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1. The present study investigates the segmenboline stores of cosmetics. The report
Includes stores that specialize in selling makeup and skincare, perfumes, products for
manicure, pedicure and make artists.

2. Online store- website of application that allows talace an order by filling up a form
or adding products to the cart. The report analyzes online sales of Russian retailers on the
territory of Russia (excluding export sales). The study includes.both cosmetics online
stores and the biggest orgop marketplaces (with annual online sales of at least 300
billion rubles); for the latter only sales in cosmetics category are included. (ﬁ

3. For network marketing companies, online sales are considered only through the basic
Interface, available including for new buyers. If a company has different interfaces for
retail customers and representatives, sales through the second.interface are not
considered.
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4. Sector statistics are provided for 54 stores, including 48 cosmetics online stores in the
top 1000 largest Russian online stores by the number of online orders, 4 online stores of
network marketing companies, as well as 2 largest universal marketplaces
Wildberries.ruand Ozon.ru. To calculate the number of orders, the results of regular
monitoring of the number of online orders are used, as well as data provided by stores or
opensource data.

5. When determining the thirgparty services used by online stores; the method of
automatic parsing was used, after which additional manual analysis was carried out in (@
disputable cases. The list of marketing services includes the main solutions for each
online store from the TORO.
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In total, 231 million online orders worth 211 billion rubles were placed in the cosmetics
segment in 2021.

In 2021, the cosmetics segment grew by 43% In terms of money and by 86% in terms of
orders. In terms of revenue growth, the segment ranks tenth out of twelve in the
Russian eCommerce market, and seventh in terms of growth in the number of orders.
Excluding universal marketplaces, the growth of the cosmetics.segment was 10% in
terms of money and 7% in the number of orders

Compared to 2020, the average check in the cosmetics segment decreased by 23% dﬁ?
to an increase In the share of marketplaces and in 2021 amounted to 915 rubles, which
makes it the lowest average check in the eCommerce market. Excluding universal
marketplaces, the average check in 2021 equals 3,050 rubles, which is 3% more than in
the previous year.

The cosmetics market accounts for 13% of the Russian eCommerce market in terms of
online orders and only 5% of total sales.

/
A/
The sector conversion amounts to 5%. The closest figures are for children's goods storeSg
- 5.6% and clothing, footwear and accessories store5%.
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Half (54%) of online sales and 86% of cosmetics orders account for twsiamstores.
The largest category (35% of all stores included in the stugBneral stores accounted
for 24% of all online sales and only 6% of the segment’s orders. Another 7% of stores are
network marketing stores, accounting for 14% of online sales and 6% of orders. The
second largest category (28%skin care storesaccounts for only 3% of online sales.

The first place (by sales volume) in the cosmetics segment in 2021 was taken by
Wildberries.ru The second and third af@zon.ruandFaberlic.com

@

72% of the stores considered in the study are registered in Moscow or the Moscow
region. Compared to 2020, the share of stores registered in the Asian part of Russia
decreased by 5%.

The structure of traffic sources in the segment of online cosmetics stores is characterized
by an increased share of dirdcaffic (33% vs. 27% on average) and.a.reduced share of
organic search (40% vs. 43% on average in the eCommerce market). In the structure of
traffic sources in the cosmetics segment, the share of direct traffic increased by 7% over
the year.
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The volume of the online cosmetics market

Online sales
Orders
Average check In 2021231 million orderaworth 211
—— billion rubleswere placed in in the TGP
— . . 1000 cosmetics online stores. The
_ﬁ m average check waslh rubles
915
rubles 231
min 211

bn rubles
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M arket Orders Online sales
DynamICS +86% +43%

The number of online orders in online cosmetics stores in
2021 increased b§6% The volume of online sales for the

same period increased in rubles $#y%.The average check
decreased by 3%.

2020 2021 2020 2021
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Growth of online sales of the segment vs. other categorie

Growth in online sales relative to other segments of the eCommerce markey;y

Foodstuffs [ 138%
Pet products [ 123%
Jewellery [ 73%
Sports products I 62%
Hobbies and crafts [ 529
Pharmacy products [N 5206
DIY [ 49%
Car accessories] I 47%
Baby products [ 46%
Cosmethics [ 43%
Clothes, shoes and accessoriégSIEE 3404

Household appliances and electronicSHEN 339

* y-0-y ¢ yearoveryear
Data for year 2021 including the sales of atop marketplaces
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Segment orders growth vs. other categories

Growth In orders relative to other segments of the eCommerce maykety*

Foodstuffs T 199%
Pet products [ 194%
Sports products [ 141%
Jewellery [ 132%
Hobbies and crafts I 102%
DIY R 91%
Cosmethics [ 86%
Baby products [ 78%

Car accessories I 73%

Pharmacy products [ 72%
Clothers, shoes and accessoriés Y 64%
Household appliances and electronidSIEE 60%

* y-0-y ¢ yearoveryear
Data for year 2021 including the sales of atop marketplaces
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Segment average check vs. other categories

Average check relative to other eCommerce market segmgus/*

Household appliances and electronics e 5950

Car accessoriesi I o780
Sports products [ 1680
Pharmacy products [ 1 310
Fooodstuffs [N 1240
Pet products [ 1 160
Clothers, shoes and accessoriéS I 1 070
Baby products [ 1 070
Hobbies and crafts I 970
Cosmethics [N 915

* y-0-y ¢ yearoveryear
Data for year 2021 including the sales of atop marketplaces
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Share of online cosmetics
stores In the eCommerce

By.the number of market
orders

In 2021, online cosmetics stores accountedlfgyoof the
Russian eCommerce market* by the number of online orders
and 5%by online sales in rubles.

