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Cracking the Code to Holiday
eCommerce Success: Insights
from the Beauty Sector
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Join the Conversation!

Use Chat to message all attendees
and/or to respond to the speakers.

Use Q&A to ask questions that
you’d like answered live.

This webinar is being recorded and a copy of
the recording will be sent out to all registrants.
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Meet Your Speakers

mlk/mk : SALSIFY

Kayla Darcey \ Carla EL Gawly

Principal Account \ Director, Strategic
Manager Retail EMEA
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A global eCommerce
enablement and analytics
platform for multichannel
brands,helping them to
better convert customers.
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SALSIFY

Product Experience Management (PXM)
Platform.

Empowering brands, retailers, and distributors
to manage omnichannel product experiences
through centralising managing and optimising
product information. Syndicating to all digital
touchpoints.

Creating digital shelf excellence to help
increase brand trust, amplify product
differentiation, boost conversion and increase
time to market.
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Agenda

o eCommerce market overview

e 2023 Holiday consumer trends

e Beauty specific consumer trends & benchmarks
e Tips for driving holiday sales in 2023

o Key takeaways and checklist
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eCommerce retail sales growth as a share
of total retail sales

France
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2023 Holiday Consumer Behaviour Trends

90%

of consumers are
adopting cost-saving
behaviors

Source: PwC

of global consumers are
researching more and
prioritizing product
quality

Source: Salsify

of global consumers
say delivery speed and
flexibility play a key
role in where they
choose to shop online

Source: Salsify
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Consumers report that product quality is
the #1 element that drives brand loyalty

Germany France
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Consumers aren't as
concerned with brand names

of global consumers choose
private labels over brands for
lower prices

Source: Salsify

Consumers trust other
consumers

of shoppers won't buy a
product online if it has
negative user reviews

Source: Salsify




Beauty-specific consumer trends
Ingredients
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Quality Skincare
Belongs to Everybody.
Garnier 3.5% Vitamin C, Niacinamide,

salicylic Acid, Brightening and Anti Corgplete. our 'reﬁlnfwen builder to find quality
Dark Spot Serum 30ml products just right for you.

Source: The Hut Group




Beauty-specific consumer trends
Natural

of shoppers either

already buy or want to
start buying natural
skincare products

Source: Statista




Beauty-specific consumer trends
Sources of information

of beauty shoppers

seek product
information from
social media
influencers

Source: HBS

of beauty shoppers
seek product
information from
beauty professionals

Source: HBS

of beauty shoppers
seek product
information from
Public
figures/Celebrities

Source: HBS
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Where and When they
are shopping
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Where shoppers are most likely
to buy in 2023

In Store I

On a retail site l

On a retail app

Through drive-up
services

On abrand’s
own site

Through a search
engine




Mass Merchant Retailers Play a Big Role
Beauty eCommerce

Sephora

’— 6%
Amazon Lookfantastic

T — John Lewis
’ 32.1% 7% ’ 6%

Amazon

12%

Share of Purchase

Intent Clicks by Share of Purchase
Top Intent Clicks
5 Retailers, Beauty: UK

Beauty: US

Other
Retailers
48%

*Purchase Intent Clicks: The number of times a shopper has clicked through to at least one retailer during a single session.
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Instagram is the top social channel for US
Beauty shoppers, Facebook for UK

Beauty Purchase Intent Rate by Social Channel Top 3 Social Media for Beauty By Purchase Intent Rate
France vs United Kingdom

M France B uK

Instagram Pinterest Facebook YouTube TikTok Snap Facebook Instagram TikTok

*Purchase Intent Rate: The percentage of shoppers who clicked through to at least one retailer.



Holiday Shopping for Beauty Products is
Heavy in Early November

Beauty Purchase Intent Clicks, US

Current Category

5000
Benchmark:

5 ° 9% II:)nL’IcreCnr]caégte

*Purchase Intent Clicks:

The number of times a shopper has
clicked through to at least one retailer
during a single session.




Thursday at 5 PM is the best time to reach beauty consumers

Top 5 Hours for Online Top Days of the Week for Top Days of the Week for

Beauty Purchase Beauty eCommerce Beauty eCommerce
(by Purchase Intent Rate) (by Purchase Intent Rate) (by Purchase Intent Clicks)

Saturday Sunday
15.7% 14.9%

Friday Thursday
el .

