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FOREWORD. 
The 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.
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EXECUTIVE
SUMMARY.
 

Augustinus Bader
Drunk Elephant
Glossier

77% =

+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 
searches in 2019 were 
performed on mobile.

Skincare brands from 
conglomerates Estée Lauder  
and L’Oréal Group are the 
most sought-after in 2019.
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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 
that have skincare as their main product*.  
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).

The panel includes established brands in the 
industry together  with newcomers/challengers. 
They are mid-range to high-end brands.

The whole panel offers direct-to-consumer 
e-commerce 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, for instance).

*This research is not exhaustive, it aims to give a sense of the trends
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METHODOLOGY. 
This report is divided in two parts: 
 

Part I: Search Interest  
We first explored the skincare search interest 
on Google, in English, on branded and category 
searches, aiming to demonstrate user intent, 
from awareness and research, to e-commerce 
or physical purchase. The branded search 
part includes both brand and specific product 
keywords, with a total of 11,989 analyzed 
keywords. For the category search element, 
we analyzed a total of 15,085 keywords 
which we grouped into topics related to the 
skincare search, identified and categorized 
search patterns by concerns, products,  
ingredients and skin type. 
 

Part II: 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 the best practices 
when it comes to experiencing their 
e-commerce services. 
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28 BRANDS 
ANALYZED. 
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BRAND SEARCH         CATEGORY SEARCH

SEARCH INTEREST.IPART
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#1
Users mostly search 
using brand-related 
keywords.
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Part I: Search Interest - Brand Search 

Monthly Average Search Volumes in 2019

58% 
Brand Search 

42% 
Category Search

The majority of brand searches are  based on branded 
keywords such as “glossier” for example, rather than by 
category type (skin type, ingredient product type or concern), 
for example “dry skin”, “retinol”, “moisturizer” or “acne”.

Direct-to-consumer beauty brands have increasingly 
been investing in consumers’ loyalty and advertising 
to ensure they are top of mind.

USERS MAINLY
SEARCH USING
BRAND KEYWORDS.
 
Brand search versus  
category search in 2019.
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Part I: Search Interest - Brand Search 

BRAND SEARCH         CATEGORY SEARCHIPART SEARCH INTEREST.



12

#2
Search interest for skincare 
brands is growing.  
With mobile accounting for 
almost 80% of searches.
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Part I: Search Interest - Brand Search 

MARKET GROWTH.
 
Industry seasonality: 
a constant growth over 
the time period. 

Growth of skincare brand search 
interest in the past 3 years

Skincare Searches
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Part I: Search Interest - Brand Search 

SHARE OF MOBILE 
SEARCHES.
 
Steady growth of searches 
through mobile.

Since 2016
+26% 
 

Share Of Mobile Searches
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Part I: Search Interest - Brand Search 

THE AGE  
OF ASSISTANCE.
 
It has never been easier 
to search online.

. It has never been easier to search on the go, with mobile devices empowering users to search 
anywhere at any time. Since 2016, the share of mobile searches grew by 26 percentage points, 
with 77% of searches in 2019 being performed on mobile.

. Consumers have become more educated, researching products or services before buying,  
or even visiting a physical store. 
From brand recommendations, checking reviews and comparing prices, to looking up social 
media content, consumers make their purchase by being more informed than ever… as seen 
in the growth of skincare brands’ search interest (51%)  over the past 3 years.

. Even when consumers are at a physical store, they can search about their product of interest 
to make sure it is the right fit for them, compare prices or even hunt for deals. 
According to a Google research1, mobile search queries that take place in-store have grown 
by 15% in recent years.

. Creating a personalized and frictionless experience has become the new normal for  
every shopping .

1Source : Think with Google  www.thinkwithgoogle.com/consumer-insights/online-in-store-shopping-search/
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#3
Startup skincare brands 
show the fastest growing 
search demand.
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Part I: Search Interest - Brand Search 

FASTEST GROWING 
ONLINE DEMAND.
 
New skincare brands 
Drunk Elephant and Glossier 
are less than 10 years old.

Brand Search Growth (2016-2019)

Drunk Elephant

Glossier

Neutrogena

SkinCeuticals

La Roche-Posay

La Mer

Caudalie 

Tata Harper

Chantecaille 

Sk II
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Part I: Search Interest - Brand Search 

DRUNK 
ELEPHANT.
 
Internet-born, with 
a strong Instagram 
community, and fast 
customer feedback 
reaction.

. Acquired by the Japanese group Shiseido 
in early October 2019, Drunk Elephant took 
its first steps in 2012 in Houston, Texas.  
It launched its own website with six core 
products set at a premium pricing on its own 
website. For example, the Lala Retro Whipped 
Cream moisturizer is $60 for 50ml.

. Later, with a deliberately slow distribution, 
the brand started selling exclusively with 
Sephora in the United States, becoming one 
of the fastest-growing skincare companies in 
the retailer’s history.

. Its success can be attributed to diverse 
factors: natural and transparent formula 
of ingredients, minimalistic packaging, 
leveraging the power of social media through 
free influencer endorsement, product 
placement, sponsored content and strong 
consumer engagement.

