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“French beauty and personal care specialists are operating
in a tough environment – demand is weak and competition

is growing from online. Retailers are investing in in-store
tech and innovations that blend with the digital world,

increasing their omnichannel integration."
– Natalie Macmillan, Senior European Retail

Analyst

This report looks at the following areas:

• Making the store an exciting place
• The importance of ethical and clean beauty for retailers

Services that have the human touch are also helping to make the store an appealing way to shop for
beauty. Sephora is the market leader, twice as big as its nearest rival, and is particularly advanced in
these respects. Environmental and ethical issues are growing in importance and our research shows
that this is an area where retailers need to be responding. In future, the clean beauty category looks
ripe for success and retailers need to be part of this.
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Figure 34: France: Attitudes to shopping for BPC products and BPC retailers, November 2019

Experience and advice
Figure 35: France: Attitudes to shopping for BPC products and BPC retailers by retailer shopped, November 2019

Environmentally minded
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Figure 37: France: Attitudes to shopping for BPC products and BPC retailers by retailer shopped, November 2019
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New-look store design

Cash-free store concept planned

Combatting the growing issue of plastic pollution

B Corp certification strengthens the brand’s ethical credentials

Capitalising on the vegan trend
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Expanded online beauty offering with marketplace proposition

Strengthening its position in the luxury cosmetic sector

Store makeovers offering expanded services and innovative experiences

Beauty-on-demand

Tapping into the ‘clean’ beauty trend
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Figure 40: Douglas Group: group sales performance, 2014/15-2018/19

Figure 41: Douglas Group: Store data, September 2018

Figure 42: Douglas Group: Outlet data, 2014/15-2018/19

Retail offering

What we think

Brand new store concept and personalised lipstick

Appendix – Data sources, abbreviations and supporting information

The Body Shop

Douglas Group

Kiko Milano
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More store traffic means more opportunities for sales

Shifting physical expansion eastwards

Targeting a bigger share of the online beauty market

Company background

Company performance
Figure 43: Kiko Milano: Estimated group financial performance, 2014-18

Figure 44: Kiko Milano: Estimated outlet data, 2014-18

Retail offering

What we think

Hyper personalised in-store experience

Transforming the at-home beauty experience

A more transparent beauty shopping experience

Tapping into the embryonic cannabis-infused beauty market

Innovative new beauty products

Loyalty-driven credit card and enhanced Beauty Insider perks for frequent shoppers

Company background

Company performance
Figure 45: Sephora: group sales performance, 2014-18

Figure 46: Sephora: Estimated outlet data, 2014-18

Sephora
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