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FOREWORD

he global beauty market is undergoing
radical changes.

Over the past five years, the market has
dramatically shifted focus, thanks largely
in part to digital and the rise of direct-
to-consumer brands like Glossier, whose
marketing strategies are centered on building
a sense of community around its brand,
product and experience.

More established skincare brands have been
slower to adopt these new consumer strate-
gies with a few exceptions leading the way.

Benjamin Dubuc
Head of Search and
Performance Media at DLG

Advanced technology-based skincare products
are on the rise, with pioneering brands
such as Augustinus Bader blazing a trail,
alongside historic brands such as Neutrogena,
SkinCeuticals and La Roche-Posay.

As our research will show, there is a lot that
can be learnt from disruptive brands, but also
more traditional brands when it comes to
digital activation, the customer journey and
e-commerce.



EXECUTIVE
SUMMARY.

Augustinus Bader
Drunk Elephant
Glossier

17%

Clinique
Estée Lauder
Neutrogena

Top fastest.growing
skincare brands of the

past three years (2016-2019)
feature newcomers.and
established.brands.

Total share of skincare
searchesin 2019 were
performed.on.mobile.

Skincare brands from
conglomerates Estée Lauder.
and LOréal.Group are the
most.sought-after in 2019.



METHODOLOGY.

Based on [research conducted by DLG
Search and Performance Media team, this
report aims to provide a landscape of the

online performance of 28.beauty._brands
hat | ki hei , uct”
We have excluded brands whose beauty
segment is not the main focus (e.g., Dolce &
Gabbana, Yves Saint Laurent, Chanel, etc.).

We have also excluded companies whose
brand name are homographs (e.g., Vichy as
the French city versus the skincare brand),
in English, and potential misspells (e.g., Kiehls
instead of Kiehl’s).

“This research is not exhaustive, it aims to give a sense of the trends

The panel includes gstablished brands in the

industry togetherwith.newcomers/challengers.
They are mid-range to high-end brands.

The whole panel offers dikectsto-consumer
escommerce.services at least in the United
States, meaning that when buying a skincare

product, the full commercial transaction is
conducted on the brand’s platform (users are not
being redirected to a wholesaler, forinstance).



FULL REPORT
METHODOLOGY.

This report is divided in two parts:

Part I: Search Interest

We first explored the skincare search interest

onGoogle,inEnglish,onbrandedandcategory
searches, aiming to demonstrate user intent,
from awareness and research, to e-commerce
or physical purchase. The branded.search
partincludes both brand and specific product
keywords, with a total of 21.8 million analyzed
keywords. For the category.search element,
we analyzed a total of 15.5 million keywords
which we grouped into topics related to the
skincare search, identified and categorized
search patterns by concerns, products,
ingredients and skin type.

Part lI: E-Commerce Environment

We analyzed a selection of websites features
from 12 skincare brands: the top 6 fastest-
growing brands (3 newcomers and 3
established) and 6 from the top 10 most-
searched brands.

The objective was to define thebest.practices
when it comes to gexperiencing. their



28 BRANDS
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SEARCH INTEREST.



Users mostly search
using brand-related
keywords.
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USERS MAINLY
SEARCH USING
BRAND KEYWORDS

Brand search versus
category search in 2019.

Part I: Search Interest - Brand Search

Monthly Average Search Volumes in 2019

58%

Brand Search

The majority of brand searches are basedsQisbianded, Direct-to-consumer beauty brands have increasingly
keyaoids such as “glossier” for example, rather than by been investing in consumers’ loyalty and advertising
category type (skin type, ingredient product type or concern), to ensure they are top of mind.

» o«

. “moisturizer” or “acne’.

» o«

for example “dry skin”, “retinol



SEARCH INTEREST.

