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Internationalisation of the Polish cosmetics industry: 
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with the highest potential

The internationalisation of the Polish cosmetics industry is a dynamic process that plays a crucial role in 
the growth and competitiveness of the sector in foreign markets. This article examines the key factors 
influencing the expansion of Polish cosmetics companies beyond national borders, including market 
entry strategies, regulatory barriers, and the importance of innovation and marketing. Special attention 
is given to the role of product quality, brand recognition, and adaptation to local consumer preferences. 
The aim of this paper is to verify whether Polish entrepreneurs in the cosmetics industry are targeting 
markets with the highest purchasing potential and to demonstrate how six‑digit customs codes can be 
used to analyse international markets. Additionally, the article discusses the impact of global trends, 
such as sustainability and digitalisation, on the internationalisation strategies of Polish enterprises. 
The analysis results indicate that an organisation’s success depends on skilfully combining traditional 
values with modern business strategies and effectively utilizing available export support instruments.
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Introduction

The Polish cosmetics industry has been developing dynamically over the last 
few decades and becoming an important player in international markets. Poland 
is one of the leading producers and exporters of cosmetics in Europe, with Polish 
brands increasingly recognised abroad. As globalisation intensifies and new mar-
kets emerge, it is crucial for Polish entrepreneurs to identify the most attractive 
destinations for their products.

The internationalisation of the cosmetics industry requires an in‑depth under-
standing of global market trends, consumer preferences, and regulatory frame-
works. One of the key tools supporting market selection is the analysis of trade 
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data using six‑digit customs codes, which allow for precise identification of prod-
uct flows across countries. By leveraging such data, businesses can make informed 
decisions about market entry strategies and competitive positioning.

The aim of this paper is to identify and evaluate the degree of alignment be-
tween the current export destinations of Polish cosmetic companies and global 
markets with the highest purchasing potential. This assessment is carried out us-
ing six‑digit customs codes (HS) as a diagnostic tool for detecting untapped de-
mand and supporting strategic market selection. To achieve this goal, the study 
examines trade flows, export destinations, and market potential based on available 
trade statistics.

The paper is structured as follows: the next section reviews the literature on 
international trade in the cosmetics industry, globalisation, highlighting key factors 
influencing market selection. Subsequently, the methodology section describes the 
data sources and analytical approach used in the study. The results section pre-
sents key findings regarding the export destinations of Polish cosmetics and their 
alignment with market potential. Finally, the discussion and conclusion sections 
summarise the implications of the findings and provide recommendations for 
businesses and policymakers.

1.  International trade and globalisation

International trade is a key element of the global economy, enabling countries 
and businesses to specialise in the production of specific goods and services and 
to subsequently exchange them on international markets. According to the World 
Trade Organization (WTO) definition, international trade includes the export and 
import of goods and services exchanged between countries based on specific cus-
toms and trade regulations [Krugman, Obstfeld, 2012]. Globalisation and techno-
logical advancements have significantly contributed to market expansion of many 
organisations, allowing them to scale their operations and access new consumers 
worldwide [Kotler, 2021].

Globalisation has not only increased competition in international markets but 
has also provided businesses with access to a more diverse range of resources, 
technologies, and markets. Its impact on the cosmetics sector is particularly evi-
dent, as consumers worldwide are becoming more aware of products available in 
the global market, fostering the expansion of companies from various countries 
[Kapferer, Bastien, 2012]. Through international trade, cosmetics manufacturers 
can effectively reach customers in distant parts of the world while tailoring their 
products to local preferences.
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International expansion is a crucial element of a company’s growth strategy, as 
it allows for revenue diversification and reduces risks associated with dependence 
on a single market [Porter, 2008]. Research indicates that companies engaged in 
international trade tend to be more innovative and generate higher revenues than 
those operating solely in domestic markets [Dunning, 2015].

2.  HS Code

In order to streamline trade processes and ensure a clear classification of goods, 
a system of customs codes has been established. The key global classification sys-
tem is the Harmonized System (HS Code), administered by the World Customs 
Organization (WCO). The HS Code consists of two to six digits and serves as the 
foundation for tariff classification in over 200 countries [WCO, 2023]. It is standard-
ised globally, allowing for precise customs valuation and global trade flow analysis.

The HS system covers approximately 5,000 product groups, each identified by 
a six‑digit HS Code structured according to a standardised hierarchy [WCO, 2022]. 
This system ensures uniform classification in international trade and serves as the 
basis for customs tariffs in over 200 countries while also supporting international 
trade statistics. Currently, over 98% of goods in global trade are classified under 
the HS Code system.

