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The beauty & cosmetics sector is 
is an area of retail that revolves 
around consumer lifestyles, personal 
expression and digital maturity. 

Diversity, inclusivity, body positivity 
and personal and shopping ethics 

are brought together in a product category that enables 
retailers to engage on a one-to-one level with customers. 
Shoppers want retailers to know them as a person – 
including every facial wrinkle and body worry – because 
for every one of those perceived issues, there’s a cream, gel 
or mousse to either cover or emphasise it.

Digital is playing a major part in enabling such brand/
retail/consumer interactions and turning them from purely 
transactional engagements into memorable experiences. 
If you have not recently ‘tried on’ cosmetics virtually using 
one of the many augmented reality tools online, I suggest 
you do so to see how the technology has evolved. 

Younger generations who live via their smartphones now 
expect retailers to provide engaging, rich content on their 
ecommerce sites as well as via the various social channels. 
Such tools are enabling brands to reach this target market 
and convince them to become loyal brand advocates.

Introduction
These interactions also provide data that enriches the 
relationship between retailer/brand and consumer, not 
just at the time of engagement but also during later 
conversations. Other retailers can learn from this. 

These digital experiences, providing first-party data, 
combine with loyalty schemes to give an increasingly 
tighter circle of listening and learning about the customer 
as an individual and using that information to provide a 
better, more personalised experience. Retailers can show 
understanding of each customer as a unique individual. It 
is this individuality that beauty & cosmetics has the ability 
to tone down or express in its fullest form.

Ian Jindal, CEO, RetailX

Market context 3
Partner perspective: Narvar 5
The UK consumer  7
Retail channels  9
Case study: Boots  11
Case study: Estée Lauder  12
Case study: Lookfantastic  13
Case study: Mankind  14
Case study: Revolution Beauty  15
Case study: The Body Shop  16
Figures  17
Conclusion 18

Contents

UK BEAUTY  REPORT | INTRODUCTION



3 | RetailX | July 2022

© 2022 retailx.net, distributed by InternetRetailing.net 

Annual percentage change in revenue for the online beauty care market in the 
United Kingdom, 2018-2025



Source: Statista RetailX 2022

Note: Data shown is using exchange rates on 12-05-22
Data retrieved from financial company reports, consumer surveys or analyst estimates
(f) = forecast
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Market Context
The UK beauty & cosmetics sector is 
changing fast as the impact of digital 
shakes up the entire industry

The UK is a key market for the beauty & cosmetics sector 
both in terms of consumer spending and the number 
of retailers and brands that have grown from small UK 
bases to become major global players. This is particularly 
true of online, where the UK pureplays which entered 
the market in the early 2010s have gone on to disrupt 
traditional markets around the world. 

UK consumers each spend more than £150 ($201) a year 
on beauty and personal care items. This is forecast to rise 
to closer to £250 ($292) by 2026.

Personal care items, such as dental, soap and 
shampoo, form the largest share of this market. 
Many of the products in this category are produced by 
conglomerates including Procter & Gamble, Unilever 
and Colgate-Palmolive. Skincare is the second-biggest 
segment, followed by colour cosmetics. Within the 
scope of this report, it is the latter categories that are 
highlighted, showing how the industry is moving from 
predominantly bricks-and-mortar based retailing to digital 
and omnichannel. 

■ Fragrances

■ Other beauty 

      care

■ Cosmetics

Total

Cosmetics

Fragrances

Other beauty  

care
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Consumers traditionally shopped at beauty counters in 
department stores or self-served off the shelf in pharmacy 
chains. These days, they can not only buy online, they can 
also receive beauty advice from social media influencers 
or the brands themselves via video calls or AI-powered 
chatbot or recommendation engines. 

The figures for the growth of online show how 
digital channels will continue to account for an ever-
increasing share of the total market for cosmetics, 
fragrances and other beauty items. The dip in 2021’s 
figures shows the phenomenal shift to online during the 
pandemic in 2020, although overall sales declined in many 
countries due to the pandemic restricting leisure activities. 

In 2022, companies are reporting growing sales in Western 
Europe, the UK included. For example, Estée Lauder 
reported net sales growing in every region and across 
all product categories as bricks-and-mortar retailing 
entered the “early stages of recovery”. 

