
BUY THIS
REPORT NOW

VISIT:
store.mintel.com

CALL:
EMEA

+44 (0) 20 7606 4533

Brazil
0800 095 9094

Americas
+1 (312) 943 5250

APAC
+61 (0) 2 8284 8100

EMAIL:
reports@mintel.com

“Among beauty shoppers at discount stores, our consumer
research indicates high levels of satisfaction and strong

interest in buying more from these retailers; and just 30%
said they would move away from discount stores if they

had more money.”
– Hilary Monk, Senior Retail Analyst

This report looks at the following areas:

• How can multi-channel retailers respond to the threat from internet pure players?
• Discounters – another downward force on market growth?
• Can high street beauty retailers capitalise on the changes in grocery shopping patterns?
• How is the appetite for mobile apps impacting on the beauty market?

Changing shopping habits, the growth of discount channels and the migration of spending online are
reshaping beauty retailing.

For many years, supermarkets were seen as the threat to high-street beauty specialists, particularly
those in the midmarket, like Boots. However, grocery shopping habits are changing – gradually, fewer
consumers are undertaking big weekly grocery shops at large superstores. More shoppers are buying
from smaller supermarkets, including limited-line discounters such as Aldi and Lidl, and from
convenience stores. So there are new opportunities for specialists to position themselves as
complementary to these channels, given the often-limited choice in these smaller grocery stores.

But at the same time, mixed-goods discount stores, like Poundland and B&M Bargains, are growing
fast, providing alternative channels for shoppers seeking mass-market beauty and toiletries products at
low prices. And internet-only retailers are further price-competitive rivals, providing particular
opportunities for shoppers to buy off-price prestige beauty products. So there are new threats to
specialist high-street retailers.

Our report addresses these changes in sections such as: Channels of Distribution, Market Size and
Forecast (five-year forecasts for consumer spending), Sector Size and Forecast (five-year forecasts for
specialists’ sector sales), Online, The Leading Specialist Retailers and The Leading Non-Specialist
Retailers.
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Figure 92: Those interested in using in-store tablets to pay for beauty products, by gender, age and household income, November
2014
Figure 93: Attitudes to in-store tablets by where they shop, November 2014

What we think

Life under Walgreens

Very different propositions

Company background

Company performance
Figure 94: Boots the Chemists, Retail sales growth 2013/14 on 2012/13

Figure 95: Boots: UK sales mix, 2008/09-2013/14

Figure 96: Alliance Boots: Group financial performance, 2009/10-2013/14

Figure 97: Alliance Boots: Outlet data, 2009/10-2013/14

Retail offering

What we think

Superdrug

The Perfume Shop

Savers

Company background

Company performance

Superdrug

The Perfume Shop

Savers
Figure 98: A.S. Watson UK: Financial performance, 2009-2014 (est)

Figure 99: A.S. Watson UK: Outlet data (part estimated), 2009-2014

Retail offering

Superdrug

The Perfume Shop

Savers

What we think

Store refits update its image

Values remain at its core

Better off alone?

Company background

Company performance
Figure 100: The Body Shop: Like-for-like retail sales growth, 2011-14,

Figure 1: The Body Shop: Group financial performance, 2009-2014

Alliance Boots

A.S. Watson UK (Superdrug, Perfume Shop, Savers)

The Body Shop

Report Price: £1750.00 | $2834.04 | €2223.04

Beauty Retailing - UK - January 2015

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533 Brazil 0800 095 9094
Americas +1 (312) 943 5250 APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

reports.mintel.com © 2015 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.

http://reports.mintel.com//display/store/715707/
mailto:reports@mintel.com


Figure 2: The Body Shop: Estimated UK sales performance, 2009-13

Figure 101: The Body Shop: Outlet data, 2009-14

Figure 3: The Body Shop: Outlet breakdown, 2009-2013

Retail offering

What we think

Hints of underperformance

Less discounting

Online is ticking the boxes

Company background

Company performance
Figure 102: Debenhams: Estimated beauty sales, 2010/11-2013/14

Figure 103: Debenhams: Group financial performance, 2009/10-2013/14

Figure 104: Debenhams: Outlet data, 2009/10-2013/14

Retail offering

What we think

Focused on fragrances

Entering self-service with Indulge

Embracing the online channel

Company background

Company performance
Figure 105: TFS Stores Limited: Group financial performance, 2009/10-2013/14

Figure 106: The Fragrance Shop: Outlet data, 2009/10-2013/14

Retail offering

What we think

Beauty showing slight growth

Strong branded offering

House extension

Multi-channel operations proving successful

Company background

Company performance
Figure 107: House of Fraser: Estimated beauty sales, 2012-2014

Figure 108: House of Fraser Total: Group financial performance, 2009/10-2013/14

Figure 109: House of Fraser Total: Outlet data, 2009/10-2013/14

Retail offering

Debenhams

The Fragrance Shop

House of Fraser

John Lewis
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What we think
Figure 110: Age demographics of those who have purchased beauty products, in-store or online at John Lewis, 2014

Positioning

Beauty services

Company background

Company performance
Figure 111: John Lewis: Estimated beauty and personal care goods sales (excluding VAT), 2010/11-2013/14

Figure 112: John Lewis Plc (department store): Group financial performance, 2009/10-2013/14

Figure 113: John Lewis Plc (department store): Outlet data, 2009/10-2013/14

Retail offering

What we think

Steady good growth

A loyal following

Website revamp

Company background

Company performance
Figure 114: Lush Retail Ltd: Group financial performance, 2008/9-2013/14

Figure 115: Lush Retail Ltd: Outlet data, 2008/9-2013/14

Retail offering

Lush Retail
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