Building on the HS classification, the European Union has developed the Com-
bined Nomenclature (CN), which provides a more detailed breakdown of import-
ed product categories. In Poland, this system replaced the Polish Classification of 
Goods and Services [PKWiU 2008] as of 1 April 2020. The CN number consists 
of eight digits, with the first six corresponding to the HS Code. Understanding 
the CN code structure is essential:

	– The first two digits (XX000000) indicate the section to which a product is as-
signed. For example, Section 33 covers essential oils, perfumery, cosmetics, and 
toiletries,

	– The next two digits (00XX0000) specify the product group within the above
‑mentioned section. For example, 3304 refers to beauty or skincare preparations, 
including manicure or pedicure products,

	– The fifth and sixth digits (0000XX00) further define the product’s classification. 
For example, 330499 refers to beauty or skincare preparations (excluding medi-
cated products), including sunscreens and suntan preparations,

	– The seventh and eighth digits (000000XX) are additional EU-specific numbers 
that provide further product details. For example, 33049900 indicates no further 
differentiation within the 330499 category.
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The Polish ISZTAR system is the national counterpart to the EU’s Common 
Customs Tariff.

For companies analysing potential export markets, the six‑digit HS Code is of 
critical importance. It enables businesses to compare import and export data across 
different countries and assess trade balances, facilitating the selection of the most 
promising markets.

When evaluating market analysis and export strategies, six‑digit HS Codes of-
fer several advantages over four‑digit classifications:

	– Precise customs valuation analysis: Six‑digit codes allow for a more accurate 
determination of a product’s customs value, directly impacting transaction 
costs and exporters’ competitiveness in international markets [Feenstra, 2017].

	– Improved market segmentation: The six‑digit classification system enables 
a more detailed analysis of product competitiveness and export potential, help-
ing companies tailor their strategies to specific market dynamics [Helpman, 
2019].

	– Trade balance assessment: HS Code data helps identify net‑exporting coun-
tries, which is particularly relevant for Poland’s cosmetics industry. Countries 
such as Germany, France, Spain, and Italy are both significant importers and 
exporters of cosmetics, suggesting potential re‑export activity or competition 
with premium brands.

	– Comparison of global import and export trends: Analysing imports across the 
50 largest markets and comparing them with Polish export data helps determine 
whether Poland is fully leveraging its cosmetics export potential and whether 
its products are reaching high‑demand markets.

	– Strategic export decision‑making: Six‑digit HS Codes enable businesses to bet-
ter define their competitive advantages and select markets with the greatest 
growth potential.
While four‑digit HS Codes provide a general market overview, six‑digit clas-

sifications are essential for precisely assessing export potential and aligning trade 
strategies with market realities. These codes form the foundation of customs code 
harmonisation methodologies, facilitating more accurate business decisions on 
a global scale.

Recent research has underscored the strategic importance of using six‑digit HS 
Codes in analysing international trade flows, particularly in the cosmetics sector. 
Choi and Shin [2020] demonstrated that the Trade Map, based on HS-coded data, 
enables small and medium‑sized enterprises to identify export opportunities with 
greater precision, especially in high‑growth markets. These findings align with the 
practical approach used in this study, emphasizing the need for granular trade 
data to inform export strategies in consumer product sectors such as cosmetics.
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Lee and Kwon [2021] conducted a focused analysis of skincare product exports 
using six‑digit HS codes and found that markets with high negative trade balances 
represent the most fertile ground for expansion. Their results highlight that such 
granular‑level trade data not only reflects supply‑demand asymmetries but also 
serves as an indicator of structural import dependence, particularly relevant for 
countries like China and Saudi Arabia. These insights provide empirical support 
for the methodology used in this paper.

3.  Aim and Methodology of the Study

The aim of this paper is to examine whether Polish entrepreneurs in the cos-
metics industry are targeting markets with the highest purchasing potential and 
to demonstrate how six‑digit customs codes can be used to analyse internation-
al markets. The product group selected for the analysis is “Beauty or make‑up 
preparations and preparations for the care of the skin (other than medicaments)” 
(CN code 330499). This product group accounts for the largest percentage share 
of global imports and exports.

In the context of customs tariff classification, the term “cosmetics industry” re-
fers to the following four‑digit product groups:

	– CN3303 – perfumes and toilet waters,
	– CN3304 – skin care preparations, manicure or pedicure preparations,
	– CN3305 – hair care preparations,
	– CN3306 – oral or dental hygiene preparations,
	– CN3307 – shaving preparations, deodorants, bath and shower preparations,
	– CN3401 – cosmetic soaps.

This classification of CN codes is in line with the definition of a cosmetic prod-
uct according to Article 2 of Regulation (EC) 1223/2009:

Cosmetic product means any substance or mixture intended to come into con-
tact with the external parts of the human body (epidermis, hair, nails, lips, and ex-
ternal genital organs) or with the teeth and mucous membranes of the oral cavity, 
whose sole or main purpose is to clean, perfume, change their appearance, protect, 
maintain them in good condition, or correct body conditions.

Thus, in the context of global market analysis based on CN codes, the term 
“cosmetics industry” encompasses all the above‑mentioned four‑digit customs 
codes. However, to conduct a more precise analysis that reflects the trade flows of 
a specific product group, the six‑digit code is necessary. Industry reports typically 
do not include this extension, as four‑digit codes provide a broader perspective 
on the sector as a whole. However, for an entrepreneur seeking to analyse the 
export and/or import opportunities of a particular product, the six‑digit code is 
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more informative, as it is globally standardised (under the HS Code) and enables 
making a comparison of trade flows across countries.