UK health and beauty chain Boots, which is ranked Elite in 
RXUK Top500 research, reported a 22% overall increase in 
sales for its second quarter to 28 February 2022 over 2021’s 
figure. Boots gained market share across all categories, led 
by beauty.

UK BEAUTY  REPORT | MARKET CONTEXT

Beauty & personal care per-capita revenue (US$)

Source: Statista Consumer Market Outlook 2021 RetailX 2022

Note: Survey conducted in 2021 
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4. Make it easier to do exchanges, be they even or uneven 
exchanges. 
5. Incentivise customers to accept store credit over cash 
refunds.
6. Implement VIP return programmes that reward 
customer loyalty. 

What is the commercial value of going beyond the 
buy button?: If you’re interested in figuring out what an 
improved post-purchase experience might do for your 
beauty and cosmetic brand, use this ROI calculator to see 
for yourself.       
But as you use the calculator, keep this in mind: No matter 
the final number, investing in a seamless post-purchase 
experience will always pay off for your brand. From 
increased customer lifetime value to reduced WISMO/
WISMR inquiries, there’s only upside to be had.

Expert insight

Narvar pioneered how brands engage with 
consumers beyond the “buy” button through 
branded order tracking, delivery notifications, 
returns and exchanges. Today, Narvar supports 
1200+ of the world’s most-admired brands including 
Estée Lauder, L’Oréal, Clarins, Sephora, and Molton 
Brown.
www.narvar.com

Protecting Your Beauty Brand With a Flawless  
Post-Purchase Experience
Right now, someone is trying to poach your customer – a 
celebrity with a new mascara; an Instagram influencer 
pushing an emerging beauty startup; an entrenched 
competitor releasing a new line of eco-conscious skincare. 
To protect your brand against such fierce competition, 
it’s not enough to offer consumers a boutique of flawless 
products – you need to deliver a flawless customer 
experience as well.  
This is especially true if your brand is trying to capitalise on 
rising direct-to-consumer online sales.

Going beyond the ‘buy’ button leads to loyalty that’s 
more than skin deep: The moment a customer purchases 
your product online they “put their trust in [you]”, explains 
Gustavo Gonzales, Ecommerce Manager at Clarins. That 
first purchase is “not the end or the goal, but an important 
moment where [your] brand has the opportunity to build a 
long-term relationship.”
 

Chris Hoskin
Regional Director of Marketing, EMEA at 
Narvar

That is why perfecting the customer experience beyond the 
buy button is crucial to cementing loyalty and maximising 
lifetime value.      
As a starting point, using a branded tracking page (versus 
an unbranded carrier tracking page) gives you the 
opportunity to further immerse consumers in your brand 
story, your products, and your promotions. 
Done properly, something as simple as a branded tracking 
page can power impressive post-purchase results (for 
example, Urban Decay saw +31% higher conversion rates 
from customers visiting their branded tracking pages).

Using returns to set your beauty and cosmetic brand 
apart: Returns are seen as an outright negative in the 
beauty and cosmetic industry (after all, you can’t resell an 
opened lipstick or perfume, can you?).    
But for brands investing in customer experience beyond 
the buy button, returns are an opportunity – they can help 
you stand out in a competitive marketplace. 
Here are 6 ways you can use returns to improve the 
customer relationship and your bottom line. 
1. Set flexible return rules to account for different 
products, customer types, and return reasons. 
2. Use data from returns to make better inventory 
management decisions, as well as to improve your logistics 
and warehousing processes.
3. Let customers ‘keep it’ for product returns you will only 
discard upon receipt.

UK BEAUTY  REPORT | PARTNER PERSPECTIVE
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What do you shop for 
online, by gender, 2021?

Note: Figure includes 723 responses from UK
residents who shop online 
Consumer research conducted during November 2021

RetailX 2022Source: RetailX
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Consumers
Quality, science-based ingredients, 
sustainability, social media and brand 
recognition all affect the ways in which 
consumers buy

The majority of beauty & cosmetics sales take place in 
bricks-and-mortar stores, with many consumers saying 
they prefer shopping in this way. A third of consumers 
buy cosmetics online, which is above the European average 
of 28%. Indeed, this category is the third-largest for women 
shopping online, only slightly behind fashion and groceries. 
45% of women in the UK have shopped for beauty & 
cosmetics products online, compared to 21% of men. 

