beauty Market To Reach $4.5 Billion By 2030

() offline () Online

CAGR 2024-30E - 15.3%

/

LL]
N
-
(Vp]
- $2.6
~
= ~ )
=
- .
= $1.3 s
Wl
= g
= A \_ Y, $1.9
>
W o $0.7
e 2 _

2024 2030E

Note: The premium beauty segment refers to

products that are priced over X1,000.
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Stores across India.

19 Million

Premium Beauty Buyers in 2024

$106

Per Capita Spend on premium BPC in 2024

35 Million

Premium Beauty Buyers in 2030E

$128
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A Myntra
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Per Capital Spend on Premium BPC in 2030k
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Korean Beauty Market In India To Cross $1.5 Billion By 2030
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CAGR 2024-30E - 25.9%
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11.9 Million 2 (.2 Million

Korean Beauty Buyers in 2024 Korean Beauty Buyers in 2030

$33.3 $56.3

Per Capita Spend on K-Beauty in 2024 Per Capita Spend K-Beauty in 2030k

/ CAGR of 25.9% makes K-Beauty India’s

fastest-growing beauty segment - v
a high-conversion opportunity for focused brands. |
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India’s Obsession Is Peaking: Glass Skin, K-Drama, & More

Interest over time @ ARSI

: o CRASH

A :_-i-‘_s_,
2 Oct 2023
® K-Drama ® Korean Skincare Glass Skin
Search term Search term Search term

Source: Google Trends
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K-Beauty: A Fast-Growing Category In India
-~

INnisfree was the first Korean beauty brand to

First Mover Advaﬂtage INNISFree enter India with 100% FDI in 2013, paving the way

for the K-beauty segment.

------------------------------------------------------

-------------------------------------------------------------------------------------------------------------------------------------------------------
L d

Myntra’'s K-Beauty charter grew 80% YoY

Now home to 25+ K-beauty brands,
signaling rising demand and mainstream

Proven Growth Momentum traction.

\ September
'\A Myntra 2023 ,Press Release
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Hi gh - Efﬁcacy at With an ASP of $7, K-beauty balances performance

with accessibility - especially for India’s pre-glamorous

Youth-Friend |y Price Points Gen Alpha and intention-led Gen Z.
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Korean Culture Is No Longer A Trend - It's A Movement In India

A NETFLIX SERIES
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NETFLIX 2020

3707% v

staggering increase in
viewership of Korean dramas in
India was reported by Netflix.

©) Instagram

#KBeauty

ranks among IG's top 5 beauty hashtags,
with consistent YoY growth in
engagement and post volume.

(SOCIALBAKERS, HOOTSUITE)

?ﬁ} [j it
@Pk_bts_land

Top Countries that viewed BTS the most on YouTube Last week :

#1 Japan — 5.42M

#2 Mexico — 5.23M

#3 Brazil — 5.08M

#4 India — 4.61M

#5 United States — 4.49M
#6 South Korea — 3.65M
#7 Indonesia — 2.62M

#8 Philippines — 2.06M
#9 Argentina — 1.67M

#10 Thailand — 1.39M

BTS - the only nhon-Indian act
alongside Justin Bieber in
Spotify India’s 2020 Top 10.
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K-Obsessions Online: What India Streams, Shares & Celebrates

LUMINATE
6.2 Billion

K-pop streams in 2023 placed
India among the top 5 countries
globally, marking a 35% increase
from 2022.

In India, Korean language learners grew

5%

YoY in 2023. ///.‘%~ &)

The All-India K-pop contest drew over

4000 *
7

participants from multiple cities in 2023.
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15 Million+

Indians are learning Korean on
Duolingo.

Language learning
reflects deep cultural
curiosity.

India is one of the top 5 countries
globally for Korean learners on the app
(Duolingo 2023).
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How Korean Food Is Becoming Mainstream In Our Plates

LOTTE INDIA

o %ramwaﬂ” 4\

1627%

growth in import

volume of Korean -
noodles in 2020. 7 4 e oo 4 /\
\ / Nestlé India launched Burger King India Lotte announced a ITC Bingo! rides the Knorr's Korean Ramen
Korean noodles in launched an $300M investment in Hallyu wave with new teams up with Netflix's
November 2023. “All-New Korean Spicy India’s snacks segment Korean chips & a song Squid Game S2 to bring
Fest”in April 2025. (ET,2024). collab with singer Aoora. the thrill of K-Culture.

\_ 2N NG O\ 2N
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What Beauty Means to Gen Z & Alpha

Who They Are: How They Discover & Trust:

< GLOBALLY SHAPED, LOCALLY EXPRESSED > < TRUST FLOWS THROUGH COMMUNITY >

Nano-influencers, peers, and creators build
belonging - more than celebrities ever could.

< TECH NATIVE AND INTENT LED >

They rely on search, Al, and peer content to
validate - not ads. Discovery is curiosity-
fueled, not passive.

< VALUES > VOLUME >

Brands win when they reflect purpose -
Not noise. Relevance beats reach.

They blend global culture with local identity -
not just following trends, but personalizing them.

< MULTI-IDENTITY & HYPER-PERSONAL >

They shift between personas - from skincare
minimalists to full-routine loyalists - driven by
self-expression.

|\

lived experiences, and social realities.

'
< AUTHENTICITY IS NON-NEGOTIABLE >
They seek brands that align with their values, o~ B
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What Beauty Means to Them:

<SKINCARE ¥ SELF-CARE> GHELF = GATEWAY TO DISCOVERY>

They're label-literate, ingredient-conscious, and ritual-driven.

Multistep routines reflect their desire for performance and personalization.

Gen Alpha is already influencing these shifts - redefining beauty through
gamified, interactive, and intention-led engagement.

-~

Hero products earn their place on the
Gen Z shelf.

It's a product-first discovery mindset - v Vs
If it works, it stays.

<
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Building India’s Beauty Powerhouse:

Kindlife is young India’s favorite global beauty platform - bringing the best of Korean and Japanese skincare to the Indian shelf, backed by a
vibrant community of Conscious consumers.

4 N

7 Kindlif
j I n I e - Brands Orders from Global Orders from Live
N Brands Commerce
"" r
f = - - " * Average Order Value Creator Champions Audience Under
(: _ e =] > 34 Years

[COSR)Q SKIl\E}OOlﬁ [FRumAj [neof neof] [Vrj [COXir] [TIRTIR] E%OVECTlg GUNIKJ [Uumisa
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<Seotion 02: >

Comprehensive
Consumer Insights

(Sec 02.a;) (Sec 02.b,)

How India Shops - Beauty & K-Beauty Adopters
cosmetics

(Sec02c:) (Sec 02.d:)

K-Beauty Explorers K-Beauty Observers
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