CATEGORY SEARCH



Consumers perform more
than generic searches
on average per month
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MULTIPLE WAYS
TO SEARCH CONCERNS 7,7M

E.g. “Eye bags” Avg. searches per month
PRODUCTS 3,6M

E.g. “Antioxidant serum” Avg. searches per month
INGREDIENTS 3M

E.g. “Marula oil” Avg. searches per month
SKIN TYPE 1,2M

E.g. “Oily skin” Avg. searches per month

Source: Google Keyword Planner, last 12 months

Part I: Search Interest - Category Search

. Using Google Keyword Planner, .Based on this, we identified search

we.analyzed.and.grouped.15.500.000, volumes, specific topics and search trends.

keyanords into topics related to the
skincare search, then identified and

categorized search patterns by concerns,
products, ingredients and skin type.



Top 5

search topics are within
the Ingredients and
Product types categories




FASTEST GROWING

SUBTOPICS
IN SEARCH reeaenceanco | -

Ingredient Polyhydroxy

Search growth by subtopics (2016-2019)

Ingredients category product acial mask
ranking high in the search
growth, with Bakuchiol

leading the way. Product Facial toner

Product Antioxidant serum

Product Day cream

Specific Vegan

Ingredient Hyaluronic acid

Product Facial exfoliator

Ingredient Retinol

0% 500% 1000% 1500% 2000% 2500% 3000%
Part I: Search Interest - Category Search
. With consumers becoming increasingly . The ingredient Bakuchiol has similar . By careful analysis of search trends,
well-informed about the properties of properties as Retinol, boosting collagen brands can.adapt.andtailoctheir

certain ingredients, the.grosmdng.concern,  and elastin production and reducing productoffering, their landing pages
fornaturalingredicnts.oversynthetic, photo-aging like fine lines and wrinkles. and their media activities to capitalize
ones.anditheabilitytoeasilysearch itis  However, itis a natural ingredient, unlike on trends.

clear to see why Ingredients rank high in Retinol which is a synthetic derivative of
the search growth. vitamin A.



Even though ‘‘acne” is the

b
‘‘skin redness’’ is the




“ACNE”’ IS THE
MOST SEARCHED
CONCERN

Search volumes by Concern (2016-2019)
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Part I: Search Interest - Category Search



‘“SKIN REDNESS”’
IS THE FASTEST
GROWING
CONCERN

Part I: Search Interest - Category Search

Skin redness

Dehydrated skin

Sensitive skin

Skin discoloration

Blackheads

Anti-aging

Acne

Wrinkles

Erythema

Eye bag

Search growth by Concern (2016-2019)
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Even though “acne” had the highest search volume,

the 3-year growth rate was one of the lowest (54%),
in comparison to “skin redness” at 101%, and
“dehydrated skin”at 89%.
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‘“Moisturizer’’ is the

type
but ‘“facial mask’’ is the
fastest growing




MOST SEARCHED
PRODUCT TYPEIS
‘““MOISTURIZER”

Steady growth, with
seasonal spikes in January,
March and July.

Part I: Search Interest - Category Search

Search volumes
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mmm  Neck cream ===  Antioxidant serum === Facial mask mmm  Facial toner mmm  Facial exfoliator

Moisturizer

Lip balm

Night cream



‘“FACIAL MASK’’ IS

THE FASTEST

GROWING aaimas |,
PRODUCT

Search growth by Product (2016-2019)

Antioxidant serum
Facial toner

Day cream

Facial exfoliator
Moisturizer

Night cream

Neck cream

BB & CC cream
Facial cleansing
Lip balm
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Part I: Search Interest - Category Search

Brands can address interest in this product
type by adapting their communication efforts

and maximizing consumer’s purchase intent.



THERE ARE ALWAYS
CONSUMERS IN
MARKET DESPITE
SLIGHT
SEASONALITY.

Part I: Search Interest - Category Search

Search volumes
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Search volumes by Product Lip balm (2016-2019)
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.Brands need to address seasonal interest and .Not addressing this demand means losing revenue
capitalize on the spikes. However, copsiimers.ake, and leaving the exposure to your competitors.

alwaysson, continuously searching and looking
to shop on their own terms 24/7.