The mix of products bought is changing, with quality being 
a key concern for consumers. Within skincare, they are 
increasingly choosing ingredients that are scientifically 
proven to work. At retail chain Boots, the expert skincare 
category is outpacing other areas of facial skincare, with 
the retailer seeing a 41% increase in sales year-on-year. 
Science-based brands such as The Inkey List, CeraVe 
and La Roche Posay have seen the biggest sales 
increases at Boots, with the former growing sales 96%.

Department store John Lewis reports the same trend and 
this is likely to continue since consumers have educated 

■ United Kingdom

■ European average

■ Females

■ Males
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Purchase criteria for 
personal care in
the UK, 2021

Note: Multiple answers were possible
Survey conducted in 2021

RetailX 2022Source: Statista Global Consumer Survey
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themselves about ingredients and their effectiveness 
during multiple pandemic lockdowns. Skincare 
ingredients such as retinol, vitamin C and hyaluronic 
acid are among the top searches.

Consumers are also price sensitive and with mid-range 
products priced at around 60% less than the premium 
brands, these could become more appealing as consumers 
see their disposable incomes squeezed by the increasing 
cost of living. 

The beauty & cosmetics sector inspires high levels of 
customer loyalty, particularly to brands, with those 
consumers who find products that work for them likely 
to become repeat purchasers. 42% of consumers say that 
brand is a consideration when deciding what to buy. 

45% of 16 to 34-year-olds are using skincare and 
beauty routines to reduce stress or anxiety and boost 
their mood. This is a group likely to be following social 
influencers since 42% of 18 to 24-year-olds are also 
inspired by social media to buy colour cosmetics.

This trends towards self care and personal wellness 
extends to sustainability and products that have less 
impact on the planet. Millennials are more likely to buy 
such environmentally conscious products than any 
other age group.

UK BEAUTY  REPORT | CONSUMERS

Importance of luxury/premium products, 
by category in the UK, 2021 

Note: Multiple answers were possible
Survey conducted in 2021
  RetailX 2022Source: Statista Global Consumer Survey
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Number of cosmetics and toiletries 
retailers, by UK turnover, 2021

Note: Turnover provided to the ONS for the majority of traders is based on VAT returns 
for the 2019/2020 financial year 

RetailX 2022Source: Office for National Statistics (UK)
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Retailers
Omnichannel, pureplays and brands are 
all innovating in what is an attractive 
market for overseas companies

The majority of UK-based beauty & cosmetics retailers 
have an annual turnover below £2m, with 80 having 
sales above that and 15 turning over more than £50m 
annually. The largest are omnichannel retailers, which 
also sell healthcare products. The company with the 
highest level of ecommerce sales, specifically selling beauty 
products, is Lookfantastic.

Pureplays have shaken up the beauty industry with 
their agility, business models and ability to engage 
younger consumers. As a brand, Revolution Beauty 
brought the fast-fashion, customer-led ethos to the beauty 
sector and, in turn, grew a global following. Its ecommerce 
sites enable it to test products before launching them to 
bricks-and-mortar retailers. 

Brands, which have traditionally sold through third party 
retailers and concessions counters in department stores, 
have not been left behind. Brands have embraced 
digital channels and the ability they give to connect 
with customers. They have led innovations in customer 
experience online, implemented augmented reality and 

UK BEAUTY REPORT | RETAILERS

Countries from which shoppers visit the 
UK-based beauty Largest 50 retailers

Note: There are 27 United Kingdom-based retailers among the United Kingdom beauty 
Largest 100
The Largest 50 beauty retailers are selected based on British consumer web traffic 
Data based on 98% of the Largest 50

Source: RetailX, drawing on data from SimilarWeb RetailX 2022
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virtual try-on technologies enabling customers to see 
how different cosmetics would look, or to colour match 
foundation or lipstick. They are also trying different ways 
to reach consumers virtually within the metaverse.

The use of livestreaming – combining video with links 
to buy featured products – is increasing, giving retailers 
a way to reach customers through rich content as well as  
to collaborate with brands and influencers.

Digital is also integrating into bricks-and-mortar 
retailing in ‘more-than standard’ omnichannel services 
such as endless aisle online or click and collect. For 
example, shoppers can book appointments online with in-
store beauty advisers, have their skin analysed for skincare 
recommendations or view products trending on TikTok. 
Clinique is using NFC tags on Moisture Surge 100H jars 
so that consumers can tap their phone to take a quiz 
and received personalised skincare advice, or take 
personalised selfies to share on social media.