To illustrate trade flows, data from the EU customs code database within the 
Trade Map was used [source: https://www.trademap.org/Index.aspx]. The Trade 
Map covers 220 countries and 5,300 products organised under the HS Code sys-
tem (Harmonized System). The currency used for calculations is the United States 
Dollar (USD), as most international transactions are settled in this currency.

4.  Cosmetics industry in Poland

The cosmetics industry in Poland is one of the most promising sectors, con-
sistently achieving export successes over the years. Poland has a highly dynam-
ic and robust sector, comprising approximately 1,200 companies ranging from 
large corporations to micro enterprises [Wiadomości Kosmetyczne, 2025]. The 
sector is consistently recognised by the Polish Investment and Trade Agency as 
one of the leading industries in Polish exports and is supported by special pro-
motion programs.

According to the Polish Chamber of the Cosmetics Industry Report of July 2024 
[Kosmetyczni.pl, 2024]:

	– The cosmetics industry in Poland accounts for 5.5% of the gross added value 
of the European cosmetics market,

	– Poland is the fifth‑largest cosmetics market in the European Union. In 2023, its 
share in the EU market was 6.4%,

	– During the period from 2014 to 2023, the Polish cosmetics market grew by 75.3%, 
significantly outpacing the entire EU27 market growth of 34.0%,

	– Poland is the ninth‑largest exporter of cosmetics in the world (3.8% share of 
global exports) and the fifth‑largest in the European Union (8%),

	– In 2023, Poland’s cosmetics export amounted to EUR 5.7 billion, while imports 
totalled EUR 3.3 billion,

	– 65% of cosmetics exported from Poland are destined for the European Union 
market, while the remaining 35% are exported outside the EU,

	– From 2004 to 2023, the cumulative trade balance of cosmetics amounted to EUR 
22.3 billion, with the export‑to-import ratio being higher than the EU average. 
This overseas expansion contributes to the development of the domestic mar-
ket, benefiting Polish producers.
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5.  Global cosmetics market

According to the adopted methodology based on customs codes, the global 
cosmetics market in terms of imports and exports is presented in Table 1.

Table 1. The value of cosmetics imports in 2023, broken down by four‑digit codes 

Code Product label

Value of 
imports in 

2023 (USDk) Share (%)

Value of 
exports in 

2023 (USDk)

Trade balance 
(exports minus 

imports) (USDk)

3303 Perfumes and toilet 
waters 29 222 037 18.06% 29 646 174 424 137

3304

Beauty or make‑up 
preparations and 
preparations for the care 
of the skin, manicure or 
pedicure preparations

76 417 422 47.22% 75 545 784 –871 638

3305 Preparations for use on 
the hair 18 368 511 11.35% 17 864 701 –503 810

3306 Preparations for oral or 
dental hygiene 7 621 268 4.71% 6 973 696 –647 572

3307 Shaving preparations 14 455 483 8.93% 15 636 375 1 180 892

3401 Soap; organic surface
‑active products  15 746 133 9.73% 15 412 445 –333 688

Total 161 830 854 100.00% 161 079 175 –751 679

Source: Own analysis based on data from [International Trade Centre 2024].

The global imports of cosmetics in 2023 amounted to over USD 161.83 billion, 
while exports totalled USD 161.07 billion. The overall trade balance [Samuelson, 
Nordhaus, 2021], that is the difference between exports and imports, was negative 
and amounted to over USD 751.6 million. This means that, generally, the global 
market for cosmetics imports exceeded exports.

Only in two product groups, namely perfumes and toilet waters (code 3303) 
and shaving preparations (code 3307), the trade balance was positive, indicating 
a surplus of exports over imports.

The group with code 3304, which includes body beautifying products such as 
creams, accounted for the largest share of global imports. This group represents 
just over 47% – almost half of the total global cosmetics imports.

Moving on to further analysis, it is necessary to expand the group 3304 into 
a six‑digit code, as shown in Table 2 below.
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Table 2. Six‑digit cosmetics product codes for group 3304
Code Product label

330499
beauty or make‑up preparations and preparations for the care of the skin (other than 
medicaments)

330410 lip make‑up preparations

330420 eye make‑up preparations

330491
make‑up or skin care powders, incl. baby powders, whether or not compressed 
(excl. medicaments)

330430 manicure or pedicure preparations

Source: Own analysis based on data from [International Trade Centre 2024].

Next, it is necessary to examine the trade flows (imports/exports) in these cat-
egories, as shown in Table 3.

