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“Spain is emerging from its prolonged recession and
consumers are recovering their confidence. They are
showing signs of trading up and are interested in the
environmental credentials of beauty products. Consumer
| research for this report reveals a trend towards shopping at
the specialists and a recovery in interest in innovative
beauty products.”

— Richard Perks, Director of Retail Research

This report looks at the following areas:

e The growth potential in environmental concerns RE PO RT NOW
e The growth of the specialists

The Spanish beauty market is recovering along with the economy and consumers are showing signs of VISIT:

trading up again. store.mintel.com
The specialists — from perfumeries to drugstores - are gaining market share and we expect them to be

where the main interest will be over the next few years. There is scope for rationalisation in CALL:
perfumeries, with Bodybell leading the way, and Clarel looks set to start expanding again in drugstores. EMEA

The main challenge from foreign retailers looks set to be Kiko Milano of Italy. +44 (0) 20 7606 4533
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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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Abbreviations

Data sources

A. S. Watson (Europe)

What we think

Solid performance
Service

New outlets
Marionnaud
Company background
Marionnaud

Company performance
Figure 26: A. S. Watson (Europe): Group financial performance, 2011-15

Figure 27: A. S. Watson (Europe): Outlet data, 2011-15

Retail offering
Continental Europe
UK

The Body Shop

What we think

Enrich Not Exploit

Skincare products driving sales

Maximising mobile opportunities

New UK store concept offering an enhanced beauty shopping experience
Company background

Company performance
Figure 28: The Body Shop: Retail and consolidated sales, 2011-15
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Figure 29: The Body Shop: Estimated UK sales performance, 2011-15
Figure 30: The Body Shop: Estimated outlet data, 2011-15

Retail offering

Clarel (Dia)

What we think

A good start

Where next
Company background

Company performance
Figure 31: Dia: Group financial performance, 2011-15

Figure 32: Dia: Outlet data, 2011-15

Retail offering

Douglas Group

What we think

Perfumes and fragrances market under pressure
E-commerce growth

Private label expansion

Exclusive brands on the rise

New store formats

Growth through acquisitions and store openings
Professional beauty potential

Company background

Company performance
Figure 33: Douglas Group: Group financial performance, 2011/12-2015/16

Figure 34: Douglas Group: Outlet data, 2011/12-2015/16

Retail offering

Kiko Milano

What we think

An authentic sensory in-store beauty shopping experience

Professional make-up artists’ recommendations bolster quality credentials
New smart technology-led store aimed at Millennials

Company background

Company performance
Figure 35: Kiko Milano: Group sales performance, 2011-16

Figure 36: Kiko Milano: Estimated outlet data, 2011-16

Retail offering

Lush Retail

What we think
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Distinctive USP that resonates with the 50% of consumers looking for natural beauty products
Transparency and authenticity

Enhanced store experience

Targeting fresh growth opportunities

Building a global open-source platform to connect its growing online community

Company background

Company performance
Figure 37: Lush Retail Ltd: Group financial performance, 2010/11-2014/15

Figure 38: Lush Retail Ltd: Outlet data, 2010/11-2014/15

Retail offering

Sephora

What we think

Revolutionising the beauty shopping experience...

...store concepts

...virtual and augmented reality

...mobile

Beauty-to-go

A new way to shop Sephora

New social media reward and mobile messaging e-gifting scheme
Company background

Company performance
Figure 39: LVMH: Selective Retailing sales and estimated Sephora retail sales, 2011-15

Figure 40: Sephora: Outlet data, 2011-15

Retail offering

Yves Rocher

What we think

Natural beauty

Environmentally-friendly option

New app bridging the online and offline experience

New experienced-based retail concept rolled out across more stores
Company background

Company performance
Figure 41: Rocher Groupe: Estimated group sales performance, 2011-15

Figure 42: Rocher Groupe: Estimated outlet data, 2011-15

Retail offering
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