The UK market holds promise for retailers headquartered 
overseas. 7.5% of web traffic from UK consumers goes 
to beauty companies headquartered in the US, while 
1.4% goes to French companies. Beauty retailer Sephora, 
owned by LVMH, bought UK pureplay Feelunique in 2021 in 
a deal that marks its first big push into the UK.

UK BEAUTY REPORT | RETAILERS

Leading websites in the UK beauty sector, 
by share of voice, 2021

Note: Beauty categories include: eyes, face, general, accessories and gifts, lips, and nails
Survey conducted Q4 2021
Source: Pi Datametrics accessed via Statista RetailX 2022
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Boots operates online in the UK as well as through a 
network of 2,200 bricks-and-mortar stores. It sells a 
wide range of beauty & cosmetics products alongside 
pharmacy services and personal and healthcare items. 

Within beauty & cosmetics, it sells premium and 
mass market products, with vegan and black 
founded and inclusive brands all highlighted in its 
online navigation. Brands include Urban Decay, Kylie 
Cosmetics, NYX Professional, Rimmel, Max Factor and 
its own No7 range.

Virtual beauty is also highlighted. This ranges from 
augmented reality virtual try-on technologies for 

particular brands to a skincare questionnaire that serves 
up personalised product recommendations. 

Boots offers other in-store and video consultations 
which are bookable online with one of its beauty 
advisers to discuss cosmetics, skincare, application 
techniques or specific areas. A face-to-face in-store 
appointment enables skin to be analysed further.  
A digital device, about the size of a smartphone, 
measures fine lines and wrinkles, oil balance, pores, 
hydration and skin tone for shade matching. From this 
data, advice can be given about skincare routine 
and specific products from the No7 range along with 
complementary colour cosmetics.

©
 w

ww
.bo

ots
.co

m

Boots could be moving to new owners as Walgreens Boots Alliance receives bids for the UK operation

The retailer is strong on omnichannel services, being 
ranked Elite in RXUK Top500 research. It operates a 
leading loyalty scheme which has recently been revised 
and re-invigorated from a purely points-based scheme 
to one which offers lower prices instantly and exclusive 
offers to scheme members. Lower prices are marked 
online and on the shelves in larger stores. Further 
personalised offers are sent via its mobile app.

The retailer is part of the Retail Pharmacy International 
Division of Walgreens Boots Alliance but is reportedly up 
for sale with a valuation of around £5bn-£7bn.

Company: Boots
Headquartered: Nottingham, UK 
Founded: 1849 
Online: www.boots.com

UK BEAUTY  REPORT | CASE STUDY
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Cosmetics brand Estée Lauder is indicative of brands 
that have traditionally sold via beauty advisers in 
stores, as well through retailer’s ecommerce sites.  
The company now sells direct to consumers online, 
with its site highlighting new, best-selling and award-
winning products across skincare, cosmetics and 
fragrance lines.

Some of the product pages feature videos showing 
customers how to use an item, while beauty advisers 
are available to give advice and answer customer 
questions during free, one-to-one appointments. 
These sessions are bookable online and delivered 

either online or in person at a Boots or John Lewis 
store. Consumers can ask questions in real-time with 
Liv, the brand’s WhatsApp chatbot, or chat with one 
of the company’s expert makeup experts via video. 
Alternatively, a shopper’s photograph can be uploaded 
and personalised advice and recommendations given 
via live chat. 

The site is rich in self-serve options as well. Tutorials 
educating consumers about different techniques 
and looks feature, as do skin analyser and augmented 
reality product-matching tools. A QR code links shoppers 
with the iMatch Virtual Skin Analysis tool. All that’s 
required is for the shopper to take a smartphone selfie 
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Video, personalised services and opportunities to interact with the brand feature across Estée Lauder’s ecommerce site

and Estée Lauder’s technology will analyse their skin to 
find the best skincare formulas to suit.

Following a trend that started in China, Estée Lauder 
has been running monthly livestreams online in the 
UK. Each month, discussion on a different topic is hosted 
by an Estée Lauder company expert, influencer, beauty 
blogger or independent makeup artist. Any products 
mentioned during the livestream are highlighted 
and links to purchase included on the screen. The 
livestreams are recorded and so are also available to 
watch after the event.