Table 3. Global imports and exports of group 3304 cosmetics products in 2023

Code Product label

Value of 
imports in 

2023 (USDk) Share (%)

Value of 
exports in 

2023 (USDk)

Trade balance 
(exports minus 

imports) (USDk)

330499

beauty or make‑up 
preparations and 
preparations for the care 
of the skin (other than 
medicaments)

60 701 493 79.43% 59 578 774 –1 122 719

330410 lip make‑up preparations 5 592 846 7.32% 5 258 860 –333 986

330420 eye make‑up 
preparations 5 481 636 7.17% 5 148 896 –332 740

330491

make‑up or skin care 
powders, incl. baby 
powders, whether 
or not compressed 
(excl. medicaments)

3 105 535 4.06% 2 920 191 –185 344

330430 manicure or pedicure 
preparations 1 535 912 2.01% 1 591 793 55 881

Total 76 417 422 47.22% 74 498 514 –1 918 908

Source: Own analysis based on data from [International Trade Centre 2024].

According to the data shown in the Table 3, the code 3304 product group con-
sists of five subgroups with six‑digit codes. The global import totalled over USD 
76.41 billion, while exports amounted to USD 74.49 billion. The overall trade bal-
ance was negative, amounting to nearly USD 2 billion.

Exports exceeded the global imports in one subgroup only, namely the mani-
cure and pedicure products. The surplus of exports over imports in this group was 
minor, amounting to USD 55.8 million. The largest and most significant subgroup 
consisted of code 330499 products, i.e., skin care preparations which accounted for 
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almost 80% of the entire six‑digit subgroup. This group had the largest negative 
trade balance, which exceeded USD 1.1 billion. In this group, imports significantly 
outweighed exports, which should serve as an important indicator for exporters 
when planning expansion for this product category. Table 4 below shows the key 
data on global imports.

Table 4. Global imports of code 330499 skin care cosmetics in 2023
Variables Value

Code 330499

Product label beauty or make‑up preparations and preparations 
for the care of the skin (other than medicaments)

Value of imports in 2023 (USDk) 60 701 493

Share % 79.43%

Trade balance in 2023 (USDk) –1 122 719

Annual growth in value  
between 2019–2023 (%, p.a.) 6.00

Annual growth of world exports  
between 2019–2023 (%, p.a.) 5.00

Average distance between  
the supplying countries (km) 5 010

Concentration of the supplying countries 0.09

Source: Own analysis based on data from [International Trade Centre 2024].

The data shows that between 2019 and 2023, imports increased by 6%, surpass-
ing the export dynamics, which amounted to 5% for the same period. The average 
distance from exporting countries was over 5,000 km, and the concentration of ex-
porters in the global market remained relatively low (0.09). This suggests that the 
global market is not dominated by a few exporters. 

Therefore, as mentioned at the beginning of the article, the focus of further 
analysis will be on products with the customs code 330499. To proceed with the 
analysis, we first need to look at the main global markets for code 330499 product 
imports, which is shown in Table 5 below for the selected 50 countries.

Explanations of Table 5 headings:
	– Value of imports: the value of imports in USD thousands,
	– Trade balance: the difference between exports and imports,
	– Annual growth in value: the percentage growth in the value of imports,
	– Share in the world’s imports: the share in the global imports,
	– Concentration of the supplying countries: the concentration of suppliers (ex-

porters in the given market). A concentration index up to 0.18 indicates average 
concentration; above 0.18, it indicates high concentration,

	– Average tariff applied: the average tariff rate applied by a given country.
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In 2023, the global imports of HS code 330499 skin care cosmetics amounted to 
over USD 60.7 billion. The largest importer was Mainland China, with skin care 
cosmetics imports worth more than USD 13.2 billion, accounting for approximate-
ly 22% of the global imports [PKO Bank Polski, 2024]. If we include Hong Kong 
(ranking the 2nd) and Macao (ranking the 10th), which also belong to China, their 
combined imports in 2023 reached nearly USD 20 billion (USD 19.884 billion), rep-
resenting one third (33%) of the total global imports of this group of cosmetics. 
Importantly, China, Hong Kong, and Macao all had a negative trade balance, i.e., 
their imports exceed exports (they are net importers).

The average distance between the exporting countries is over 5,900 km, indi-
cating that Mainland China tends to import cosmetics from distant markets. This 
information is valuable for all exporters as transportation costs may affect their 
competitiveness. With a distance of over 5,900 km, exporters from distant markets 
face similar transportation costs and can remain competitive. The market concen-
tration index of 0.18 is also noteworthy, indicating a relatively high concentration 
of exporters in the Mainland Chinese market. The average tariff rate is 13.3%.

The United States ranked 3rd, with imports exceeding USD 4.6 billion; at the 
same time, it is a net exporter with a positive trade balance of just over USD 57 mil-
lion. Therefore, any exporter to the US market must keep in mind that, in addition 
to high imports, the US also exports the same products. This indicates significant 
competition in the market, but also opportunities, as the exporter concentration 
index stands at 0.12. In other words, there are no dominant exporters in the suppli-
er market. The US share of the global import of skin care cosmetics is close to 9%.

Poland ranks 15th in the global imports with a significant positive trade balance 
(USD 778.9 million), meaning that its exports exceed imports. This confirms earlier 
information that Poland is an important exporter.