. Also, receiving and responding effectively 
to its customer feedback on Instagram, 
aligned with the brand’s minimal line-up 
has allowed the brand to quickly adapt 
their products. An example of this is the 
Umbra sunscreen formula update, which was 
a direct result of customer feedback.

Source: Drunk Elephant
Customer review, Instagram Umbra product launch announcement, Instagram
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Part I: Search Interest - Brand Search 

GLOSSIER.
 
Millennial-friendly 
marketing and social 
media strategy.

. This privately-owned brand started in 
2014 with a simple offering of four products: 
Soothing Face Mist, Priming Moisturizer, 
Balm Dotcom salve and Perfecting Skin Tint 
foundation. 

. Since its creation, the strategy and 
communication has had an emphasis on 
millennial-friendly marketing and social 
media, with the founder’s blog ”Into the 
Gloss” being used as a focus-group platform 
to receive feedback on current and interest 
for future products.

. With its pink-and-white minimalist 
packaging, direct-to-consumer business 
model and accessible prices (for example 
its Lash Slick mascara costs $16), the brand 
acquired popularity not only among young 
people but also gained celebrity approval.

. Starting as digital-only, Glossier’s brand 
identity was primarily formed on Instagram, 
it later opened its pop-up shops to build a buzz 
before launching its first flagship in New York 
City. The brand capitalizes on its technology 
and brand design to provide its users with the 
perfect Instagrammable experience.

Source: Glossier
Flagship in New York Flagship in Austin Glossier's Instagram
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AUGUSTINUS  
BADER. 
 
Best launch of the past 
3 years.

Augustinus Bader is the « genuine »
fastest growing brand, growing from 
5,000 searches in February 2018 to more 
than 40,000 a year later, representing a 
30783% growth. 

launched in February 2018, this luxury 
skincare brand currently shows as much 
search volume as more established brands 
such as Malin + Goetz, Eve Lom & Rodial.

Augustinus Bader Branded Searches
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Part I: Search Interest - Brand Search 

AUGUSTINUS  
BADER. 
 
Results-oriented German 
brand, where science is the 
new "sexy". 

.  Augustinus Bader, world-leading stem-
cell and biomedical scientist, founded his 
namesake skincare line with just two 
products (The Cream and The Rich Cream) 
offered at a high-range luxury price. Bader’s 
face moisturizer The Rich Cream is priced at 
$265 for 50ml.

. The company initially started selling 
through their website, opening their Paris 
flagship store in April 2018 and later selling 
exclusively at beauty retailer Violet Grey.

. Its rapid growth is a reflection of the brand 
leveraging its authority through word-
of-mouth, rave reviews and celebrity 
endorsement, making it an A-lister favourite 
(Naomi Campbell and Kim Kardashian) and 
achieving cult status.

. The brand recently launched the Cell 
Rejuvenating Priming Moisturizer in 
partnership with Victoria Beckham Beauty.

. 10% of Augustinus Bader’s profits go 
towards its foundation’s further research of 
healing technologies.

Source: Augustinus Bader
Victoria Beckham X Augustinus Bader The Rich Cream
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Part I: Search Interest - Brand Search 

WHAT DO 
THEY HAVE
IN COMMON?
 
New skincare products 
have the fastest growing 
demand.

. All new skincare brands offer a simple and 
limited product line offering, Drunk Elephant 
with six products, Augustinus Bader two main 
products,  and Glossier four.

. Also, they are digitally-born brands, 
meaning that they started their business 
model and marketing activities already 
adapted to the online landscape. Each 
company ethos is centered on building a 
sense of community around their brand, 
product and experience.

. Glossier and Drunk Elephant expanded to 
brick-in-mortar with their own flagships with 
the mission of extending their consumer’s 
online experience.

. Both Glossier and Drunk Elephant also 
provide strong consumer support through 
their social media, especially on Instagram. In 
addition to leveraging consumer engagement 
with personalized conversations, they are able 
to turn their feedback into products quickly. 
Their agility and flexible business models allow 
them to listen to consumer opinion, and rapidly 
adapt the product packaging and ingredients 
according to the consumer views and needs.
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#4
Established brands 
Neutrogena, SkinCeuticals 
and La Roche-Posay 
are keeping pace with 
the younger upstarts 
in the market.
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SOME 
ESTABLISHED 
BRANDS ARE 
KEEPING UP.  

Search growth in the past 3 years (2016-2019)

+106%
+89%

Part of L’Oréal Group

Part of The Estée Lauder Companies 

+117%
+116%

Part of Johnson & Johnson 

Part of L’Oréal Group
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NEUTROGENA.
 
Low-costs and high 
credibility brand, 
strategically activating 
its channels to 
the target audience.

.  Neutrogena was founded in 1930 in Belgium, 
and was acquired by Johnson & Johnson 
in 1994. The brand’s strong relationship 
with dermatologists in the early 60s gave 
the company an exceptional competitive 
advantage. Neutrogena positions itself as 
the #1 dermatologist-recommended skincare 
brand, offering a “kind to the skin”, residue-
free soap formulated from pH balance, with a 
product range covering all skin-types.