‘“‘Retinol’’ is the
ingredient type
but ‘‘polyhydroxy’’ is the




“RETINOL” IS THE
MOST SEARCHED
INGREDIENT

800,000

Search volumes by Ingredient (2016-2019)
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Search volumes
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mmm  Retinol Hyaluronic acid Witch hazel mem  Arganoil mm  Aloevera
Collagen mmm  Bakuchiol msm  Marula oil mmm  Essential oils mm Vitamin C

mmm Jojoba Oil mmm  Greentea mm  Caffeine mmm  Polyhydroxy

Part I: Search Interest - Category Search



‘“‘POLYHYDROXY”’
IS THE FASTEST
GROWING e I -

INGREDIENT

Marula oil

Search growth by Ingredient (2016-2019)

Aloe vera
Witch hazel
Collagen
Jojoba oil
Essential oils
Vitamin C
Caffeine
Green tea

Argan oil
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Part I: Search Interest - Category Search

With 2£99% growth, “Bakuchiol” was removed from the graph.



TRENDING
SKINCARE
INGREDIENT

Bakuchiol ingredient search
spike started in July 2018.

Part I: Search Interest - Category Search

Search volumes
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Search volumes by Ingredient Bakuchiol (2016-2019)

Exponentialgrowth with 839 monthly average
search volume in 2016 to 24,326 in 2019



KEY TAKEAWAYS

Part I: Search Interest - Category Search

v/ Brands need to be geagctive to new trends and aim to educate the consumer on their various
concerns. For example, brands can educate on how they can help consumers with “skin redness’”.

v/ Thereis a strong opportunity for brands to personalize theiradvertising plan based.on user’s
search intent showcasing the right products or content that can help the consumer in order to
accelerate their purchase decision.

v’ Also,.brands_can_increase their revenues. through performance marketing. By digging
deep into consumers’ keyword search interests, and identifying demand trends, brands can guide
their communication/production efforts accordingly. It's time for brands to predict intent instead
of chasingit.

v Knowing how.theic users.search allow brands to deliver more effectively additional
marketing efforts. Forexample, if a consumer bought a skincare product for “dry skin”, and if there
is a sample offering, brands need to leverage this signal and offer related-products.

v Identifying trends onthe rise such as natural-based ingredients like Bakuchiol, can leverage

brand’s positioning by showcasing theightinformation oningredients, testing, benefits, and core
technology, helping consumers make the right decision and accelerate their purchasing journey.



E-COMMERCE
ENVIRONMENT.
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Benjamin Dubuc.
Head of Search and Performance Media

360° Performance Marketing expert, Benjamin leads all search and performance media
projects in DLG Geneva office. With over seven years of experience in digital marketing,
Benjamin previously worked at leading agencies such as Publicis and FCB.

Growth hacker at heart, Ben is obsessed with moving his client's bottom-line.

Dino Auciello.
Head of Marketing & Client Development

Dino joined DLG (Digital Luxury Group) in 2017 as Head of Marketing & Client Development.

He is also the International Editor-in-Chief of Luxury Society, DLG’s business intelligence division
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Andrea Silva.
Marketing & Communications Manager

Brand and Digital Marketing expert, Andrea leads the marketing initiatives for the DLG (Digital
Luxury Group) Geneva office. Previously, Andrea worked at adidas for both its Digital Brand
Activation and the Business Development teams, based at its Latin America HQ.

Originally from Portugal, Andrea is fluent in five languages and holds a Masters in Marketing
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DLG (Digital Luxury Group) is the digital partner of forward-thinking luxury brands.

With offices in Geneva, Shanghai and New York, DLG blends luxury savoir-faire, industry insights,
and digital expertise to provide results-driven digital marketing strategies and services.

www.digitalluxurygroup.com



For more information:

Dino Auciello
Head of Marketing & Client Development

dauciello@digital-luxury.com

Andrea Silva
Marketing & Communication Manager

asilva@digital-luxury.com
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