In 2023, all the selected 50 countries imported cosmetics under HS code 330499 
worth USD 56.788 billion, accounting for 93.5% of the total global imports. It means 
that the remaining 200 countries included in the international statistics account 
for only 6.5% of the total imports value. Therefore, if exporters were deciding 
how many markets to target, selecting 50 markets provides a solid basis for a re-
liable analysis.

6.  Poland’s exports of cosmetics

In order to determine whether Polish exporters make the right decisions as to 
the export markets they are targeting, it is also necessary to examine 50 countries. 
The relevant data is provided in Table 6.
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According to Trade Map data, Poland’s exports of skin care cosmetics under 
code 330499 to global markets in 2023 amounted to over USD 1.8 billion. The over-
all global trade balance was positive (Poland was a net exporter), with a balance 
of USD 778 million. Between 2022 and 2023, Poland’s exports value increased by 
15%. Poland’s largest trading partner was Germany, which ranks the 6th globally 
in terms of the value of skin care cosmetics imports. In 2023, Poland exported cos-
metics worth over USD 338 million to Germany, representing 18.1% of Poland’s 
total exports. The second‑largest trading partner, the UK, had almost half the share 
(9.6%). Unfortunately, Poland’s exports were highly concentrated on single market 
i.e. Germany Poland maintained a positive trade balance with both Germany and 
the United Kingdom, meaning it exported more to these countries than it imported.

The share of the top ten countries in Poland’s exports was 66.5%. The value of 
Poland’s exports to these countries in 2023 amounted to over USD 1.2 billion. The 
remaining countries had shares ranging from 2.1% to 0.2%, as in the case with 
Luxembourg (ranking the 50th globally). It is evident that outside of the top ten, 
Poland’s exports were highly diversified, with individual countries accounting for 
only small shares of total exports. Among the top ten countries to which Poland 
exported, only four were also among the top ten largest importers. Mainland Chi-
na, the world’s largest importer, ranked only 40th in Poland’s exports. The USA, the 
third‑largest global importer, was 11th in Poland’s exports. This is most likely due to 
the necessity of obtaining US sanitary permits, which makes administrative issues 
a barrier to expanding exports to the US market.

The majority of Poland’s exports are therefore directed either to the EU market 
or to nearby European markets such as the UK, Russia, or Ukraine. In the case of 
Russia and Ukraine, the values of exports are relatively small, amounting to USD 
99.3 million and USD 58.8 million respectively (jointly accounting for 8% of Po-
land’s exports). What is striking is that despite the very difficult political and eco-
nomic situation in these countries, there was a noticeable high growth in sales to 
them during the period from 2022 to 2023. In the case of Russia, the growth reached 
35%, and in Ukraine, 65%. Unfortunately, Polish exporters are not fully exploiting 
markets such as the United Arab Emirates, which is the 11th largest global importer 
but ranks only 21st in Poland’s exports. The UAE imported cosmetics worth over 
USD 1.2 billion, while Poland’s exports to this market totalled only USD 22.5 mil-
lion and accounted for just 1.8% of total UAE imports.

It is clear that Polish exporters are not fully leveraging insights from global de-
mand analysis. They mostly export to countries that are not only geographically 
close but also major exporters with a trade surplus. These include countries such 
as France, Italy, the Netherlands, and Spain. It would be worthwhile to analyse 
countries with the largest negative trade balance, i.e., those that are net importers 
(with imports exceeding exports), as illustrated in Table 7.



Ta
bl

e 
7.

 C
ou

nt
ri

es
 w

ith
 th

e 
la

rg
es

t n
eg

at
iv

e 
tr

ad
e 

ba
la

nc
e 

in
 s

ki
n 

ca
re

 c
os

m
et

ic
s 

un
de

r c
od

e 
33

04
99

N
o.

Im
po

rt
er

s

Va
lu

e 
of

 
im

po
rt

s 
in

 
20

23
 (U

SD
k)

Tr
ad

e 
ba

la
nc

e 
in

 
20

23
 (U

SD
k)

A
nn

ua
l g

ro
w

th
 

in
 v

al
ue

 
be

tw
ee

n 
20

22
–

20
23

 (%
)

Sh
ar

e 
in

 
gl

ob
al

 
im

po
rt

s 
(%

)

Av
er

ag
e 

di
st

an
ce

 
be

tw
ee

n 
th

e 
su

pp
ly

in
g 

co
un

tr
ie

s 
(k

m
)

C
on

ce
nt

ra
tio

n 
of

 th
e 

su
pp

ly
in

g 
co

un
tr

ie
s

Av
er

ag
e 

ta
ri

ff
s 

(e
st

im
at

ed
) 

ap
pl

ie
d 

by
 th

e 
co

un
tr

y 
(%

)

1
C

hi
na

13
 2

17
 1

15
–1

1 
13

7 
74

6
–2

1
21

.8
5 

92
5

0.
18

13
.3

2
H

on
g 

K
on

g,
 C

hi
na

5 
42

7 
10

6
–2

 1
96

 3
28

–8
8.