.  Distribution-wise, Neutrogena partners 
with several hospitals, clinics and hotel 
chains, aligned with a widespread supply 
chain and distribution network, from 
supermarkets to convenience stores and 
drugstores,nevertheless maintaining its  
high-quality status. 

.  With a strong presence across all channels, 
Neutrogena’s communication is strategically 
adapted by channel/ audience; with big-
screen celebrities such as Nicole Kidman in 
TV commercials, to small-screen influencers 
such as Angelique Miles in Instagram, both 
endorsing  the same product. 

Source: Neutrogena
Consumer engagement: Neutrogena's Instagram 
 

Angelique Miles: Neutrogena's Instagram

Nicole Kidman: Neutrogena's TV Commercial

25
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SKINCEUTICALS.
 
Positioned as a medical 
aesthetic skincare 
brand with medical 
distribution network.

. Founded in 1997, SkinCeuticals has been part 
of the L’Oréal  Group since 2005. Positioned 
as a medical aesthetic skincare brand, it 
leverages its authority by showcasing its 
extensive research and scientific evidence, in 
addition to being endorsed by dermatological 
and medical professionals. It is referenced 
multiple times in “mass reaching” platforms 
such as Allure.

. The brand’s regimen philosophy is centered 
around three pillars - prevent, protect 
and correct - which the brand successfully 
leverages to upsell.

. SkinCeuticals has a selective distribution 
network, both online and offline, including 
a number of high-end beauty specialized 
retailers, luxury beauty boutiques, pharmacies, 
dermatologists, cosmetic surgeons and spas.

. SkinCeuticals’ pricing is high-range with one 
of its online best-sellers, Triple Lipid Restore 
2:4:2, anti-aging cream, priced at $128 for 40ml.

Source: SkinCeuticals 
Instagram communication
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LA ROCHE-POSAY. 
 
Sensitive skincare 
brand recommended by 
numerous dermatologists 
worldwide. 

. With a history dating back to the 14th century 
with the discovery of La Roche-Posay thermal 
springs, the brand was created in 1975 and 
later acquired by L’Oréal Group in 2003.

. The brand positions itself as being the 
industry leader in the development of 
minimalist formulas dedicated to sensitive 
skin, with its products containing the La 
Roche-Posay Thermal spring water. 

.  Its authority and trustworthiness are 
strengthened by the numerous dermatologists’ 
endorsements and partnerships in creating 
several awareness campaigns on the prevention 
of skin cancer. 

. The brand has a large distribution 
network, both online and offline, with their 
own e-commerce and thermal center, retailer 
network such as Walgreens and Douglas (both 
online and offline), dermatologists and spas.

.La Roche-Posay has incorporated different 
technologies that help the consumer identify 
the best product for their skin and promote 
their products, such as Effaclar Spot scan and 
the UV Skin Tracker with Anthelios.

Source: La Roche-Posay 
PoreScan My Skin Tracker UV 
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LA MER. 
 
Gained cult status in the 
early 2000s; has made a 
recent comeback for its 
regenerative properties. 

. Acquired by The Estée Lauder Companies 
in 1995, La Mer was founded by the German 
scientist Max Guver, who dedicated 12 years 
of research to create the product’s formula, 
based on a variety of kelp found in the ocean 
near his California home. 

. The brand’s luxury positioning is visible 
intheir communication, where the connection 
to the sea and regenerating properties stand 
out. The brand practices high pricing, with its 
signature product La Mer moisturizing cream 
starting at $90 for 15 ml, to $510 for 100 ml.
 

.  La Mer makes its products available through 
its own e-commerce platform and through an 
extensive variety of retailers, from brick-and-
mortar such as Sephora and Douglas stores, 
to online platforms such luxury fashion 
retailer Net-A-Porter. 

. Considered a cult product, it was highly praised 
by the public and especially by celebrities such 
as Jennifer Lopez and Jennifer Aniston. In the 
recent years it has gained more popularity, 
through recent campaigns with the renowned 
fashion photographer Mario Sorrenti and his 
daughter Gray Sorrenti, who were invited to 
re-invent the iconic moisturizer. 

Source: La Mer
Instagram's communication
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SURFING  
THE TREND. 
 
Established brands 
capitalizing on informed 
consumer’s search interest.

. Neutrogena, La Roche-Posay and La Mer have a widespread distribution network, specially 
offline, allowing their brand to have a strong and constant presence along the consumer journey.

. Besides their strong endorsements backed-up by a network of medical professionals, 
particularly for SkinCeuticals, the mentioned established brands have been properly leveraging 
their authority and positioning through social media communication. 

. With consumers becoming increasingly informed about the dangers of sun exposure, 
and concerned with preserving a youthful appearance, a strong growth is expected for sun 
protection and anti-aging products. Aligning this concern with markets such as the emerging 
ones (China, Russia and India), where there’s an overall rising income of the population, means 
that consumers have more purchasing power to acquire effective products rather than going 
for a cheaper option2. The established brands, backed up by their group and dermatologist’s 
endorsements, can leverage this  knowledge to market their products as most results-
effective to consumers.