Company: Estée Lauder
Headquartered: USA
Founded: 1946
Online: www.esteelauder.co.uk
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for a personalised service
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Lookfantastic is one of multiple beauty and health-
oriented ecommerce businesses within the THG 
Holdings plc stable, having been acquired in 2010.  
The pureplay has a large customer base in the UK  
and across Europe. It ships to customers in over  
200 countries.

The retailer sells cosmetics and skincare products 
alongside suntan lotions, haircare, fragrances and 
electricals such as hair straighteners, LED masks and 
toothbrushes. In all, more than 22,000 products are 
on sale from 660 premium brands. These include 
MAC Cosmetics, Kérastase and Yves Saint Laurent.

New products, brands and trending items are all 
highlighted in the navigation, along with green beauty 
and the retailer’s latest blog posts. To help customers 
find the best selling items, the trending navigation 
links to items trending on TikTok, the most wanted 
items on wishlists and staff favourites. 

Discovery features help customers to narrow down 
searches and find products, as do tutorials and a 
digital magazine. A beauty box is also available as a 
one-off or on a monthly subscription.

A new customers’ offer gives a 15% discount on first 
purchase, while a summer sale sees the cost of some 
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Lookfantastic is the largest pureplay beauty retailer in the UK

items halved. Delivery in the UK is free on orders of 
£25 or more, with customers choosing delivery to 
home, to one of 5,000 collection points or to an InPost 
locker. Next-day delivery is available for £4.95. A same-
day option is available for customers in London, 
Manchester, Liverpool and Birmingham. Customers 
can also choose an eco option, with final-mile delivery 
on foot, by bike or electric vehicle.

Costing £9.90 a month, a 12-month delivery 
membership scheme gives customers free standard, 
next-day or eco-delivery on all purchases, regardless 
of order value.

Company: Lookfantastic
Headquartered: UK
Founded: 1997
Online: www.lookfantastic.com
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Retailing more than 660  
premium brands
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Mankind was founded in 2001 to differentiate men’s 
grooming from general beauty & cosmetics sites. It  
was acquired by THG in 2010. 

Today, Mankind says it delivers a “fuss-free” and 
“pleasurable” experience, saving men both time and 
inconvenience of visiting an in-store counter. Along 
with shaving products, Mankind highlights hair care, 
body care, fragrance and dental in its main navigation. 
A link to makeup products appears on certain pages, 
although not always in the main navigation. This links 
to 98 different products.

Beauty boxes are available as collaborations 
between Mankind and Lookfantastic, another of  
THG’s retail sites.

‘New & Trending’ categories and products are included 
in the navigation, as are brands. In all, more than 300 
brands are listed, including Bulldog, Jack Black, 
American Crew, Clinique for Men, Aesop and Hanz de 
Fuko. The top brands within each category are included 
as part of the navigation, which makes shopping simpler 
and faster.

‘Blog’ and ‘Masterclass’ pages give advice on 
different products and areas of grooming. These are 
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THG company Mankind aims to make it easy for men to buy beauty and body care products in one place

text-based rather than the videos and social links now 
expected on sites targeting women. 

UK delivery is free on orders of £25 or more, with orders 
below this charged at £2.95. Delivery takes two to three 
days. Orders placed by 11pm can be delivered next 
day, seven days a week, while orders received by 
11am can be delivered that evening.

Discounts are available for first-time customers as 
well as for students and key workers. Customers 
are encouraged to refer a friend or become brand 
advocates by getting a discount code and tracking link 
so they can earn commission on social media posts.

Company: Mankind 
Headquartered: UK
Founded: 2001
Online: www.mankind.co.uk
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Making the purchase of men’s 
grooming fuss-free and pleasurable 
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Revolution Beauty brought the ideas of fast fashion 
to the beauty industry by constantly challenging 
traditional beauty brands with trend-led products and 
disruptive marketing strategies. Quality, inclusivity, 
innovation and affordability have been key to the 
brand since launching with 300 products in 2014. 

It now has more than 6.6m social followers and 
is sold in 11,000 retail stores in 64 countries. It 
links further into the physical space through its My 
Revolution platform, which enables customers to 
book appointments at home, office or hotel room with 
a beauty professional at any time. All of the beauty 
professionals are vetted and screened. 

Revolution Beauty’s product ranges of beauty, skincare, 
hair and body products and cosmetics sees 52 product 
launches a year. Collaborations, new and trending 
products all feature prominently on its ecommerce site.