9
4 

30
8

0.
2

0

3
M

ac
ao

, C
hi

na
1 

23
9 

78
1

–1
 1

93
 6

32
–3

2
2

– 
0.

4
0

4
Ru

ss
ia

n 
Fe

de
ra

tio
n

87
6 

68
0

–7
78

 3
93

35
1.

4
3 

58
9

0.
16

6.
3

5
Sa

ud
i A

ra
bi

a
74

0 
82

0
–7

30
 8

36
18

1.
2

5 
11

4
0.

11
4.

5

6
Ta

ip
ei

, C
hi

ne
se

80
4 

11
2

–5
32

 5
54

9
1.

3
6 

69
1

0.
17

2.
5

7
A

us
tr

al
ia

86
0 

47
7

–3
87

 3
91

18
1.

4
13

 2
17

0.
13

3.
2

8
M

al
ay

si
a

46
9 

36
5

–3
39

 5
82

2
0.

8
5 

43
9

0.
13

0

9
M

ex
ic

o
63

4 
11

2
–3

34
 8

78
24

1
6 

77
2

0.
14

9.
7

10
In

di
a

1 
05

9 
08

4
–3

21
 1

33
19

1
1.

7
6 

71
2

0.
22

15
.7

11
N

or
w

ay
31

8 
88

1
–2

87
 1

78
10

0.
5

3 
10

4
0.

1
0

12
U

ni
te

d 
K

in
gd

om
2 

09
2 

56
6

–2
79

 4
16

19
3.

4
4 

23
4

0.
09

0

13
Ir

el
an

d
41

6 
88

2
–2

73
 8

88
6

0.
7

2 
84

6
0.

3
0

14
K

uw
ai

t
26

0 
63

9
–2

55
 9

62
12

0.
4

5 
58

5
0.

11
4.

5

15
Tu

rk
ey

42
2 

79
6

–2
18

 7
53

48
0.

7
3 

74
7

0.
15

0

16
Po

rt
ug

al
30

6 
65

6
–2

17
 5

90
18

0.
5

1 
12

4
0.

35
0

17
U

kr
ai

ne
21

3 
59

0
–2

01
 1

46
75

0.
4

3 
87

5
0.

09
5.

2

18
C

hi
le

20
6 

10
9

–1
99

 7
95

1
0.

3
10

 0
00

0.
11

3.
2



19
R

om
an

ia
24

4 
09

8
–1

87
 1

73
16

0.
4

1 
71

8
0.

09
0

20
V

ie
t N

am
26

4 
06

7
–1

84
 4

72
13

0.
4

5 
45

3
0.

19
15

.1

21
Ir

aq
18

2 
55

4
–1

82
 4

24
21

0.
3

2 
69

4
0.

23
...

22
In

do
ne

si
a

31
7 

17
4

–1
76

 6
10

40
0.

5
6 

25
4

0.
21

13
.9

23
A

us
tr

ia
43

7 
69

9
–1

52
 4

00
21

0.
7

1 
23

2
0.

26
0

24
Sl

ov
ak

ia
24

3 
53

1
–1

48
 2

50
28

0.
4

1 
59

2
0.

12
0

25
K

az
ak

hs
ta

n
16

6 
00

4
–1

43
 9

13
24

0.
3

4 
39

6
0.

13
4.

8

26
N

ew
 Z

ea
la

nd
19

9 
96

9
–1

42
 8

06
2

0.
3

11
 0

21
0.

13
3.

4

27
Sw

ed
en

44
8 

22
4

–1
34

 5
31

14
0.

7
2 

01
0

0.
09

0

28
Br

az
il

17
3 

28
4

–8
2 

75
0

14
0.

3
9 

55
3

0.
14

17
.1

29
C

ol
om

bi
a

19
3 

59
9

–6
6 

30
3

22
0.

3
7 

61
4

0.
11

11
.1

30
Li

th
ua

ni
a

22
3 

05
9

–3
8 

62
0

28
0.

4
1 

66
0

0.
13

0

31
H

un
ga

ry
18

9 
59

5
–3

4 
58

0
16

0.
3

1 
32

3
0.

13
0

32
Be

lg
iu

m
1 

10
0 

64
0

–1
2 

69
3

8
1.

8
1 

81
5

0.
13

0

33
G

re
ec

e
21

1 
66

9
–1

 0
37

11
0.

3
2 

27
4

0.
2

0

34
N

et
he

rl
an

ds
1 

56
9 

05
4

96
2

16
2.

6
1 

85
7

0.
15

0

35
D

en
m

ar
k

33
7 

04
8

31
 2

44
17

0.
6

1 
74

9
0.

11
0

36
U

ni
te

d 
A

ra
b 

Em
ir

at
es

1 
22

0 
52

1
44

 9
30

21
2

6 
81

3
0.

12
4.