. La Roche-Posay stands out with its skincare technology applications which go hand-in-
hand with the usage of its products.
2Source:  Statista, https://www.statista.com/markets/415/topic/467/cosmetics-personal-care/
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#5
L’Occitane, Eve Lom and 
Rodial show the slowest 
search interest growth.



0 4% 8% 12% 16% 18%
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SLOWEST GROWING 
ONLINE DEMAND.
 
Eve Lom shows 0% growth 
over the past 3 years. 

Slowest Search Growth (2016-2019)

.The overall skincare beauty market is growing, due to 
available ingredient information, consumers’ growing 
awareness of sun exposure consequences aligned 
with their increase of willingness to pay for a perceived 
effective product, among other things; but not all 
brands are growing at the same pace.

.Eve Lom has had no search interest growth over the 
past years, followed by Olay the second slowest growing 
registering a 9% growth, and L’Occitane with 11% growth.
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11%

12%

16%
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#6
Brands belonging to 
conglomerates are 
the most searched in 2019.
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MOST SEARCHED 
SKINCARE BRANDS
IN 2019.
 

Top skincare brands searched in 2019, by monthly search volume
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CONGLOMERATES’ 
BRANDS ARE 
TOP RANKED.
 
Glossier is the only 
independent brand in the 
present upper ranking. 

.Brands belonging to conglomerates like Estée Lauder and 
L'Oréal Group are still leading the way in terms of search 
volumes, thanks to their extensive distribution networks, 
experience in handling multiple categories in e-commerce 
and  investment in digital transformation, enabling them to 
become more agile.

#01

#07 #08 #09 #10

#04 #05 #06#03

Part of The Estée Lauder Companies 

Part of Clarins Group Part of  Shiseido Group Independent Part of  L’Occitane Group

Part of L’Oréal GroupPart of Johnson & Johnson

#02
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KEY TAKEAWAYS.  
✓✓ There has been a 51% rise in search growth of  skincare brands in the past three years, 
with searches through mobile increasing by 26 percentage points in the same period. This 
demonstrates a clear signal on the growing importance of having brand strategies adapted for a 
seamless omnichannel consumer experience and providing a frictionless shopping encounter, 
assisting the consumer’s purchase throughout the different touchpoints in their journey. 

✓✓ Established brands Neutrogena, SkinCeuticals, La Roche-Posay and La Mer are following 
newcomers as the fastest growing skincare brands, leveraging the consumer’s growing 
concern for effective products, showcasing the possibility for historical brands to maintain 
the momentum.

✓✓ Interestingly, new brands Glossier and Drunk Elephant started as digital natives and then 
moved to brick-and-mortar, while traditional brands have done the reverse- aiming to become 
more digitally-centered and transforming their organizations to become more agile.

✓ ✓ A simple product offering, streamlined and unfussy packaging, and strong consumer feedback and 
engagement, allows brands to be more agile in adapting their products to consumer demands.
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IPART BRAND SEARCH         CATEGORY SEARCH

SEARCH INTEREST.
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Consumers perform more 
than 15M generic searches 
on average per month.

#7
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MULTIPLE WAYS 
TO SEARCH.
 

 

CONCERNS
E.g. “Eye bags”

PRODUCTS
E.g. “Antioxidant serum” 

INGREDIENTS
E.g. “Marula oil”

SKIN TYPE
E.g. “Oily skin”

7,7M
Avg. searches per month

3,6M
Avg. searches per month

3M
Avg. searches per month

1,2M
Avg. searches per month

.Using Google Keyword Planner,  
we analyzed and grouped 15,085 keywords 
into topics related to the skincare search, 
then identified and categorized search 
patterns by concerns, products, ingredients 
and skin type.

 .Based on this, we identified search 
volumes, specific topics and search trends.

Source: Google Keyword Planner, last 12 months
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Top 5 fastest growing 
search topics are within 
the Ingredients and 
Product types categories.

#8
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FASTEST GROWING 
SUBTOPICS 
IN SEARCH.
 
Ingredients category 
ranking high in the search 
growth, with Bakuchiol 
leading the way. 

 

.With consumers becoming increasingly 
well-informed about the properties of 
certain ingredients, the growing concern 
for natural ingredients over synthetic 
ones, and the ability to easily search it is 
clear to see why Ingredients rank high in 
the search growth.

.The ingredient Bakuchiol has similar 
properties as Retinol, boosting collagen 
and elastin production and reducing 
photo-aging like fine lines and wrinkles. 
However, it is a natural ingredient, unlike 
Retinol which is a synthetic derivative of 
vitamin A.
 

.By careful analysis of search trends, 
brands can adapt and tailor their 
product offering, their landing pages 
and their media activities to capitalize  
on trends.

Search growth by subtopics (2016-2019)
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#9
Even though ‘‘acne’’ is the 
most searched concern, 
‘‘skin redness’’ is the 
fastest growing.
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‘‘ACNE’’ IS THE 
MOST SEARCHED 
CONCERN.
 
Steady growth, with 
seasonal spikes in January, 
March and a slight spike 
in August. 

