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This report looks at the following areas:

» The impact of COVID-19 on the beauty and personal care retailing sector.

* How people shop for beauty and personal care products and which
retailers they use.

« The winners and losers in the beauty and personal care retailing sector
since the start of the COVID-19 outbreak.

» How behaviours of beauty and personal care shoppers have changed
since the start of the COVID-19 outbreak.

- The growth of the online channel within the beauty and personal care
category and the boost given to it by the COVID-19 outbreak.

Growth in consumer spending on personal care goods in France was already
weak in France. In 2019 it grew by just 0.4% to €21.7 billion, which is only €300
million larger than in 2015. The COVID-19 epidemic has had serious
consequences for the beauty and personal care sector, where much spending
is discretionary and new product launches are a key driver of growth. Our
COVID-19 tracker data (run 7-15 January) showed that 25% of French adults
said they were buying less or no BPC items compared to before the COVID-19
outbreak. We estimate that market spending shrank by 6% in 2020 as a result of
two national lockdowns, curfews and reduced footfall in stores due to safety
concerns.

Sephora dominates the specialists sector, with a share of 18% of all sector sales
in 2019. The two largest rivals are Douglas-owned Nocibé and botanical brand
Yves Rocher, both of a similar size with 14%. Marionnoud is the only other
perfumery chain of any size, the rest being made up of smaller, niche players,
such as Kiko Milano (cosmetics) and Aroma-Zone (make-your-own products)
and some groupings of independents.

Online was already a significant channel for BPC spending and it grew strongly
during 2020, as retailers developed new ways to engage digitally with
customers and improved their click&collect and home delivery options.
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“France has experienced two
national lockdowns, as well as
a nationwide curfew and
restrictions on store opening
times. This has shifted a large
amount of spending on BPC
online and forced many
specialists to develop or
accelerate their internet offer.
Many have showed real
adaptability, particularly
through digitization of areas
such as online consultations
and live-streaming events.”

- Natalie Macmillan, Sr

“uropean Retail Analyst
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Non-essential spending reduced
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Second wave leads to renewed stockpiling
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Figure 17: Europe: changes to shopping behaviour since the
start of the COVID-19 outbreak, January 2021

« Consumers are trying not to handle/touch products in-store
Figure 18: Europe: people who would feel uncomfortable
handling/touching products in-store, November 2020°

* Spending intentions

« Beauty sector sees planned spending decrease
Figure 19: Net balance” of expected spending on selected
items in the next month, January 2021

* German consumers the only group planning to spend more
on beauty
Figure 20: Europe: net balance” of expected spending on
beauty products and foiletries in the next month, January
2021

* How the crisis is impacting on key consumer segments

* Women and older people most concerned about the
pandemic
Figure 21: Europe: those extremely worried about the risk of
being exposed to COVID-19, by gender and age, January
2021

* Women and older age groups also trying to limit fime in-
store
Figure 22: Europe: consumers trying to limit the time they
spend in-sfore, by gender and age, January 2021°

= Online shopping boom is relatively uniform
Figure 23: Europe: consumers shopping more online, by
gender and age, January 2021

* Younger and middle-aged consumers more likely to be
cutting back on non-essential spend
Figure 24: Europe: consumers cutting back on non-essential
spending, by gender and age, January 2021°

e COVID-19: market context

« UK

¢ France

* Germany

o ltaly

e Spain

ISSUES AND INSIGHTS

« COVID-19 brings BPC online retailing to the fore
» An opportunity in DIY beauty
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THE MARKET - KEY TAKEAWAYS

* COVID-19 impacts economic growth
* Weak growth in BPC market spending
» BPC specialists have been relatively resilient

« Channels of spending vary by category

CONSUMER SPENDING
» French economy hit hard by COVID-19

« Drop in spending less severe

+ Spending on beauty was already weak
Figure 25: France: consumer spending on beauty and
personal care (including VAT), 2015-20

SECTOR SIZE AND FORECAST

Figure 26: France: health & beauty specialists’ sales
(excluding VAT), 2015-20

Figure 27: France: health & beauty specialists’ sales,
Forecasts (excluding VAT), 2021-25

