
Online shoppers are more inclined to 
shop for particular products, such as 
skin, personal and hair care. Products 
such as beauty tools and nail care are less 

likely to be purchased online, unless is a 
very specific product, one the customer is 
already familiar with:

With this brief overview on online beauty 
shopping, let’s have a look at the top 
players in beauty and personal care retail-
ing. 

This study will analyze their business 
models, specific strategies and back-
ground.
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1. Amazon Beauty

As expected, Amazon leads the way when 
it comes to online beauty retailing also. 
Customers are delighted to almost 2 
million products, including luxury brands.

Its Beauty* category is the go-to place for 
most of online enthusiastic shoppers, 
where Amazon is available. And with 
Amazon’s shipment policies, that’s basi-
cally everywhere.

Amazon’s secret weapon lies in its free-
shipping policy (for orders above 25$), a 

great motivator for online shoppers and a 
better threshold than challengers Sephora 
and Beauty.com.

Another great asset Amazon will use to 
gather shoppers around its beauty retail-
ing section is the fact that more custom-
ers use Amazon (30%**) than Google 
when doing online product research.

* http://www.amazon.com/Beauty-Makeup-Skin-Hair-Products/b?ie=UTF8&node=3760911

** Source: http://mashable.com/2012/07/26/amazon-beating-google-shopping/ 
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2. Sephora.com

* http://community.sephora.com/sephora/
** http://www.sephora.com/sephoratv/?icid2=Top_Nav_Inspire_Me_SephoraTV_Image
*** http://theglossy.sephora.com/?icid2=Top_Nav_Inspire_Me_Glossy_Image
**** http://gallery.sephora.com/

Sephora.com is the de facto leader in the 
digital beauty commerce. Though it lacks 
Amazon’s ecommerce strength, the com-
pany is part of the largest quality goods 
group, LVMH, packing a lot of beauty 
retailing know-how.

The company has developed a great 
omnichannel model that focuses on 
mobile as a bridge between online and 
offline.

One of the best things Sephora.com has 
has to offer is the content marketing and 
digital assistance features. The company 
has placed a great deal of effort in building 
and maintaining a great content platform.

The curated content customers find is a 
great choice to build loyalty. So is the 
Community* where customers can 
browse among the knowledge base or 
post questions and interact with profes-
sionals.

Users are treated to:

Sephora TV** - the go-to area for video 
advice, how-to’s and trends

Sephora Glossy*** – a fashion, beauty 
and style blog that offers great advice from 
beauty professionals in a great, visual 
format.

The Beauty Board**** – an user gener-
ated gallery from customers that upload 
pictures to showcase how and which 
products they use.

Some other features make Sephora a 
great choice for beauty products custom-
ers, not the least of which are the three 
free samples with each order (a great 
way to drive future orders) and the mobile 
apps that make use of barcode scanning 
to offer price info and customer reviews.
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3. Beauty.com

* http://www.beauty.com/learn-more-about-auto-reorder-and-save/qxc322828

Beauty.com is an online retailer so it has 
no apparent need or intention to leverage 
offline or omnichannel sales. It has devel-
oped specific filters and features to cater 
to customers that either know what they 
want and want the best price or they can 
quickly decide.

One of the features that really stands out  
is “Auto reorder and save”* option. 
Simply put, the online retailer has noticed 
the habitual purchase beauty customers 
take and leveraged it.

Customers can set an auto-reorder flag for 
certain products, which can be shipped 
each 30, 60 or 90 days. Before the order is 
shipped, customers receive an email 
notifying them and they can pause, skip or 

cancel the auto-orders. The customer 
incentives are savings and free shipping.

Another great feature that lets customers 
reach the right product is the filtering 
option which is set not only for product 
features but also customer concerns and 
specific needs. In the Make-up section, 
the eye category, one can find brand and 
ingredients options, but also filters such 
as concerns (acne, dryness or oiliness), 
benefits (curling, hold or smooth) and skin 
type. Unfortunately, the filters are not 
usable on the smartphone version of the 
web store.