 

Search volumes by Concern (2016-2019)

Acne Black heads Eye bags Erythema Anti-aging

Wrinkles Sensitive skin Skin discoloration Skin redness Dehydrated skin
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‘‘SKIN REDNESS’’ 
IS THE FASTEST 
GROWING 
CONCERN.  

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%. 

Search growth by Concern (2016-2019)
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‘‘Moisturizer’’ is the most 
searched product type 
but ‘‘facial mask’’ is the 
fastest growing.

#10
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MOST SEARCHED 
PRODUCT TYPE IS 
‘‘MOISTURIZER’’. 
 
Steady growth, with 
seasonal spikes in January, 
March and July.

 

Search volumes by Product (2016-2019)
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‘‘FACIAL MASK’’ IS 
THE FASTEST 
GROWING
PRODUCT .  

Brands can address interest in this product 
type by adapting their communication efforts 
and maximizing consumer’s purchase intent.

Search growth by Product (2016-2019)
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Search volumes by Product Lip balm (2016-2019)

.Brands need to address seasonal interest and 
capitalize on the spikes. However, consumers are 
always-on, continuously searching and looking  
to shop on their own terms 24/7.

.Not addressing this demand means losing revenue 
and leaving the exposure to your competitors.

THERE ARE ALWAYS 
CONSUMERS IN
MARKET DESPITE 
SLIGHT 
SEASONALITY.  

Part I: Search Interest - Category Search 
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‘‘Retinol’’ is the most 
searched ingredient type 
but ‘‘polyhydroxy’’ is the  
fastest growing.

#11
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‘‘RETINOL’’ IS THE 
MOST SEARCHED 
INGREDIENT. 

 

Search volumes by Ingredient (2016-2019)

Part I: Search Interest - Category Search 

 

1,000,000

900,000

800,000

700,000

600,000

500,000

400,000

300,000

200,000

100,000 

0

Se
ar

ch
 v

ol
um

es

Retinol Hyaluronic acid Witch hazel Argan oil Aloe vera

Collagen

Jojoba Oil

Bakuchiol

Green tea

Marula oil

Caffeine

Essential oils Vitamin C

Polyhydroxy

Retinol

Hyaluronic acid

Witch hazel

Argan oil

Aloe vera

Jan - 16 Jan - 17 Jan - 18 Jan - 19



50

Search growth by Ingredient (2016-2019)
‘‘POLYHYDROXY’’ 
IS THE FASTEST 
GROWING 
INGREDIENT. 

With 2799% growth, “Bakuchiol” was removed from the graph.

Polyhydroxy

Hyaluronic acid 

Retinol

Marula oil

Aloe vera

Witch hazel

Collagen

Jojoba oil

Essential oils

Vitamin C 

Caffeine

Green tea 

Argan oil

0% 50% 100% 150% 200% 250% 300%

134 %

263 %

129 %

88 %

82 %

82 %

81 %

74 %

53 %

52 %

38 %

26 %

14 %
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Search volumes by Ingredient Bakuchiol (2016-2019)
TRENDING 
SKINCARE 
INGREDIENT.
 
Bakuchiol ingredient search 
spike started in July 2018.

  

Exponential growth with 839 monthly average 
search volume in 2016 to 24,326 in 2019
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KEY TAKEAWAYS.  
✓✓ Brands need to be reactive 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”.

✓✓  There is a strong opportunity for brands to personalize their advertising 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.
 
✓✓ 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 chasing it.
 
✓✓ Knowing how their users search allow brands to deliver more effectively additional 
marketing efforts. For example, 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.
 
✓✓ Identifying trends on the rise, such as natural-based ingredients like Bakuchiol, can leverage 
brand’s positioning by showcasing  the right information on ingredients, testing, benefits, and core 
technology, helping consumers make the right decision and accelerate their purchasing journey.

Part I: Search Interest - Category Search 
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Part II: E-Commerce Environment

METHODOLOGY. 
Objective: understand how a great experience on the website impacts the brand authority. 

What are the best practices in terms of User Experience  when it comes to purchasing 
skincare products on brands websites? 

What are the features that will take the experience to the next level? 

To answer those questions in the part II of the research, we analyzed a panel of brands that 
includes the 6 fastest growing brands in terms of search volume on Google in English, from 
the last 3 years, and 6 of the top 10 brands with biggest search volumes in 2019. We focused on the 
offering on the US market, the biggest for most of the skincare brands. 
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CONSIDERED 
BRANDS.
 
12 brands were 
considered for the 
e-commerce analysis 

  

FASTEST-GROWING BRANDS (NEWCOMERS)

FASTEST-GROWING BRANDS (ESTABLISHED BRANDS) 

SOME OF THE TOP 10 MOST SEARCHED BRANDS

Part II: E-Commerce Environment

Independent brand Part of Shiseido Group

Part of The Estée Lauder Companies 

Independent brand

Part of L’Oréal Group

Part of L’Oréal Group Part of The Estée Lauder Companies Part of  L’Occitane Group Part of  Clarins Group
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24 CRITERIA.
 