Collaborations include those with Love Island, 
Coca-Cola and beauty journalist Sali Hughes, whose 
products include frequently-searched for ingredients 
including hyaluronic acid and ceramides.

Included in the navigation to the makeup and skincare 
categories are headings for ‘Discover’ and ‘Shop the edit’. 
‘Discover’ offers advice on how to choose products such 
as shade matching and tutorials on application, while 
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Revolution Beauty brings fast trend-led products to a socially active customer base

‘Shop the edit’ helps consumers narrow down searches 
to areas of interest. Within makeup, there are links to 
vegan products, Revolution Beauty’s forever flawless 
eyeshadow palettes, items with five-star ratings and 
those that went viral on TikTok in 2021.

Photographs of customers feature on the home 
page and, in keeping with the social links, customer 
photographs are used instead of AI and AR 
technologies in helping customers match foundation 
colours to their own skin. They also answer a couple 
of questions about skin tone and then choose the 
customer whose look they’d most like to match with.

Company: Revolution Beauty
Headquartered: UK
Founded: 2014
Online: www.revolutionbeauty.co.uk
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Disrupting the beauty industry
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The Body Shop is returning to its roots by actively 
promoting social and environmental issues and 
highlighting them to customers. Founded in 1976 by 
Anita Roddick, the body care and beauty brand is part 
of Brasilian Natura. This is the holding company for 
fellow natural beauty companies Aesop and Natura & 
Co and one of the key players highlighted in the RetailX 
Global Beauty & Cosmetics report.

The Body Shop itself is a B Corp, so recognised for 
putting people and the planet on an equal footing 
as financial performance. Its sustainability report, 
modern slavery statement, tax strategy and corporate 

governance statements are all accessible easily on 
its customer-facing ecommerce site. This highlights 
the company’s desire to be transparent and share its 
messaging with customers.

The company sells its own brand hair and body care 
products, including shampoos, gels and body butter, 
as well as other skincare items, colour cosmetics and 
fragrances. Ingredients are ethically sourced, many 
labelled vegan and/or Community Fair Trade – The 
Body Shop’s own fair trade programme.

While sustainability features prominently on its site, its 
products, trending items and advice also feature.
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The Body Shop sets out to prove that business can be a force for good

Along with its high street stores and website, The Body 
Shop also sells in the UK via a direct to consumer 
channel, The Body Shop at Home. Globally, it is in 2,600 
locations in more than 80 countries. 

In the UK, its stores are designed with shop fittings 
made from sustainable materials such as recycled 
plastic and reclaimed wood. Refill stations, which 
enable customers to reuse aluminium containers by 
getting them refilled with shampoo, conditioner, shower 
gel or hand wash, are being rolled out across stores. The 
company plans to have refill stations in 159 UK stores 
and 500 globally by the end of 2022. It also encourages 
customers to return other containers for recycling.

Company: The Body Shop 
Headquartered: UK
Founded: 1976
Online: www.thebodyshop.com
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Pioneering natural and  
ethical products
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The UK beauty & cosmetics market has recovered from the effects of the 
pandemic, with brands and retailers reporting strong sales across categories 
from fragrances to cosmetics. As UK department stores have declined in 
recent year, Boots and Marks & Spencer have stepped up to fill the gap in the 
high street beauty market, expanding their beauty offerings by increasing the 
number of brands they sell both in-store and online. 

The personalised experience that was once the premise of bricks-and-mortar 
stores has been recreated online, with brands, pureplays and omnichannel 
retailers using tools such as augmented reality and artificial intelligence to 
expand the user experience online and provide product recommendations to 
individual customers. These digital tools are now also influencing the in-store 
shopping experience as retailers create ever-closer links between ecommerce, 
social, mobile and physical. Sustainability, body positivity, diversity and 
inclusivity are increasingly present in products and marketing. 

However, discounting is prevalent and consumers’ disposable income is 
starting to be squeezed by April’s increase in National Insurance along with 
rising fuel, energy and food costs. Retailers will have to work hard to create 
memorable shopping experiences and connect with their customers. The 
‘lipstick effect’ of a single affordable luxury seen during the last recession 
could well return.

We hope that you have found our research and analysis to be of interest and 
commercial value. We welcome questions on this report and suggestions and 
comments for future UK or beauty & cosmetics sector reports via:  
research@retailx.net.
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