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DOUGLAS INVESTMENT HIGHLIGHTS

2

1 Based on LTM Mar2 2 AC. 
2 Based on OC&C analysis (2021) for premium segment across Douglasż core countries; #1 in DE, IT, PL, NL; #2 in FR; #3 in ES, based on market share in 2019. 

Europeżs leading and 
innovative online beauty 
platform with ~҂1.2bn sales1, 
growing at c.30% CAGR for 
the last 10 years

Douglas is Europeżs #1 
premium beauty destination 2

A diversified leader in large, 
structurally growing and 
resilient European beauty 
market

Solid financial profile; 
accelerated strong E -
Commerce growth, partially 
compensated declining 
store sales

Launch of Store Optimization 
and #ForwardOrganization 
programmes to capitalize on 
post -COVID environment

Winning and unique 
#FORWARDBEAUTY.DigitalFirst 
strategy



DOUGLAS IS THE LEADING BEAUTY PLATFORM 
IN EUROPE'S PREMIUM BEAUTY MARKET IN 2019
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Source: OC&C analysis, Company information, all figures as of 2019. Premium sales based on Douglas core geographies: DE, FR, ES,IT, NL and PL. 
1 Total sales in core countries as of Sep20AC.    
2 FR incl. Monaco and ES incl. Andorra.     
3Based on OC&C analysis (2021) for premium segment market share rank across Douglasż core countries (core countries for reference: Germany, France, Italy, Spain, Netherlands, & Poland); 4x #1, 1x #2, 1x #3 position in 2019. 
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~390
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~175 ~135 ~130

We generate 
almost same 

premium sales as 
the next 3 

competitors in 
total in core 

geographies 2

Market share (%) 119% 12% 4% 3% 3% 2% 2% 1% 1% 1%

Douglasż 
core geo -
graphies 2

Douglasż #1 position3

drives future 
economies of scale, 
attractive platform 

economics and 
favorable purchasing 

conditions

Premium sales, 
2019 (҂m)



DOUGLAS: SYNONYM FOR 
BEAUTY ACROSS EUROPE
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... with 
leading 

awareness 
across 

Europe 1

Source: OC&C analysis (2019)
1Customer survey question (OC&C 2019): ŽWhich of the following retailers are you aware of as selling fragrance/skincare/make/up products?ž, top 3 retailers by awareness. 
2 Customer perception of Douglas in Germany.

95%

73%

71%

82%

80%

77%

72%

57%

41%

78%

56%

55%

72%

61%

51%

79%

68%

67%

Customer 
perception of 

Douglas 2

The eminent 
Douglas brand 

power drives traffic 
and customer 
acquisition at 

low costTruly a 
unique 
brandŸ

Unmatched brand awareness 1

Synonym for beauty in all of its 
markets

Highly trusted

Premium image



OMNICHANNEL CHAMPION WITH GROWING SHARE 
OF MOST VALUABLE OMNICHANNEL CUSTOMERS
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12%

17%
19%

29%

FY16/17AC FY19/20AC

All ages Customers aged 16-35 years

359  148  
104  

Omnichannel Online Offline

6.7 2.4 2.2

Omnichannel Online Offline

Note: Figures refer to active Douglas Beauty Card members in Germany excl. PD and NB.
1 Figures as per FY19/20AC incl. VAT. 
2 Figures as per FY19/20AC.

~2x
While the overall 

share of omnichannel 
customers is 

increasing, the 
percentage is almost 
twice as high among 

the young key 
customer group

Customer spend 
per year (҂)1

No. of purchases 
per year2

> 2x > 2x

Share of 
customers shopping 
omnichannel (%)



EUROPEAN BEAUTY IS A LARGE, STRUCTURALLY 
GROWING AND RESILIENT MARKET
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Source: OC&C analysis
1Overall beauty market across Douglasż core countries & categories in 2019. 
2 Overall European beauty market in 2019.

