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CCAARRIICCOOMM’’ss    

EExxppoorrttss  ooff  PPeerrffuummeess  &&  TTooiilleett  WWaatteerrss  
 

� GLOBAL TRADE OVERVIEW 

 

 

In 2006, US$9.8bn was spent globally 

on imported perfumes/toilet waters
1
. 

Between 2002 and 2006, import 

spending on perfumes/toilet waters 

increased by 13% annually. However, 

the actual volume of traded 

perfumes/toilet waters only increased 

marginally by 1% per annum between 

2002 and 2006, showing that the 

average trading price for this product 

increased over the period. In 2006, 

the average unit import value for 

perfumes/toilet waters was 

US$23,663/tonne
2
. 

 

 

In 2006, the top importing market for 

perfumes/toilet waters was the United 

States of America (USA) accounting for 

14% (US$1.5bn) of the total import 

expenditure. Germany (10%), the 

United Kingdom (8%), The United Arab 

Emirates-UAE (5%) and Spain (4%) 

round out the top five markets for 

imported perfumes/toilet waters. 

 

 
� CARICOM PERFUME/ TOILET 
WATERS EXPORTS 
 

Perfumes/toilet waters are not a major 

export group from the region. In 2006, 

out of US$19bn in total export sales 

CARICOM exporters generated 

US$3.7mn from selling perfumes/toilet 

waters. Between 2002 and 2006 export 

sales of perfumes grew by 22% per 

annum. Compared to the region’s total 

export sales growth rate of 23% per 

annum over this period, this reflected a 

marginal decline in the importance of 

this product for regional export 

revenue.   

 

However, this product represents one 

in which the region is growing its 

market share and penetrating the 

export market with some degree of 

success, even though exports are small. 

In essence, this product represents a 

future growth prospect which can be 

encouraged and promoted in regional 

trade negotiations. 

 

 

1
 International Trade Centre (ITC) TradeMAP database. www.intracen.org accessed May 18, 2009 

2
 The ITC uses tonnes as the unit of measurement basically because it receives the data from 

customs sources. However, it is recognized that this is not an industry practice. 
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Importantly, CARICOM firms exporting 

perfumes seem to be earning less than 

the global average unit import value (a 

proxy for the CIF import price) as 

regional exporters sold perfumes/toilet 

waters at US$13,230/tonne, which was 

roughly half the global price. This could 

imply exporters either selling to 

relatively low priced markets, or a 

concentration on lower value 

added/quality perfume products. 

 

In 2006, CARICOM exporters of 

perfumes/toilet waters generated 73% 

of their export earnings from the USA, 

and a further 20% from intra-CARICOM 

trade. France, the British Virgin Islands, 

Aruba and the United Kingdom were 

other secondary markets where this 

product was sold.  

 

It is interesting to note that CARICOM 

perfumes are not attractively priced for 

export sales as for example, importers 

in France were willing to pay on average 

US$21,830/tonne for perfumes/toilet 

waters, however, CARICOM exporters to 

France received US$6,810/tonne to 

export to this market. 

 

The USA is the most dynamic export 

market for CARICOM as between 2002 

to 2006 export sales for perfumes grew 

by 57% per annum. France was also a 

very dynamic market with export sales 

expanding by 30% per annum. 

CARICOM firms are basically retreating 

from exporting perfumes/toilet waters 

to Aruba, Dominica and Barbados who 

all registered significant declines in 

export revenue. 

 
� MOST “LUCRATIVE” MARKETS 

 

Between 2002 and 2006, the markets in which the highest global import 

sales growth rates for perfumes were observed included: 

� The Netherlands (18% growth per annum) 

� Hong Kong (22%) 

� The Russian Federation (32%) 

� France (18%) 

� Australia (24%) and 

� Poland (28%). 

 

Some of these markets are sizeable with the Netherlands, France and the 

Russian Federation amongst the top 10 global import markets for 

perfumes/toilet waters. However, Hong Kong (US$210 mn in import 

spending in 2006), Australia ($200mn), and Poland ($81mn) are also large 

markets which can be viewed in a long list of “juicy” perfume markets over 

the 2002 to 2006 period. CARICOM firms did not export perfumes/toilet 

waters to any of these dynamic markets in 2006. 

 

“Netherlands, France and the Russian Federation amongst 
the top 10 global import markets for perfumes/toilet 
waters. However, Hong Kong (US$210 mn in import 
spending in 2006), Australia ($200mn), and Poland 
($81mn) are also large markets which can be viewed in a 
long list of “juicy” perfume markets over the 2002 to 2006 
period” 



www.crnm.org 

 

 

 

 

 

 

 

 

 

 

 

Between 2002 and 2006, the markets 

which paid the highest unit value for 

perfumes included those in table 1 

above. Amongst these premium 

priced markets, the higher paying 

markets are actually smaller in import 

size and may not be as lucrative for 

regional perfume exporters. However, 

CARICOM firms did not export 

perfumes/toilet waters to any of 

these premium price markets, even 

though Japan, Austria, Denmark and 

Sweden are sizeable markets. 

 

Ultimately, based on import spending 

dynamism, premium prices paid on 

imports, and the actual value of global 

import spending on perfumes in 2006 

some of the most lucrative markets 

include Australia, Poland, Hong Kong, 

the Netherlands, France, Russia, 

Austria, Denmark and Sweden. The 

USA and Germany cannot be ignored 

based on their sheer value in 2006. 

 
 

� TREATMENT OF PERFUMES/ TOILET 
WATERS IN TRADE AGREEMENTS 
 

Of the top 10 import markets for 

perfumes/toilet waters, duties are 

charged on the product only in the 

UAE (5% import duty) and the Russian 

Federation. Therefore, duties are not 

a major impediment to exporting this 

product to most of these markets. 

The region’s network of trade 

agreements provides for duty relief 

for exports of perfumes/toilet waters 

into most of the “lucrative markets” 

identified above.  

 

 

 

For exports to the USA, all perfume 

exporters receive duty free treatment 

as the general tariff rate for all 

countries (referred to as the “Most 

Favored Nation” rate) is duty free. 

Similarly, perfume exports to France, 

Hong Kong, Poland and Japan are also 

duty free for world. Canada offers 

duty free treatment to CARICOM 

perfume exporters (except Suriname 

and Haiti) under the Caribcan trade 

arrangement. This arrangement 

provides a 6.5% competitive margin 

versus the rest of the world’s perfume 

exporters into this market that do not 

receive any duty relief. Exports of 

perfumes/toilet waters to the 

European Union are duty free based 

on the Economic Partnership 

Agreement (EPA).  

 

However, there are a few markets where 

any attempts to export perfumes/toilet 

waters by region’s firms would encounter 

import duties which could negatively 

impact the possibility of market 

penetration. For example, Australia 

applies a 5% tariff on perfumes, and The 

Russian Federation apply a 15% tariff on 

this product. The region has no trade 

agreements or ongoing negotiations with 

these countries outside the multilateral 

process at the World Trade Organisation 

(WTO).  

 
PPrroodduucceedd  bbyy  tthhee  CCRRNNMM  IInnffoorrmmaattiioonn  UUnniitt,,  22000099  

  

DDIIRREECCTT  AALLLL  CCOOMMMMEENNTTSS  OORR  QQUUEERRIIEESS  TTOO::  

  

MMrr..  LLiinnccoollnn  PPrriiccee  

PPrriivvaattee  SSeeccttoorr  LLiiaaiissoonn  

lliinnccoollnn..pprriiccee@@ccrrnnmm..oorrgg    


