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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:

In the European Summary – The Market section we also provide data for European beauty retailing
beyond these five countries.

Our Europewide data in European Summary – The Market includes:

• 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
European countries;

• A ranking of Europe’s top 15 beauty specialists by 2014 revenues.

Our coverage of the five major markets includes Mintel market size data for each of the major beauty
and personal care categories.
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Figure 26: Germany: Shopping for personal care products, in-store and online, October 2015
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Figure 27: Germany: Shopping for personal care products, in-store and online, by gender, October 2015
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Good value own-label products of most importance
Figure 29: Germany: Pricing and promotion based factors motivating choice of retailer, October 2015

Convenience is key

Back to the experts
Figure 30: Germany: Store and online based factors motivating choice of retailer, October 2015

Young people prioritise convenience
Figure 31: Germany: Selected factors affecting purchasing of skincare products by average age and income, October 2015.
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Figure 32: Germany: Purchasing of prestige beauty products, by gender, October 2015
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Figure 33: Germany: Purchasing of prestige beauty products, by age, October 2015
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Special prices drive sales
Figure 34: Germany: Reasons for buying prestige beauty products, October 2015
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Expansion and diversification

Bringing Les Bellista to Germany
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Appendix – Data sources, Abbreviations and Supporting Information

dm-Drogerie Markt

Douglas Perfumeries
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Company background

Company performance
Figure 38: Douglas Perfumeries: Financial performance, 2010/11-2014/15

Figure 39: Douglas Perfumeries: Outlet data, 2010/11-2014/15

Retail offering

What we think

Strength in breadth

Growth from international business

Online

Company background

Company performance
Figure 40: Müller: Group sales performance, 2010/11-2014/15

Figure 41: Müller: Group financial performance, by division, 2012/13-2013/14

Figure 42: Müller: Outlet data, 2010/11-2014/15

Retail offering

What we think

Expansion

Modernising the stores

Online shop
Figure 43: Rossmann – Poland online shop

Company background

Company performance
Figure 44: Rossmann: Group financial performance, 2011-15

Figure 45: Rossmann: Outlet data, 2011-15

Retail offering

Müller

Rossmann
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