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DISRUPTION IS CREATING A CHALLENGING ENVIRONMENT:

DIGITAL DISRUPTION

WORKFORCE SHORTAGE

EXTERNAL SHOCKS like Covid 19 and the Ukraine War and its impacts (inflation, supply chain disruption)

BUREAUCRACY

CLIMATE CHANGE

Note: All data reflecting FY 2020/2021

ADAPT OR DIE! 



#FORWARDBEAUTY.DIGITALFIRST 
DOUGLAS BEAUTY PLATFORM
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PREMIUM BEAUTY OFFERING WITH FIRST CLASS 
E-COMMERCE AND STORES
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BEAUTY PLATFORM
Brand positioning

E-COMMERCE
ONLINE SHOP PARTNER PROGRAM

STORE EXPERIENCE

TOUCH & FEEL

ASSORTMENT

Choice & innovation

CURATION / CRM

Inspiration & personalization

SUPPLY CHAIN

Operational excellence

TECHNOLOGY

Data-driven culture
Customer 

relationships
Partner 

relationships
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N E W  V I S U A L  L A N G U A G E N E W  L O G O

P O S I T I O N I N G L O G OV I S U A L  L A N G U A G E
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M O R E  M O D E R N  A N D  

P R E M I U M  P O S I T I O N I N G
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DOUGLAS BRAND REPOSITIONED AND MODERNIZED



ECOMMERCE HAS A CLEAR STRATEGY

› ›
DOUGLAS

before now tomorrow

BUY PERFUME ONE STOP SHOPPING PLATFORM 
FOR BEAUTY 

ONE STOP INSPIRATION AND 
SHOPPING PLATFORM FOR 

BEAUTY & BEYOND
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Enlarges brand and product 
assortment

Improves data analytics and 
enhances 360° customer view

Adds new (profitable) revenue 
streams without any additional 
inventory

Boosts cross-selling through 
increased online and offline traffic

Establishes the one-stop-shop 
for beauty

Marketplace as the game changer 
in the European beauty landscape

… reinforces market leadershipThe introduction of a dedicated beauty platform…

Source: Company information

✓
Marketplace 
already online in

✓✓Germany Austria France

The controlled marketplace as the central initiative for the platform 

Douglas
services to 
partners

Traffic
acquisition

Onsite
marketing

Payment
process

Product 
listing

Customer
service 

(1st level)
CRM

Secondary profit 
pools through 

additional traffic €Data sales 1:1 Communication Media sales

Partners Customers

Physical 
store

Online
storeIndustry

Direct delivery of products

Products Invoice

More data & traffic

FIRST DEDICATED MARKETPLACE FOR BEAUTY IN EUROPE: KEY 
ASPECT OF OUR PLATFORM 

✓✓ Poland Netherlands
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ATTRACTIVE ASSORTMENT WITH >300,000 BEAUTY AND HEALTH 
PRODUCTS SUPPORTED BY THE ACQUISITION OF AN ONLINE PHARMACY
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BEAUTY

HAIR

DERMA COSMETICS, DISAPO

ACCESORIES & JEWELLERY

(3)(2)

EXCLUSIVE
BRANDS

FAST GROWING 
TREND BRANDS

MARKETPLACE

NEWLY-CREATED
OWN BRANDS

DOUGLAS COLLECTION



PHARMACY COMMUNICATION TO CUSTOMER
MAILING, PRINT, TV & DIGITAL

TV 
June 22



E-COM AND BRICK & MORTAR COMPLEMENT EACH OTHER
E-COMMERCE SALES SHARE >30%
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10 Note: CAGR refers to complete time series

+29.7%
CAGR 66.5%

19.3%

63.1%

80.7%

Q1 2019/20

36.9%

Q1 2020/21*

33.5%

2022

B&M

E-Com

1,293 1,173 1,307

I M P R E S S I V E  L O N G - T E R M  E - C O M  G R O W T H S A L E S  S H A R E  E - C O M  A N D  B R I C K  &  M O R T A R

*impacted by lockdowns in FR and PL in November 2020 and DE and 
NL in December 2020 (in Q1 2021/22 only lockdown in NL beginning 
18 Dec 21)

1.3bn



#FORWARDBEAUTY.DIGITALFIRST: RESULTS
IMPRESSIVE E-COMMERCE GROWTH DYNAMICS

F Y  2 0 2 0 / 2 1  ( V S .  P Y )

G R O U P

38.7%
E-Com sales share

€1,199m +46.8%
E-Com net sales

3.2% +0.4%pts

Conversion rate

63.0% +3.3%pts
Mobile sales share
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€64.8 +1.4%
Average basket (incl. VAT)

27.0% +5.5%pts
App sales share**

Source/countries included: 
*New customers in E-Com (incl. WI): Monthly KPI Development Report, excluding BG and Baltics 
**App share shows data for AT, BE, CH, DE, IT, NL, PL only. 
Traffic, CR, AOV, Mobile sales share, App sales share based on Frontend tracking tools: Adobe, GA, Webtrekk