  

Part II: E-Commerce Environment

I. PRODUCT DISCOVERY IV. INCENTIVES

II. CONSUMER FEEDBACK

V. PAYMENT

III. CONSUMER SERVICE

VI. OMNI-CHANNEL

VII. CHECK-OUT EXPERIENCE

1. Detailed and clear product description
2. Product search multifilter options 
3. Product-level videos/tutorials
4. User-generated content
5. Product recommendations
6. Blog / Press articles 

12. Gifting/digital cards 
13. Peer to peer recommendations
14. Samples offered (with & without order) 
15. Loyalty program 

7. Ratings & reviews
8. Product performance transparency

16. Payment by eWallet
17. Innovative payment methods

9. Chat function enabled
10. FAQ
11. Q&A

18. Ship to store
19. Ship from store
20. Return to store

21. Free shipping
22. Free return
23. Auto-replenishment feature
24. Cross-sell at checkout



Part I: Search Interest - Brand Search 

Multi-Filtering options 
support a frictionless 
experience.

#1
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MAKE IT EASY TO 
FIND WHAT 
CONSUMERS WANT. 

Ticking the box

✓✓ Consumers value frictionless experience and being able to find the product they are looking 
for quickly is really important.

✓✓ Most advanced brands offer a great mobile UX by including app-like navigation to their mobile site.
 
✓✓ Established brands, with several lines of products, offer multiple choice filtering system,  
to increase the chances for the consumer to find what he/she is looking for. 
 
✓✓ The multiple-choice filtering includes filters by skin types, skin concerns, highest and lowest prices. 
 
✓✓ Hovering over the products makes a window appear with all the relevant information, allowing 
the user to navigate from one product to another without leaving the collection page until he/
she finds the desired product.

Part II: E-Commerce Environment
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LANCÔME 
MOBILE HOMEPAGE. 

.Lancôme mobile homepage is considered best practice as it 
is an effective mix of  brand and consumer centric information.

.They promote some products while ensuring easy access 
to main product categories.

Part II: E-Commerce Environment

Source: Lancôme
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LA ROCHE-POSAY 
FILTERING SYSTEM. 

.La Roche-Posay filtering system allows consumers to find products 
based on the skin type, product category, collection and skin concern.

Part II: E-Commerce Environment

Source: La Roche-Posay 
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KIEHL’S PRICE 
FILTERING TO 
PLEASE ALL 
WALLETS. 

.Kiehl’s offers a detailed filter option for prices suit to all 
budgets, ranging from $10 to $100.

Differentiating feature .Kiehl’s also has “Best Seller” badges that help the user 
make a decision by reducing the choice paralysis.

Part II: E-Commerce Environment

Source: Kiehl’s



62

SKINCEUTICALS 
PRODUCT 
LISTING PAGE 
COMPARISON. 

.On top of proposing a complete filtering options system (skin 
type, category, skin conditions, prices, bestsellers, alphabetical), 
SkinCeuticals also provides a comparison option. The user 
can select a few products and collate them onto a page in 
order to compare their prices, ingredients, benefits and core 
technology, among others, to perfect his/her choice. 

Differentiating feature .Looking for full transparency, consumers want to make 
better choices. Helping them compare products easily 
allows them to reduce choice paralysis.

Part II: E-Commerce Environment

Source: SkinCeuticals



Part I: Search Interest - Brand Search 

Product descriptions are 
not enough. Brands like 
Glossier consider tutorials 
as a must.

#2
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DRUNK 
ELEPHANT’S 
CLARITY AND 
TRANSPARENCY. 

✓✓  Does the consumer get all the 
information needed to make a purchase 
of an item? A simple product description 
is not enough: it is not about giving 
maximum detail; but the correct detail. 
Drunk Elephant’s is a good example.

Ticking the box
✓✓  Their product page contains all the 
information consumers need to make 
a decision: photos of the product, 
ingredients and their benefits, practical 
advice on how to use it, the philosophy 
around the product, among others.
 

✓✓ The brand creates and strengthens 
trust in their product with their “science 
proof section” and user reviews.

Part II: E-Commerce Environment

Source: Drunk Elephant
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AUGUSTINUS 
BADER’S 
TUTORIAL VIDEO. 

. E-commerce is all about making sure consumers have 
all the information they need to buy a product. While in-
store it is easy to receive advice from an expert, it is not 
always the case online.

Differentiating feature . Building “How To” tutorials on how to apply each 
product like Augustinus Bader does, is a great way to 
educate consumers.

Part II: E-Commerce Environment

Source: Augustinus Bader
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GLOSSIER’S 
MULTIPLE-USER 
TUTORIAL VIDEO. 

. Glossier incorporates in its product page a tutorial 
video showcasing different users applying the product.

Differentiating feature

Part II: E-Commerce Environment

Source: Glossier 
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GLOSSIER’S 
BEFORE/AFTER 
SOLUTION AND 
SURVEY. 

. On Glossier’s product page, besides explaining the product’s properties 
and benefits, it showcases the user reviews, its Clinical Trials, a “before and 
after” using the product videos, alongside “How to Use” videos, increasing 
consumer purchasing by suggesting complementary products.