5

37
U

ni
te

d 
St

at
es

 o
f 

A
m

er
ic

a
4 

64
0 

55
5

57
 0

25
7

7.
6

7 
23

2
0.

12
0.

6

38
C

ze
ch

 R
ep

ub
lic

73
6 

22
7

86
 9

51
2

1.
2

2 
17

8
0.

11
0

39
Th

ai
la

nd
58

2 
55

8
93

 0
29

20
1

6 
74

8
0.

12
22

.2



N
o.

Im
po

rt
er

s

Va
lu

e 
of

 
im

po
rt

s 
in

 
20

23
 (U

SD
k)

Tr
ad

e 
ba

la
nc

e 
in

 
20

23
 (U

SD
k)

A
nn

ua
l g

ro
w

th
 

in
 v

al
ue

 
be

tw
ee

n 
20

22
–

20
23

 (%
)

Sh
ar

e 
in

 
gl

ob
al

 
im

po
rt

s 
(%

)

Av
er

ag
e 

di
st

an
ce

 
be

tw
ee

n 
th

e 
su

pp
ly

in
g 

co
un

tr
ie

s 
(k

m
)

C
on

ce
nt

ra
tio

n 
of

 th
e 

su
pp

ly
in

g 
co

un
tr

ie
s

Av
er

ag
e 

ta
ri

ff
s 

(e
st

im
at

ed
) 

ap
pl

ie
d 

by
 th

e 
co

un
tr

y 
(%

)

40
So

ut
h 

A
fr

ic
a

17
5 

57
1

11
1 

95
8

3
0.

3
9 

67
8

0.
12

16
.6

41
C

an
ad

a
1 

38
0 

11
8

12
2 

63
4

10
2.

3
3 

93
2

0.
36

1.
6

42
Sp

ai
n

1 
16

6 
29

9
40

2 
97

9
17

1.
9

1 
99

8
0.

22
0

43
It

al
y

1 
17

3 
59

8
56

1 
74

6
25

1.
9

1 
28

9
0.

25
0

44
Sw

itz
er

la
nd

51
0 

18
0

72
0 

63
2

3
0.

8
1 

82
9

0.
16

0.
5

45
Po

la
nd

1 
09

4 
22

5
77

8 
90

9
17

1.
8

2 
14

8
0.

11
0

46
G

er
m

an
y

2 
02

9 
57

9
1 

32
8 

39
7

7
3.

3
2 

20
7

0.
12

0

47
Ja

pa
n

1 
07

6 
50

3
2 

11
3 

16
6

9
1.

8
5 

99
0

0.
24

0.
1

48
Si

ng
ap

or
e

2 
44

5 
59

0
2 

33
2 

02
3

–9
4

9 
02

4
0.

25
0

49
R

ep
ub

lic
 o

f K
or

ea
74

4 
30

5
5 

78
3 

16
1

–2
1.

2
8 

01
8

0.
16

3.
7

50
Fr

an
ce

1 
74

4 
89

1
8 

05
8 

72
3

29
2.

9
3 

70
7

0.
08

0

So
ur

ce
: O

w
n 

an
al

ys
is

 b
as

ed
 o

n 
da

ta
 fr

om
 [I

nt
er

na
tio

na
l T

ra
de

 C
en

tr
e 

20
24

].

Ta
bl

e 
7.

 c
on

t.



99Marek Litka

Based on these insights, Polish exports should focus on identifying and target-
ing markets with the largest negative trade balances. As mentioned earlier, the first 
market worth considering is China which ranks only 40th in Polish exports. When 
comparing the top ten countries among Poland’s main export destinations (based 
on Polish exports Table 6) with the Table 7of countries having the largest negative 
trade balances, the only country that meets this condition is Russia. It ranks 6th in 
terms of Polish exports and 4th by the negative trade balance. Given the current 
political and economic context, this represents a very interesting case that merits 
further analysis. As the top ten leading destinations for Polish exports – such as 
Germany, France, Italy, the Netherlands, the Czech Republic, or Belgium – they 
rank much further down when it comes to negative trade balances. Belgium is 
32nd, the Czech Republic is 38th, Spain is 42nd, Italy is 43rd, Germany is 46th, and 
France is 50th. An untapped potential for Polish exports can be identified among 
European countries with stable economies and negative trade balances, such as:

	– Ireland (USD –273.8 million, ranked 24th in Polish exports),
	– Portugal (USD –217.5 million, ranked 35th in Polish exports).

In the author’s opinion, Portugal deserves special attention, particularly because 
of its strong ties to Brazil, which ranks 28th in terms of trade deficit (USD –82.7 mil-
lion). Unfortunately, with its significant import potential, Brazil is not even among 
the top fifty of Polish exports. It ranks 162nd, with exports from Poland amounting 
to just USD 42,000 according to www.TradeMap.org. This is a marginal figure, and 
it should be noted that Brazil ranks 49th in world imports, with an import value of 
USD 173.2 million (Table 5). The final point of this analysis will involve a comparison 
of the share of the first ten countries in Polish exports with Poland’s share in their 
imports. This comparison will show the actual strength of Polish exports in these 
markets (Table 8).