CHANNELS OF DISTRIBUTION
INFLATION

Figure 28: France: consumer prices " of personal care items,
annual % change, 2015-19

Figure 29: France: consumer price inflation (HICP *) on
personal care products and services, annual % change,
January 2019-November 20

COMPANIES AND BRANDS - KEY TAKEAWAYS

* Sephora dominates a fragmented market

e COVID-19 decimates in-store sales

* Retailers find new ways to connect with customers

+ Retailers tapping into interest in sustainability and natural
products

* Enormous growth in online sales

LEADING PLAYERS
= 2020, a terrible year for all

« An overview of the key players

* How are retailers responding to the COVID-19 crisis?
* Reaching customers online

= Sustainability and clean beauty

» Keeping stores safe and customers shopping

* A choice of delivery options

Figure 30: France: leading beauty specialists, sales, 2015-19
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Figure 31: France: leading beauty specialists, outlets, 2015-19

MARKET SHARES

Figure 32: France: leading beauty specialists: shares of all
beauty retailers’ sales, 2015-19

ONLINE

Online activity

Figure 33: France: online buyers of beauty and personal care
products, by age and gender, October 2020

Online BPC sales

Leading online players

Figure 34: France: search interest on Google, selected BPC

retailers, last 12 months, January 2020-January 2021

THE CONSUMER - KEY TAKEAWAYS

Consumption increases with age and remains highest
among women

Huge increase in online shopping for BPC during COVID-19
pandemic

Stores remain the main point of sale

Usage of Amazon surged over the last year

Safe shopping and sustainability are high priorities

BEAUTY AND PERSONAL CARE PRODUCTS PURCHASED

Almost everyone buys beauty and personal care items
Figure 35: France: beauty and personal care products
purchased in the last 12 months, October 2020

Haircare, beauty and skincare predominantly bought by
women

Figure 36: France: beauty and personal care products
purchased in the last 12 months by gender, October 2020
Age plays an important role for beauty and personal care
products

Figure 37: France: beauty and personal care products
purchased in the last 12 months by age group, October 2020

ONLINE AND IN-STORE SHOPPING FOR BPC PRODUCTS

Enormous boost to online resulting from COVID-19
lockdowns

The store-experience will need to be even better

Figure 38: France: in-store and online buyers of beauty and
personal care products, October 2020

Women remain the predominant online shoppers
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Figure 39: France: in-store and online buyers of beauty and
personal care products, by gender, October 2020

Figure 40: France: online buyers of beauty and personal care
products, by generation, October 2020

WHERE BEAUTY AND PERSONAL CARE PRODUCTS ARE
PURCHASED

Supermarkets/hypermarkets used by three quarters of
consumers

Almost 60% shopped at a specialist retailer

Department stores less popular than Spain, Italy or UK
Figure 41: France: where beauty and personal care products
were purchased, October 2020

Figure 42: France: where beauty and personal care products
were purchased, October 2020 vs November 2019

Figure 43: France: demographics of shoppers atf selected
retailers of BPC products, specialists, October 2020

Figure 44: France: demographics of shoppers atf selected
retailers of BPC products, non-specialists, October 2020
Figure 45: France: demographics of shoppers af selected
retailers of BPC products, by gender and age group,
October 2020

Where people shopped and what they bought

Figure 46: France: beauty and personal care products
purchased by retailer used, October 2020

ATTITUDES TO INNOVATIONS IN BPC

In-store

Clean and green

Safety issues

Figure 47: France: interest in in-store BPC shopping
innovations, October 2020

Online

Potential for digital tools

Excess packaging a concern

Figure 48: France: interest in online BPC shopping innovations,
October 2020

Figure 49: France: inferest in online BPC shopping innovations,
by age and gender, October 2020

Interest in innovations by retailer shopped

Figure 50: France: interest in in-store BPC shopping
innovations by retailer used, October 2020

Figure 51: France: interest in online BPC shopping innovations
by retailer used, October 2020
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APPENDIX - DATA SOURCES, ABBREVIATIONS AND

SUPPORTING INFORMATION

« Abbreviations
+ Data sources
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About Mintel

Mintel is the expert in what consumers want
and why. As the world’s leading market

intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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