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OUR DIVISIONS
WITH EACH DIVISION DEVELOPING A SPECIFIC VISION OF BEAUTY FOR ITS RESPECTIVE MARKET
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OUR PORTFOLIO OF BRANDS |
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OUR BNL RETAIL LANDSCAPE

FROM LUXURY RETAIL TO LOW END RETAIL
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OBJECTIVE MARKET INTELLIGENCE
DETERMINE THE SIZE OF THE BNL BEAUTY MARKET FROM A CONSUMER PURCHASE OF VIEW
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GUIDING PRINCIPLES TO ESTIMATE BNL BEAUTY MARKET
PIECEMEAL TOGETHER DIFFERENT SOURCES OURSELVES -




REASONABLE HIGH PANEL DATA COVERAGE BNL BEAUTY MARKET O+0O, BUT...
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...KEY / DYNAMIC ONLINE PLAYERS MISSING IN CURRENT SCOPE
VISBILITY ON THE E-COMM CHANNEL WHICH IS BECOMING INCREASINGLY MORE BLIND SPOTS E-
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ELEVATING E-COMM STRATEGY BASED ON DATA DRIVEN INSIGHTS:
THE TOOL PROVIDES VISIBILITY ON:

PowerBl dashboard S5 Shar z MURAL Prisca’s room  ug OneProfile [ cwalker DVJ CA G SNL CDMO sharepo.. @ Fountelligence | Ho
- < Consumer
Consumer Behavior
Sehovior Consumer
Behavior
Automatic time period v Compare
e . ) FRten Apply Market Shares per merchant ~ calculated in value ~ +
2 cctive Apply Best selling products v calculated in value - oy T
FI‘"Lv‘fS” Apply Best selling products v calculated in value ~ + B B
i Vavorite fhtev The % of total market sales that a retailer's sales represent
My favorite filter P
My e filter Analyse the top products sold online. The name of the product is the one given in the order confirmation email
S M rite filters Analyse the top products sold online. The name of the product is the one given in the order confirmation email >
Transactions
sact >
Lt v
Transac
@ # customers v
F ° 0 v @ # customers: 7838
[ vor e | e
Vinted @ v
Search: L 254%
vinted © . [ worm |
Vinted @ v seller
= Product Name t| Brands {1 Merchant 09
Jusiness Model
seller Product Name 1 t| Brands | Merchant Pueingss Mo i
Business Model )
nsss: Mo Delivery 9
Del Business Model .
. La roche-posay effaclar duo+m - n La Roche Posay Farmaline . Day of Week o7
v 4.2 Delivery X
o L 4 San = Y Vamp! sexy lashes vamp! sexy lash " d | I { i
G v — y conds M ant 1 P: Y P 4 Pupa (Micys) Douglas Time of Day 0 |
- e Day of Week G [i+] Brands oA Merchant
Time of Day Payment method
. Time of Day
- s 5 : L4
Payment method 2 La roche-posay cicaplast balsem b5 La Roche Posay Farmaline R 200
= s ) i od i i & " ; 32 Proc
6 O — . cones Merchant Payment method 5 Airbrush flawless setting spray - ma 0.5% Charlotte Tilbury (Charlotte Tilbury) @ Debijenk .
Product G 0 [ Brands o Bt Merchant Brand
Brand : - - - Procust Brand Group
: : 3 A10CHS-PORYY Gnivesios agecome. 2169 La Roche Posay 2 Farmaline o Brond 2024-08
srand Group = Ao e Clinique almost lipstick in black hon - Price ranges
G 0 = Brands ARMALNE  Marchant 9 P 9
- Brand Group 3 0.48% CLNIQUE Clinique Zalando Farmaline e
G © =" Brands i Merchant
Price ranges
- ‘-h Product Cati Tree
& Laroche=posay effaciar aulversnde 2.04 n La Roche Posay Farmaline o
&5 Product Category Tree - 1 6 © N o PARMALNE  Marchant 2 p Easy bake los poeder . Huda Beauty Iciparisx Market Shares per Merchan
o &% Product Category Tree G ® — Brands Merchant ki
aclon & Cit = _ Region & City : 15.2%
Rogoneery 6 iafoche; pasay aftaciar. ot 17 n La Roche Posay —ca® Farmaline PP ? ramime Farmaline &
Gende G © S Brands rARMAUNE  Merchant City I i Gender
Gender = - ce rchar Region & City . Lashcocatne(r) serum professionnel 033% LashcocalNe | 4 Amazon
Age RO Gender G 0 - Brands Merchant Age Range
oo Bt La roche-posay cicaplast balsem bS 168 La Roche Posay o Farmaline Age Range Customer Ba: Bol 12.9% 5
7 ‘ o i $® €la.41
. s ] R PARMALINE serchant : . ‘
=4 5 S— - Conds hsschans Customer Base . Hppance 0.32% Mac (Estee Lauder) . Zalando Loyalty programs
Segmentation by purchasing bshavior Loyalty programs oy = o Brends, wangy  Merchant Segmentation by purchasing behavior T
n.8%
La roche-posay lipikar baume ap+m swsle jenc S Amazon
Newsletter audience 8 POy P 1.66 La Roche Posay Farmaline € segmentation by purchasing behavior Newsletter audience —_——
G © = i  Brands Merchant Soft pinch - blush liquide
= Newsletter audience 8 0.31% Rare Beauty Sephora
G ) = Brands Merchant
N 1.3% .
La roche-posay lipikar wasgel 164 La Roche Posay Farmaline . Iciparisx| 5p
9 64 . 4 —_—
G © B  Bronds Merchant ip pri
— gz ¢ " Power grip primer 24 ml o | [: ELF. oD Douglas
G 0 =] e Brands Merchant
. 6.5%
- Notino ¥
10 La roche-poady iptkar boatssm op+m 1.52% n La Roche Posay Farmaline P m =
G © R Eronds Merchant o ing | i "
= Gy r J n io Blading lip stain masque 027% Wonderskin . Zalando
G 0 = Brands o hant
»
. Zalando 0% 0.5¢
4 zatanco ——
Showing 1to 10 of 320 entries
n 2 4 2 Showing 1to 10 of 500 entries
n 2 3 4 8 i Newpharma el 0.6¢
—