Tuesday Wednesday
13.7% 13.9%
Monday
13.8%

5.9% 4%
5PMET 2PMET 8PMET 4PMET 10PMET Thurs Sun Wed Mon Tues Fri
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Beauty consumers have 6-7 items in
their carts for each shopping trip

Top 10 Products by Type (Based on Sales)

Color Correcting Primer . Gel Nail Polish

Concealer . Eyeliner Average Basket Size

Nail Polish . Hair Dye

6.3 items

Eyelashes . Press-On Nails

Mascara . Liquid Foundation
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Tips for driving
holiday sales in 2023
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Effective eCommerce ads
for holiday season

e Bold, eye-catching creative
e Product firstimagery
e Aclear call to action

e Flexible checkout options: MikMak
Commerce, MikMak Commerce for Retail
Media, + Brand.com

e Allformats:i.e.: QR Code, OTT, etc.

& attach.mikmak.tv

Mix or match for all

your

at home color needs

Buy 3 Clairol Products, Get $5 Gift Card.
Offer valid fr 816-5/29.

from

Available at ®

Click Here to

Shop
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Following  For You

@jadacmakeupartistry
Wear testll | wore this foundation for 6 haurs and

it still looks amazing!!l 8 #fyp #mua
#muasoftiktok #YasClean #FindYourCore
#kvdfoundation #dupe

JJ :nMasuta Ice Cream - @Z

HHHHH

COVERGIRL increased sales and gained valuable

TikTok creator
(@jadamakeupartistry) posted an
organic TikTok on featuring the
COVERGIRL Simply Ageless
3-in-1 Foundation product

COVERGIRL noticed the post was
going viral and wanted to amplify
its reach and make the
influencer’s content shoppable

first-party consumer insights by making viral
influencer content shoppable in TikTok

Higher Purchase Intent Rate
than the category benchmark
on TikTok

Higher Purchase Intent Rate
than the next highest performing
channel in the time period

Of shoppers preferred checking

out at Walmart or Amazon

m%k x C SALSIFY
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Invest in Product Content - Top Tips

Display varied product content types:
Enhanced content
Feature bullets/tours
Text, imagery, Videos
Comparison charts
User-generated content / reviews

Fine-tune product content format across
all channels to provide a cohesive
shopping experience - adapt content for
social media.

Ensure effective processes are in place
to share most up to date content with
all digital touchpoints - avoiding post
holiday returns.

Optimize product content visibility on the
PDP - try not to distract with too much
cross-selling or promotions.

Mikak @ s~osiev
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Invest in purpose-built tools for Omnichannel

Salsify is uniquely architected from the ground-up for managing
product experiences across multiple channels and requirements
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Content Management Content Validation Content Syndication
Manage distinct versions Multiple layers of data A broad network of
of content tailored to each validation to ensure partnerships and
channel’s specific needs product content is integrations to streamline
accurate, compliant and content delivery and
live provide real-time updates




The impact of
content on
performance

Increase in sales after
adding video content to
product page

Source: Profitero

Increase in sales after
adding images to
product page

Source: Profitero
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Holiday Strategy Checklist

1 Research 4 Implement
2 Plan 5 Monitor
3 Optimize 6 Analyze

MikMak « @ srcsev 28



Want more? Check out our resources

Salsify 2023
Holiday Toolkit

BRAVE
COMMERCE: Coty's
Kevin Shapiro

MikMak Beauty
eCommerce
Insights

Salsify Consumer
Research Report
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https://www.salsify.com/resources/ultimate-ecommerce-holiday-toolkit
https://www.salsify.com/resources/ultimate-ecommerce-holiday-toolkit
https://hola.mikmak.com/mm-2023-beauty-benchmarks-insights
https://hola.mikmak.com/mm-2023-beauty-benchmarks-insights
https://hola.mikmak.com/mm-2023-beauty-benchmarks-insights
https://podcasts.apple.com/us/podcast/cotys-kevin-shapiro-on-the-latest-beauty-trends/id1533192188?i=1000548254870
https://podcasts.apple.com/us/podcast/cotys-kevin-shapiro-on-the-latest-beauty-trends/id1533192188?i=1000548254870
https://podcasts.apple.com/us/podcast/cotys-kevin-shapiro-on-the-latest-beauty-trends/id1533192188?i=1000548254870
https://www.salsify.com/resources/report/2023-salsify-consumer-research-pdf
https://www.salsify.com/resources/report/2023-salsify-consumer-research-pdf

Questions?

Use Q&A to ask questions that you’d
like answered live.

This webinar is being recorded and a copy of
the recording will be sent out to all registrants.
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Thank you!

Kayla Darcey
kayla@mikmak.com

SALSIFY

Carla El Gawly
celgawly@salsify.com
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