+29.3%
Number of visits

+44.4%
New customers in E-Com*
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DOUGLAS DATA HUB IS THE CORE ELEMENT OF OUR OMNICHANNEL-
STRATEGY

Machine learning algorithm

BI-DIRECTIONAL DATA 
EXCHANGE

UNIDIRECTIONAL DATA 
EXCHANGE

CRM DATA 

DOUGLAS WEBSITE DATA

MARKETPLACE DATA

ANALYTICS DATA

DOUGLAS APP DATA 

PERFORMANCE 
MARKETING DATA

OFFLINE DATA RETAIL MEDIA DATA 



~44

33
25

16 15

CRM 
newsletter

CRM 
webshop

CRM 
Douglas App 

Point-of-sales
screen and receipt

› Personal beauty tips

› Individualised product news

› Targeted product recommendations

› Personalised start page

› Beauty points, coupons & rewards

› Inspirational content

› Personalised offers

› Inspirational content

› Push notifications

› Customer master data 

› Personal salutation

› Information on beauty points

› Personalised offers

Household penetration(1) Beauty Card members Douglas vs. selected beauty specialists (m)(2)

Increase in reachability of +600bps from 
FY18/19AC to FY19/20AC

(1) Includes core countries: DE (excl. NB, PD) , FR, ES, IT, NL, PL.     (2) Based on published figures for number of Beauty Card members by the respective companies, Douglas as at Sep20AC, 

No beauty card

EU US US/EU US EU

29.6%

34.1%

FY18/19AC FY19/20AC

CRM: OUR LOYALTY PROGRAM IS THE ENABLER FOR 
1:1 COMMUNICATION
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SOCIAL COMMERCE DRIVING THE COMMUNITY

UNIQUE VIEWERS TO DOUGLAS LIVE

PURCHASES PER YEAR FOR DOUGLAS LIVE 
SHOPPERS IN COMPARISON TO ALL ECOMMERCE 
SHOPPERS

ANNUAL SPEND FOR DOUGLAS LIVE BUYERS IN 
COMPARISON TO ALL ECOMMERCE SHOPPERS

OF DOUGLAS LIVE SHOPPING IS VIA THE APP

>170k

+256%

+209%

60%
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STO R E  C LU ST E RS N E W  S E RV I C ESN E W  STO R E  CO N C E P T

TA R G E T E D  A S S O R T M E N T  &  

S E R V I C E S

F O C U S  O N  S E R V I C E  &  C O N S U LTAT I O N

D I G I T I S AT I O N  ( B E A U T Y  M I R R O R )

C U S T O M E R  O R I E N T E D  T H R O U G H  

S E V E R A L  S E R V I C E S :  

mobile cash register | ESL (electronic shelf labels) | 

Scan&Go (Scan products yourself and pay contactlessly | 

Screens (Lcd Stripes on shelfs)

LU X U RY

P R E M I U M

M A I N S T R E A M

F L A G S H I P

N E W  F O R M AT S

FROM POINT OF SALE TO POINT OF EXPERIENCE



B E A U T Y  

L O U N G E

O R G A N I C  

B E A U T Y

N I C H E  

P E R F U M E S

S E R V I C E

P O I N T

FLAGSHIP STORE CONCEPT
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OMNICHANNEL SERVICES FOR A SEAMLESS 
CUSTOMER JOURNEY

17

#FORWARDBEAUTY.DigitalFirst: Integrating 
the stores into our platform

Key Drivers for Success:

1) Launch and scale Ship from Store

2) Offer contactless 
in-store or curbside pick-ups
with flexible 
payment online or in-store

Douglas 
Omnichannel

Services

Instore Pick up

Ship from Store

“Bella” 
Instore Order & 
Customer Profile

Instore 
Payment

Instore Returns

Douglas LIVE 
Instore

Click & Meet



K E Y  L E S S O N S :
S E N S E  O F  U R G E N C Y  A N D  
P O W E R  O F  A G I L I T Y

D I S R U P T  Y O U R S E L F  B E F O R E  Y O U  
G E T  D I S R U P T E D
D E S T R U C T  Y O U R S E L F  T O  C R E A T E  
S O M E T H I N G  N E W
D O N ‘ T  C O M P R O M I S E  O N  T H E  
L O N G T E R M
T H I N K  I N  S C E N A R I O S
D E V E L O P  A  V I S I O N &  S T R A T E G Y
E M B R A C E  T E C H N O L O G Y
S H O W  A M B I G U I T Y  T O L E R A N C E
T O L E R A T E  F A I L U R E S18



M O V E  F R O M  A  
„ B Y S T A N D E R  T O  
A  „ P A T H F I N D E R “

19
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