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Beauty Retailing — Europe provides detailed coverage of
the beauty retail sectors in five Western European
markets: the UK, France, Germany, Italy and Spain. The
data in its entirety is contained in the single copy five-
country report, which gives a full overview of beauty
retailing in these markets. Single country reports are also
available for the UK, France, Germany, Italy and Spain.

This report looks at the following areas:

BUY THIS

In the European Summary — The Market section we also provide data for European beauty retailing R EPO RT N OW
beyond these five countries.

Our Europewide data in European Summary — The Market includes: V I S l T:
store.mintel.com

= Consumer spending on personal care goods and services for 18 European countries,
2010-15;

= Health and beauty specialists’ retail sales, 2010-15, and forecasts, 2016-20 for 19 CALL
European countries; EMEA

= A ranking of Europe’s top 15 beauty specialists by 2014 revenues. +44 (O) 20 7606 4533

Our coverage of the five major markets includes Mintel market size data for each of the major beauty
and personal care categories. Brazil

0800 095 9094

Americas

+1 (312) 943 5250

China
+86 (21) 6032 7300

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
' more holistic view of this market
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Appendix — Data sources, Abbreviations and Supporting Information

Abbreviations

Data sources

INSTITUTO CENTRALE DI STATISTICA (ISTAT) — Rome
EUROSTAT — Luxembourg

PIANETTA DISTRIBUZIONE, a report produced by Largo Consumo
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Company background

Company performance

Figure 40: Acqua e Sapone: Estimated total retail revenues, 2011-15

Figure 41: Acqua e Sapone: Outlet data, 2011-15

Retail offering

Douglas Perfumeries

What we think
A focus on beauty

Expansion and diversification

Bringing Les Bellista to Germany

Multichannel
Company background

Company performance

Figure 42: Douglas Perfumeries: Financial performance, 2010/11-2014/15

Figure 43: Douglas Perfumeries: Outlet data, 2010/11-2014/15

Retail offering

Lush Retail

What we think

Unique and innovative product offering

Bigger stores to showcase brand uniqueness and full product range

Online sales growth on back of fully responsive website launch

In-store digital customer engagement

Scent and mood shopping app
In-store spa experience
Company background

Company performance

Figure 44: Lush Retail Ltd: Group financial performance, 2010/11-2014/15

Figure 45: Lush Retail Ltd: Outlet data, 2010/11-2014/15

Retail offering

Sephora

What we think
Beauty retail trendsetter
Connected beauty store

Hair salon services

Customisable digital experiences

New shipping method for frequent shoppers

Trialling beauty box subscription service

Company background
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Company performance
Figure 46: LVMH Selective Retail: Financial performance, 2010-14

Retail offering

The Body Shop

What we think

Pushing its ethical credentials in an increasingly crowded market
New loyalty scheme

Rush-hour makeovers

Company background

Company performance
Figure 47: The Body Shop — Retail sales: Group financial performance, 2010-14

Figure 48: The Body Shop: Estimated UK sales performance, 2010-14
Figure 49: The Body Shop — Retail sales: Outlet data, 2010-14
Figure 50: The Body Shop: Outlet breakdown, 2010-14

Retail offering

Yves Rocher

What we think

New concept store offers an enhanced experience

Augmented reality app that lets consumers virtually apply makeup

A gift with every order

Competitive prices

Seal of authenticity

Spanish store expansion on back of a recovery in the country’s beauty retail market
Company background

Company performance
Figure 51: Yves Rocher Groupe: Estimated group financial performance, 2011-15

Figure 52: Yves Rocher Groupe: Estimated outlet data, 2011-15

Retail offering
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