LOREAL

CDMO TEAM




RETAILER PERFORMANCE & BLIND SPOTS: HAVE VISIBILITY ON BEST PERFORMING BRANDS AND
PRODUCTS L'OREAL

TOTAL BEAUTY TOTAL BEAUTY
TOP RETAILERS TOP BRANDS TOP 3 PRODUCTS LA ROCHE POSAY AT FARMALINE

RETAILERS A YOY BRAND A YOY

: - L?,ORQXIY-I E kY +0,1%
1 N Farmaline 152%  +1,9%
2 EUCERIN 10,8% -1,6%
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RETAILER PERFORMANCE & BLIND SPOTS: ALLOWS US TO PUT THE RIGHT OFFER AT THE RIGHT RETAILER

TOTAL BEAUTY TOTAL BEAUTY
TOP RETAILERS TOP BRANDS TOP 3 PRODUCTS EUCERIN AT FARMALINE

RETAILERS A YOY BRAND A YOY
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|

2 bol. 129% -23%

4 LOUIS WIDMER 5,8% +1,5%

ﬂ VICHY -0,8% Fucerin
3 amazon 11.8%  +0,0% N i
~—" n CERAVE -1,0% &
——phils—3 |

7 URIAGE 2,8%  +0,8%
4 ICIPARISXL 11,3%  -0,7% POREE -
8  BIODERMA  2,8%  +0,5% i =
9 NUXE 2,6%  -0,8% || e ton e
5 NOT'NO 6,5% +0,4% an g SERRE " -
10 OENOBIOL  2,1%  +0,9% Conrons olOGas m

LOREAL
CDMO TEAM
Sources: Consumer Panel Foxintelligence by NielsenlQ | YTD AUG-24




BRAND REPERTOIRE: TELLS US WHO OUR COMPETITORS REALLY ARE
VISIBILITY ON REAL BRAND REPERTOIRES, NOT THE CLAIMED ONES

MAKEUP
TOP PRODUCTS

- MAKEUP
TOP BRANDS
BRANDS MS  AYOY
-0.7%
+0.3%
3 SHEIN 34%  +1,0%
4  SHEGLAM  32%  +0,5%
CHARLOTTE o o
: TILBURY 3,0% | =0,1%
6 M.A.C. 20%  -0,1%
-0.7%
8 HUDABEAUTY 26%  +0,3%
9  CLINIQUE  22%  +0.1%
10 DIOR 22%  +0.6%
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BRAND REPERTOIRE: AND SPOTTING TRENDS AT TOP PERFORMING RETAILERS

MAKEUP MAKEUP
TOP BRANDS TOP PRODUCTS SHEGLAM/SHEIN
BRANDS A YOY
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CONSUMER SEGMENTATION: FIND OPPORTUNITIES TO CREATE MORE VALUE
SEGMENT CONSUMERS ON SPECIFIC CRITERIA AND DEEPDIVE INTO SEGMENT BEHAVIOR
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TOP RETAILERS GEN Z

TOP 3 FRAGRANCE PRODUCTS GEN Z

TOTAL BEAUTY
TOP BRANDS GEN Z
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5  amazon 84%  +0,2%
10 SHEIN 1,4%  +0,5%
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CONSUMER

CE NTRl;ClTY WE ARE ON THE LOOKOUT FOR
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THANK YOU
FOR YOUR ATTENTION

QUESTIONS?

prisca.metz@loreal.com
jasper.koole@loreal.com




	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19