Table 8. Comparison of the share of the value of Polish exports in the imports of a selected 
countries in 2023

No. Importers Share in Poland’s exports (%) Share in country’s imports (%)

1 Germany 18.1 11.4

2 United Kingdom 9.6 5.8

3 Belgium 7.7 9.8

4 Czech Republic 7 9.7

5 France 6.5 4.6

6 Russian Federation 5.3 11.3

7 Netherlands 3.6 3.3

8 Ukraine 3.1 15.1

9 Italy 2.9 4.3

10 Spain 2.7 4.5

Source: Own analysis based on data from [International Trade Centre 2024].
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As seen in the attached table, Poland’s market shares in the top ten countries 
for Polish exports are relatively small. In the case of Germany, which accounts for 
18.1% of Polish exports and is the main sales market, Poland’s share in Germany’s 
imports is smaller (11.4%). In the case of the Netherlands, Poland’s share in its mar-
ket is only 3.3%. Particularly notable, as mentioned earlier, are the shares of Russia 
and Ukraine. Poland’s shares in these markets exceed these countries’ shares in 
Polish exports. The Polish share in the Ukrainian market is 15.3%, and in Russia, 
it is 11.3%. Given the nearly war‑like situation in these two countries, this result is 
astonishing. Unfortunately, in more mature and safer markets for expansion, Po-
land’s market shares are not impressive. In order to start being competitive in the 
market and not just present in the statistics, market shares should be at least 10% 
or higher. Apart from Russia and Ukraine, this condition is only met by Germany. 
It should also be noted that these ten countries account for 66% of Poland’s total 
exports (as per the conclusions from Table 6).

7.  Conclusions 

The analysis of Polish exports in the cosmetics sector, particularly in the cate-
gory 330499, reveals that the trade is concentrated in a limited number of markets. 
The ten largest export destinations account for 66% of total exports, with a clear 
emphasis on geographically proximate countries. While this approach ensures 
stable trade relations, it does not fully capitalise on the potential of rapidly grow-
ing global markets.

A key observation is that Polish cosmetic companies primarily target European 
markets, often aligning their efforts with established trade fairs and promotional 
events within the region. However, a comparison between Poland’s main export 
destinations and the world’s largest importers of cosmetics suggests missed op-
portunities. While Germany, the United Kingdom, France, and the Netherlands 
are present in both rankings, major global importers such as China, the USA, and 
Canada remain underutilised. China, the largest global importer of this product 
category, records a negative trade balance of USD 11.1 billion, yet Polish exports to 
this market remain negligible. Similarly, Canada, a country with which the Euro-
pean Union has a free trade agreement (CETA), is another high‑potential market 
that has not been effectively targeted.

The case of the United States further highlights the limited reach of Polish cos-
metic exports. As the third‑largest importer of cosmetics globally, with an import 
value exceeding USD 4.6 billion in 2023, it represents a significant market. However, 
Poland ranks only 11th amongst suppliers to the USA, with a modest export value 
of USD 38.8 million, accounting for a mere 0.7% of the market share. These figures 
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suggest that Polish exporters are not fully utilizing the market intelligence avail
able in EU trade databases, focusing mainly on well‑established European markets.

Furthermore, despite the presence of institutions such as the Polish Investment 
and Trade Agency (PAIH) and the Pomeranian Trade Office in Beijing, Poland has 
yet to establish a strong presence in China. Other underutilised markets include 
Portugal and Brazil, which, despite linguistic and cultural proximity, remain large-
ly unexplored by Polish cosmetic brands. The findings indicate a need for a more 
strategic and globally oriented promotional approach. The current promotional ef-
forts, funded largely by EU and national resources, appear to lack a cohesive long
‑term vision aimed at expanding into high‑potential markets outside of Europe.

While this study provides valuable insights into the internationalisation pat-
terns of Polish cosmetic exports, certain limitations must be acknowledged. First, 
the analysis relies on trade data categorised by six‑digit customs codes, which, 
while useful for tracking product movements, do not capture qualitative aspects 
such as brand perception, consumer preferences, or regulatory barriers in specif-
ic countries. Second, the study does not account for firm‑level strategies, which 
may influence export decisions beyond macroeconomic trade flows. Finally, geo
political factors, such as trade restrictions, diplomatic relations, and sudden eco-
nomic shifts, have not been analysed in detail but could significantly impact the 
feasibility of market expansion.

Future research should explore firm‑level strategies and decision‑making pro-
cesses regarding market selection, incorporating qualitative insights from indus-
try professionals. Additionally, an in‑depth examination of non‑tariff barriers, 
such as regulatory differences, cultural factors, and distribution challenges, could 
provide a more comprehensive understanding of the obstacles Polish firms face 
when entering new markets. Finally, further studies could assess the effectiveness 
of current trade promotion policies and recommend strategies for optimizing the 
use of available EU and national resources in supporting Polish cosmetic exports.
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