By the online sal
volume

* Considering the 1000 largest Russian online stores by online sales in 2021.
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Online stores conversion

In the segment of online cosmetics stores, the conversion for 2021 was 5% (5 orders per 100 site visits). The closest figures
are for children's goods store$.6% and clothing, footwear and accessories sterk5%.

The ratio of the number of orders (including orders through applications)
@ to the number of site visits comparisorby category

The conversion for the cosmetics segment is given withoustapestores and marketplaces



duHaHcupoBaHue busHeca
Ha MapKeTnneucax

Jna cennepoB KOCMETUKU
Wildberries, Ozon u dHpekc.MapkeTt

KnueHTbl Sellplus
pacTyT B 3 pa3a
GbicTpee

NoppobHee Ha sellplus.ru



https://rowi.com/sellplus/?utm_source=datainsight&utm_campaign=report_cosmetics
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composition
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Segment structure

The TOR1000 Russiaronline retailersincluded54 online cosmeticsstores, of which a little more than a third (35%) are
generalstores Theyaccountfor 6% of the total number of ordersand 24% of online sales- but evenmore (14 timesin
ordersand 2.3 times in monetaryterms)the total shareof the two considereduniversalmarketplacesA significantshare

of both the number of orders (6% and the volume of online sales(14%) are accountedfor by four network marketing
companies

Number of stores Number of orders Volume of online sales
1%1%

‘ General stores

‘ Skincare ‘ Perfume

* "Other" includes on all graphs (in descending oreergakeup, hair products stores.

‘ Network marketing .)nestop marketplaces‘ Nail Other*
companies products
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Leader of the

Wildberries — VIHTepHeT-MarasmH MoAHOW oaeXAbl 1 0byBU

Q A nuy...

s.ru @- 0B

BecgaatHan focTaBka [poaasaiite Ha Wildberries | berri ( :ate g O ry
.ER%E
[AEHDb Wwonw S

Wildberries.ru

The share oWildberries.ruin terms of online
sales among online cosmetics stores* for
2021

(=) e
\&=/ -~ o
WI-FI YIPAB/IEHUE g— . NN D
CYXAS Y BNAXHAS - e~
YBOPKA ; - : )|
] . o
iy eeeee—— 1§ .

* Taking into account only online stores included in the-T@M of the Russian eCommerce market by the number of orders, aimthuding the "long tail".



.Iwith the support of pow, - sellplus

. TOPR10 market players

I WILDBERRIES Wildberries.ru
2. OZ@EN Ozon.ru

PABOTAE raA

3. FABERLIC Faberlic.com

Other online stores in the TORO (in alphabetical order):

MNapdromepHbin cynepmapkeT

3onotoe A6noko ADTyanb OR ! V|V=E IE 56: ME

"RANDEWOO®™ PUBIOL

@ YVES ROCHER a,yx“@

* By online sales
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Legal entity type

Of the 54 online cosmetics stores included in the
TOR1000 online retailers, 87% are companies
(private limited company, joirstock company).
Only 13% are individual entrepreneurs. This is
drasticallydifferent from 2020, when individual
entrepreneurs accounted for twice as many stores
(31% of all those included in the study).

mLLC/ISC
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Geography of online
stores*

Of the 54 online cosmetics stores included in the
TOR1000 online retailers, only 15% of stores are
located in norcapital regions of Russia: 6% in
the Urals and the Asian part and 9% in the
European part.

® Moscow and Moscow Oblast'

m St. Petersburg and Leningrad Oblast'
m Ural and Asian part of Russia

m European part of Russia

* Based on data on the place of registration of online stores.
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Delivery
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Delivery methods

Share of online stores that use different delivery methods

98% 63% 5 /%

Courier

Russian Post Pickup point

delivery

All four delivery methods are used by 41% of online cosmetics stores

* Customer pickup ¢ pickup from all norautomated (with employees) piakel L2 AY 043X Ay Of dzZRAYy3I O2YLI yeQa ailiz2NBao
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Mobile
commerce
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Desktopvs Mobile

To visit the sites of online
cosmetics stores, buyers use
mobile devices more often than
desktop ones.

According tdSimilarWebthe average figures for 54 online stores are given, excluding the "weight" of the store in the total
traffic of the segment.