Just like its direct online competitor 
(Sephora.com), Beauty.com offers free 
samples, free shipping for orders $35 and 
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4. ASOS Beauty

* http://blog.beauty.com/
** http://www.beauty.com/summer-stunner/qxc350885
*** http://video.beauty.com/
**** http://www.dailytelegraph.com.au/entertainment/asos-exclusive-for-australia/story-e6frexm0-1226490490398

The Asos Beauty section provides a great 
user experience and a lot of product 
options. As the Beauty section is built on 
top of Asus’ marketplace, it stands to offer 
the same great features and discounts.

Customers worldwide can benefit from 
Asos’ free shipping policy and the express 
delivery.

Though Asos lacks the specific concerns 
or personal filters the likes of 
Sephora.com or Beauty.com offer, it rocks 
when it comes to user experience, both on 
desktop and mobile devices. The filters 
are easily accessible, the search, shop-

ping bag (cart) and comparison options 
work seamless and the purchase and 
registration sections are a pleasure to use.

Even more, the design is elegant and easy 
to use, in a form follows function kind of 
way. There are only few design elements 
that are not absolutely necessary and this 
makes shopping pleasant.

As an online pure-play, Asos does not 
have any specific plans to open brick and 
mortar stores but has been known**** to 
use pop-up stores to boost awareness.

Just like its direct online competitor 
(Sephora.com), Beauty.com offers free 
samples, free shipping for orders $35 and 
above, free returns and 5% back through 
its loyalty program. It also features great 
content areas, such as its Beauty Blog*, 
with Romy Soleimani, The Latest Trends** 

section reviewing product news and a 
Beauty Videos*** section, ranked accord-
ing to customer reviews. A great no-no on 
the video section is the fact that videos 
embedding is restricted to affiliates only, 
leaving a lot of marketing potential 
untapped.
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5. Boots.com

* Source: https://vimeo.com/89415601

The Beauty category from Boots.com is a 
great example of how an omnichannel 
experience can be implemented. Though 
the online store provides great online 
purchases options, it also provides easy 
location based options, a great store 
locator feature and even store information 
and product availability. Moreover – is a 
great example of how mass market and 
prestige brands can be distributed 
together.

On Boots.com, customers can either 
purchase online or find the nearest store, 
get directions and interact with the store 

assistant, check inventory availability and 
reserve products.

As L2 shows*, Boots is the “ten-ton gorilla” 
in the UK Beauty retailing industry. 
Though Sephora has built quite a remark-
able loyalty program, Boots has done that 
10 years before. Boots registers more than 
18 million purchases through its Boots 
Advantage Card, 60% of which are tied 
to the loyalty program. Boots’ ecom-
merce sales have grown 17% year over 
year in 2013, which is amazing.
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6. Brand direct sites: BareEscentuals, 
Avon and L’Oreal

* Source: http://netonomy.net/2015/04/21/loreal-plans-digital-transformation-through-omnichannel-marketing-ecommerce/

One unique use of digital retailing is the 
brand direct store. While some brands, like 
Bare Escentuals or Avon have long used 
their own sales channels, albeit different 
concepts, others, such as L’Oreal have just 
started implementing online sales chan-
nels.

L’Oreal Group

The L’Oreal Group, world’s largest cosmet-
ics company, has traditionally relied on 
third parties to distribute its products. Its 

distribution chains included supermarket 
retail chains for its mass products or 
upper scale beauty shops for luxury and 
professional products. Though the com-
pany has been resisted development of its 
own online sales channel, that all changed 
in 2014*.

One of the main reasons that lead to its 
change in distribution strategy was 
China’s increasing beauty market. As a 
recent report puts it:

“In China – the world’s number one 
online-purchasing market – e-commerce 
already accounts for 10% of L’Oréal sales, 
and more than 15% for brands like VICHY, 
LA ROCHE-POSAY and MAGIC. These 
promising results are underpinned by 
partnerships with online distributors like 
Alibaba and Tmall. On Singles’ Day, a 
very important day of special o�ers, 
L’Oréal’s brands performed well, particu-
larly MAYBELLINE NEW YORK – the 
number 1 make-up brand in the country – 
and MAGIC, which sold over 11 million face 
masks in 24 hours”

L’Oreal Report

L’Oreal ‘ s Make-up Genius
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