Differentiating feature

Part II: E-Commerce Environment

Source: Glossier



Part I: Search Interest - Brand Search 

Transparency in ratings 
and reviews: brands like 
Clarins highlight the most 
helpful critical reviews.

#3
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TRANSPARENT 
RATINGS & 
REVIEWS. 

. Some brands have taken it further. 
In its review section, L’Occitane have added a field 
where the reviewer can mention if he/she has received  
a free product to write the review. 

Differentiating feature . Clarins, on the other hand, showcase both the most 
helpful favorable review, and the most helpful critical ones. 

Part II: E-Commerce Environment

Source: L’Occitane 

Source: Clarins
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USER-GENERATED 
CONTENT. 

. With user-generated content (UGC), Drunk Elephant, La Mer and 
Lancôme, not only boost their social media reach and growth, building 
brand awareness and establishing credibility as thought leaders, but also 
gain unique audience insights and improve their SEO ranking.

Differentiating feature

Part II: E-Commerce Environment

Source: La Mer 

Source: Drunk Elephant 

Source: Lancôme 
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Brands like Clarins 
offer personalized chat 
services with their 
community members.

#4
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LANCÔME’S Q&A 
WITH BRAND 
CONSULTANTS. 

✓✓ Even though the majority of the brands do 
offer a platform for users to review and rate 
the products in a generic way, not all offer 
a personalized customer service through a 
dedicated Q&A section or chat service.

Ticking the box
✓✓ Lancôme has an  “Ask & Answer” section 
where the brand’s consultants reply to the users.

✓✓ Khiel's has a “Customer Q&A” section 
where users can become contributors and 
support in answering other user’s questions.

Part II: E-Commerce Environment

Source: Lancôme

Source: Khiel's
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PERSONALIZED 
CHAT SERVICES. 

. Clarins offers a chat service where users can ask and 
answer questions. 

Differentiating feature . La Mer offers a chat service with their experts.

Part II: E-Commerce Environment

Source: Clarins

Source: La Mer
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Product recommendation 
should be personalized 
based on user’s searches.

#5
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OTHER PRODUCT 
SUGGESTIONS. 

. Drunk Elephant showcases other 
product suggestions in a relevant way, 
including them in the daily beauty routine 
to complete the regimen for instance. . Clarins focuses on the benefits of the 
ingredients, and suggests products that 
contain these ingredients. 

Differentiating feature . Key opportunities to cross-sell and 
up-sell are on the product page, in the 
cart, and during the checkout process. 
This allows brands to easily increase their 
average basket price. One of the most 
important aspects when it comes to 
product recommendations is to make 

sure to use a personalization engine 
like DynamicYield that ensures each 
recommendation is personalized for 
each user based on who they are and 
what they are interested in. 

Part II: E-Commerce Environment

Source: Drunk Elephant

Source: Clarins
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OTHER PRODUCT 
SUGGESTIONS. 

. Glossier and Lancôme showcase other items in a relevant way by 
including the suggested products in the “How to Use” section of the 
chosen product, to demonstrate what the consumer would need for 
their daily routine. 

Differentiating feature

Part II: E-Commerce Environment

Source: Glossier Source: Lancôme (when hovering the cart )

Lancôme’s (check-out page)
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La Mer and La Roche-Posay 
create differentiating 
incentives to reinforce 
brand advocacy.

#6
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CREATE A LOYALTY 
PROGRAM. 

✓✓ Create a loyalty program to increase sales on your website.

✓✓ It’s common for customers to choose a website where 
they have already made other purchases if that site offers 
advantages to loyal users.
 

Ticking the box
✓✓ Offer a multi-level loyalty program. The higher the ‘points’;  
the greater the advantages. 
 
✓✓ La Mer offers a gaming-type loyalty program to 
encourage consumer loyalty.

Part II: E-Commerce Environment

 Source: La Mer
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PEER TO PEER 
RECOMMENDATIONS. 

. Creating brand advocacy is not an easy task. To increase the 
chance of word-of-mouth, La Roche-Posay is among the few brands 
that have created specific incentives that encourage customers to 
recommend the brand to their friends and family.

Differentiating feature

Part II: E-Commerce Environment

Source: La Roche-Posay
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#7
L’Occitane, Lancôme 
and Kiehl’s 
reduce check-out 
abandonment with 
differentiating features.
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CHECK-OUT 
OPTIONS. 

✓✓ In addition to multiple delivery options, 
clear shipping/ return information, and 
more, other check-out options are a must 
for brands to retain and offer the best 
e-commerce experience to their customers. 

Ticking the box Auto-replenishment  
feature: 
- Automatizing the order 
and retaining. 

Gifting: 
- Boxes, wrapping, 
personalized message 
on a card. 

Selection of samples:
- Having the possibility to 
select the samples you’d like 
to receive according to your 
needs and/or interest. 

.  On an e-commerce website, the number of users dropping at the checkout can be substantial 
and leads to a huge loss in revenue.

. Leaders are leveraging marketing automation such as web push notification or email to 
recover abandoned cart.

. To avoid people abandoning their cart, it is important to ensure that the checkout process is 
highly optimized, starting with the payment systems you provide.

Part II: E-Commerce Environment
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CHECK-OUT 
OPTIONS. 