3 Premium includes the luxury / niche as well as the prestige segments.

4 Based on OC&C analysis (2021) for premium segment across Douglasż core countries.

5 Based on Douglas core markets in 2019.

The European beauty market is worth ҂92bn, 
out of which Douglasż key product categories 
(make up/fragrances/body -& skincare) account for 82% 2

22.9 23.1 23.6 24.0 24.8

12.3 12.6 13.0 13.3 13.8

35.2 35.7 36.5 37.3 38.6

2015 2016 2017 2018 2019

Mass & Masstige Premium

+2.9%

+2.0%
11.5 11.5 11.7 11.7 11.9

0.9 1.0 1.3 1.6 1.9
12.3 12.6 12.9 13.2 13.8

2015 2016 2017 2018 2019

Offline Online

7% 8% 10% 12% 14%

Online penetration

+21%

~1%

Online has been growing particularly fast and more than doubled in 
market size within the premium segment between 2015 and 2019:

Large market 
growing 
at ~2.3% p.a. 
(2.9% for Premium 4)
from 2015 to 2019

Proven track record 
of resilience in 
economic and 
pandemic crises 

Increasingly 
premiumised market, 
with high -margin 
luxury / niche and 
prestige products 
accounting for ~36% 
of sales5

Balanced split of key 
market categories ƃ
skin & body care 
(~46%), fragrances 
(~20%), makeup 
(~16%), haircare 
(18%) across entire 
European Beauty 
market in 2019

Deep profit 
pools

MARKET VOLUME1(҂BN)

CAGR
2015 -19

+2.3% 
p.a.

3

CAGR
2015 -19



UNIQUE MARKET CHARACTERISTICS ƃNEED FOR A TRUSTED 
PREMIUM CURATOR IN A SHIELDED DISTRIBUTION SYSTEM
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Manufacturer
Hundreds of brands

Customer
Millions of customers

Trusted premium
curator

Selective distribution

Suitable appearance 
of stores

Appropriate brand 
presentation

Testing and education 
opportunity

Broad and deep 
assortment (on trend 

and high quality)

Specially qualified and
trained employees

High availability of 
products and brands

In order to ensure that their brand is presented in line with their premium positioning, 
premium brand manufacturers distribute only to selected, trusted retailers that fulfill specific criteria:



#FORWARDBEAUTY.DIGITALFIRST
STRATEGY EXECUTION UPDATE
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BEAUTY PLATFORM
Brand positioning

E-COMMERCE
ONLINE SHOP PARTNER PROGRAMME

STORE EXPERIENCE

TOUCH & FEEL

ASSORTMENT

Choice & innovation

CURATION / CRM

Inspiration & personalisation

SUPPLY CHAIN

Operational excellence

TECHNOLOGY

Data-driven culture
Customer 

relationships
Partner 

relationships

8 3 5

64

1

2



WE UPGRADED AND REJUVENATED 
THE DOUGLAS BRAND
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Brand Store Assortment Supply Chain CRM Technology

NEW

LOGO

MORE MODERN AND

PREMI UM POSI T I ONI NG

NEW V ISUAL

LANGUAGE

1



OUR STORES: FROM POINT OF SALE TO POINT OF 
EXPERIENCE
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All these stores are part of the touch & feel experience offering 
a wide range of services such as various beauty treatments, 

hairdressing and beauty -school

Brand Store Assortment Supply Chain CRM Technology

Major city, high 
traffic location, 
large sales floor 

(>400sqm)

Full assortment 
covering all 
price levels

F l a g s h i p

Luxury & niche 
brands,

Premium own 
brands

Prime location 
with luxury 

surrounding

L u x u r y

2

Note: Clusterisation based on quantitative criteria and subjective review
1 OWAC: One Warehouse, All Channel. 
2 Not yet live.

Must have & 
trend brands

Premium 
wealthy 

neighbourhood

P r e s t i g e P r e m i u m

Focus on 
bestsellers

Mainstream
shopping 
location

DOUGLAS 
Store

AI-based replenishment

E-Com order 
fulfilment

Ship from store 

E-Com order
E-Com order 
fulfilment

DOUGLAS 
Warehouse

Network of 
5 OWAC 1

AI-based ordering

Click & Collect
Click & Reserve

Consumer

Brick & mortar shopping



ASSORTMENT: CLEAR DIFFERENTIATION WITH 
NEARLY 300,000 (2) BEAUTY PRODUCTS
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1 236 partners as of 31 Mar 2022 in Germany, Austria, France, Poland live, Italy go live in summer 2022.   
2 As of Jun 22; Source for SKUs: Dataweave and Product Feeds (for Douglas core countries, DE, FR, PL, NL, IT, ES).

BEAUTY

HAIR

DERMA BEAUTY

ACCESORIES & JEWELLERY

Brand Store Assortment Supply Chain CRM Technology

3

WITH NEARLY 300,000 SKUS DOUGLAS HAS THREE TIMES AS MANY SKUS ASITS CLOSEST COMPETITOR


