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E-commerce is the most dynamic sector in Europe

E-commerce sales are outpacing offline growth across European markets as the channel’s importance grows

Global CPG channel performance
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Beauty is gaining importance at the expense of Fashion and High Tech

Category mix in value in B2C e-commerce of goods Beauty & Personal Care
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The European Ecommerce Landscape

Pure players on the rise in the UK - Beauty specialists continue to dominate in both
Germany and France, alongside well-established DTC brands in France.

Market share per merchant type in the beauty market
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Amazon extends its lead as the powerhouse in beauty e-commerce

Across Beauty categories, Amazon stands as the top merchant across Europe and the US

Merchant Share in Value — Beauty — YI'D 2024 - UK
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Ecommerce Evolves:
Big Moments Arrive
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Q4 represents the most valuable shopping season

In 2023, the final quarter of the year accounted for a third of UK e-commerce sales

Value Sales by Quarter — E-commerce — Beauty & Personal Care
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Black Friday - the most important day for e-commerce sales
Top 3 e-commerce

value days in 2023:

But when does the sales period actually begin?

UK - Beauty

Q4 Daily Value Contribution —Beauty & Personal Care (UK)
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Black Friday Gifting & Indulgences

Hair Care Appliances & Fragrances are in high demand during the event as
consumers search for gifts and the opportunity to treat themselves

Black Friday week (WE 25.11.23) uplifts vs average week in 2023 - E-Commerce (GB)
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Popular Prime Day Brands + Value Share
An Incremental Prime July 2024
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E-Commerce Evolves:
What to Watch Out For
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Evolving Savings & Payments

Value saving and financing strategies from European consumers that highlight potential to grow in the UK

‘ ' Second-Hand Beauty - France
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Dupes: Friend or foe?

Dupes drive affordability and can encourage trial — but are there risks to the wave of products imitating luxury counterparts?

Dupe — An inexpensive products that closely mimics the benefits, formulation, quality, and/or appearance

of a more expensive or high-end product

N A
Dupes are popular on Tik Tok: 8= — +v4 N
#makeupdupes - 1.1B views DRUGSTOR OLAPL -1 &
. MAKEUPF HAIR PERFECTO } :
#beautydupe - 59.5MM views 'DUPES | glaplex , CLE;IN‘S.NG Eleadphocl.( Plex
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46% of consumers
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igh prices
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16% avoid
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What’s Next?

Beauty’s e-commerce battlegrounds for the remainer of 2024 and beyond

E-commerce Expansion

E-commerce continues to be a growth engine for beauty,
growing ahead of instore. In the competitive landscape, know your
consumer to stay ahead.

Landing the Sales Season

Q4 is the biggest quarter for beauty, with Black Friday the most
luable individual day to e-commerce sales in Europe, making it key
to ensure the event is executed successfully.

Rebuilding Trust

Consumers harbor concerns over the safety and legitimacy of the
rapidly changing ecommerce landscape — this reinforces the role of
reputable platforms and brands to take the lead.

Improving Value Perception

Consumers are still dealing with the impacts of inflation — ensure the
value benefit of e-commerce is reinforced and brand value
is protected ahead of cheaper market entrants.
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