. Additional exclusive online products 
available to purchase only when you reach 
the cart (Clarins).

Differentiating feature

. Pick-up at the nearby store the day of the 
online purchase (Kiehl’s). 

. Skip check-out: text-based reorder 
services (Lancôme).

Part II: E-Commerce Environment

Source: Lancôme

Source: Clarins 

Source: Kiehl's
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INCREASE 
RETENTION 
THROUGH AUTO-
REORDERING. 

✓✓ Lancôme, L’Occitane and Augustinus Bader 
offer an auto-replenishment feature. 

Ticking the box

. Retention is key for every business.
Every good e-commerce manager will 
always have KPIs to increase consumer 
ARR (Annual Recurring Revenue)  
as it is clear that it is cheaper to retain a 
customer than to try to acquire a new one.

. Offering loyalty programs and auto-
reordering options are key to boost 
your ARR and deliver better shopping 
experiences.

Part II: E-Commerce Environment

Source: L'Occitane

Source: Lancôme
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DEMONSTRATING 
SECURITY TO 
SHOPPERS. 

✓✓  Lancôme uses the CTA “Secure Checkout” to reinforce the 
fact that their checkout process is well secured. We believe this 
is best practice, an alternative would be to use the lock icon.

Ticking the box

. Many shoppers still feel like buying on their 
phones is less secure than on desktop, and 
they are more reluctant to type their credit card 
details into their mobile devices. Brands need to 
clearly communicate that a page is secure, by 
emphasizing it visually. 

. Google recommends the use of lock icons and 
a [Learn More] option to provide assurances 
that shoppers are protected and using the word 
“secure” in any checkout buttons, or on a banner at 
the top of checkout pages.

. Cyber security providers Norton Secured and 
McAfee Secure provide the best sense of trust, 
according to Baymard Institute’s study.

. This is important for both mobile and  
desktop use.

Part II: E-Commerce Environment

Source: Lancôme
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EMPHASIZE FREE 
SHIPPING AND 
FREE RETURN. 

.Suggestion:

-If free shipping is an option, make sure it is emphasized early in the shopping flow.
-List the requirements shoppers must meet in order to get free shipping.

Part II: E-Commerce Environment

Source: Drunk Elephant Source: Lancôme

✓✓ Best practice is to have a banner displaying the “Free shipping” 
conditions of your website and make it visible across all the pages of 
your site.  In this way, Drunk Elephant and Lancôme both display 
very visible banners that showcase free shipping conditions.

Ticking the box
✓✓ Clarins is also a good example on how you could 
make free shipping visible in the product page.
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INNOVATIVE 
PAYMENT MEANS. 

. While Paypal system is offered on most 
of the platforms, only a few give access 
to innovative and fast-growing payment means. 

Differentiating feature

. La Mer offers Apple Pay and Chinese 
payment method AliPay in the US stores.

. L’Occitane offers Amazon Pay, while 
Clinique and Estée Lauder offer AfterPay 
system (4 interest-free payments, every 
two weeks). 

Part II: E-Commerce Environment

Source: La Mer

Source: Clinique
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KEY TAKEAWAYS.  
✓✓  Transparency is key today. Some brands show when reviewers have received free items or give 
the option to filter reviews by most favorite or most critical. 

✓✓ Offering text based re-order services, clear and engaging customer loyalty programs or the option 
to pick-up at a nearby store on the day of an online purchase are also some of the best practices that 
companies need to consider.

✓✓  Creating an auto-reordering, and offering a discount in case of auto-reordering, is an 
opportunity to increase customer retention. This will increase sales and help to partially forecast 
sales and incomes.

✓✓ Ensuring to take these best online practices in account, means that more established skincare 
brands are keeping pace with the changes in beauty consumer behaviors and the industry disruptors 
in the market.

Part II: E-Commerce Environment
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CONCLUSION.  

In nowadays ever-present digital landscape, aligned with consumer’s access to information 
and demand for transparency, beauty brands have dramatically changed the way they 
communicate and interact with their consumers.

Skincare brands that were born in this digital landscape adapt their business models and take 
advantage of the proximity with consumers in the online space, nonetheless, gradually 
extending their presence offline to offer a more complete experience. 

Established skincare brands are doing the opposite. Using their expertise and credibility built 
from traditional channels and offline communication formats, now find their efforts to be 
directed towards online formats, investing in technology that make a difference and add value to 
their consumer’s lives.

Offering a seamless experience in their ecommerce platform, making sure all product-related 
information and consumer’s reviews are transparent, and picking up consumer’s cues throughout 
their website journey to personalize their experience and product offering, is a must for skincare 
brands to strive in delivering the best-in-class experience.
Both approaches underline the importance for skincare beauty brands to offer an omnichannel 
experience to their consumers. 

Skincare brands can proactively optimize the online experience they provide by identifying 
their consumers’ needs, meaning; actively listening to what they are searching for. Pinpointing 
consumer’s demand and interest signals, allow brands to better adapt their communication efforts 
and product positioning to meet these needs. Furthermore, it allows them to identify trends and 
forecast future needs.
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