50%

Share of online cosmetics
stores with apps osoogle
Play

Goldapple.riapp (screenshot of the app with the largest
number of reviews}l
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Mobile apps

Goldapple.rithas the most popular app
over 5 million installs and 50,000 reviews on Google Play.*

46%

Share of online cosmetics
stores with applications on
App Store

* Excluding onestop marketplace apps.
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Promotion
channels
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43%
40%

Sources of traffi

33%

27%

The structure of traffic sources in the
segment of online cosmetics stores does
1% not differ significantly from the average
9% 994 val ues for the en
market. The biggest difference is in the
2% 2% Increased share of direct referrals (33%
In the segment versus 27% on average).

7%
5% 5%
3% 4%

Organic search Direct traffic Via links Email Social media  Paid search Media

advertising
m All segments B Segment average

According tdSimilarWebthe average figures for 54 online stores are given excluding the "weight" of the store in the total traffic of the segment.



Social media
activity

The most popular social network In
the cosmetics segment \éKontakte
89% of stores have their communities
In It, while 76% of cosmetics stores
have more than 10,000 subscribers.

. I with the support of pow, - sellplus

Distribution of accounts of online
cosmetics stores by the number of

Shar¢ Median** subscribers
VKontakte 89% 60543  prEm e 3304
Telegram 50% 6 480 11% 220/, 13% 4%

Yandex.Zen 44% 2 019
Odnoklassniki 41% 22 432 205 15% 11% 13%
TikTok 24% 42 500 2% 4% 11% 7%

m0-1000 m1001-10000 =10 001-100 OO0 = 100 000+

* The share of online stores using the social network is indicated.
** The median number of subscribers is indicated.



Technologies
used
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CMS Emainewsletter

® In-house developed m 1C-Bitrix ® In-house developed m Mindbox

m Magento m Other CMS ® No newsletter m Other services
39% of online cosmetics stores use CMS of their own 26% of online stores use-house developed services
design (CMS is a system for creating, managing and editing for their newsletters. 19% use thdindBox 15% of
website content). 1Bi t r i X |1 S used by 2 Ztdresadd novhave a mewslettet Tthe rensaining 40%
Magento Is used by 11% of online stores. 28% use other use the services of other mailing services.

CMS.

«CMS foonline stores study «Online stores in letters to customerstudy



http://www.datainsight.ru/top10cms?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
http://www.datainsight.ru/im-letters?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
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Marketing services

Share of online stores that use marketing services

39%

Feedback
services

Statistics

S| Advertisin
and Advertising g

analytics

networks services

Yandex.MetricaGoogle Analyticsall Networks for advertising on the Ad management and Online and email

tracking, tracking traffic and customer pages of other members of the personalization services communication, callback

behavior on the site advertising network SErIVIces
Yandex.Metrica 93% DoubleClickNet- 93% Criteo—46% JivoSite-17%
Google Analytics 93%

The share of use for the most popular services is indicated from the total number of online cosmetics stores frori@8.TOP
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News
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News In Russia

February Lamoddaunches sales of Kenzo fragrances

April Magnit <k Ma L H beganm the implementation of-Kisage technology, which allows testing makeup in
augmented reality mode

May Beautytrendsof spring 2021. Russians began to buy expensive cosmetics more often
Hendersorwill create a line of cosmetics together with clients

July Podruzhki(« Mo o p y) 18 represented or\liexpress

August Yandex.DeliverydH o e k ¢ . JwillcdelizeBcosmetics in-2 hours

September Samokat« C a m 0) has launchedales of cosmetics under its own brand

October 30%o0f Golden Apple &3 o0 1 edar @1 0) kevenue comes from-eommerce

November Lenta &« J1 e H) wihopen Rive Gauche outlets in its stores

Find more news in our weekly eCommerce monitoring | Subscn


http://www.datainsight.ru/ecomm_weekly?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://new-retail.ru/novosti/retail/lamoda_nachinaet_sotrudnichestvo_s_lvmh9458/
https://e-pepper.ru/news/magnit-vnedryaet-umnoe-zerkalo-dlya-prodazhi-kosmetiki.html
https://www.shopolog.ru/news/beauty-trendy-vesny-2021-rossiyane-reshili-potratit-sya-na-krasotu/
https://henderson.ru/press/kosmetika/
https://t.me/alirussiapress/570
https://www.retail.ru/news/yandeks-dostavka-vyshla-v-byuti-segment-19-avgusta-2021-208134/
https://rb.ru/news/samokat-cosmetic/
https://www.retail.ru/news/onlayn-magazin-zolotoe-yabloko-podvel-itogi-trekh-let-raboty-19-oktyabrya-2021-210281/
https://rb.ru/news/samokat-cosmetic/
https://www.retail.ru/news/onlayn-magazin-zolotoe-yabloko-podvel-itogi-trekh-let-raboty-19-oktyabrya-2021-210281/
https://retail-loyalty.org/news/lenta-v-2022-godu-otkroet-tochki-riv-gosh-v-svoikh-magazinakh/?sphrase_id=45751
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World news

January The Simeollaborates with MAC makeup brand
Februar Japaneselothing online storeZOZOaunches beauty platforrdOZOCOSME
y with ZOZOGLASS skin tone recognition technology

May Users ofSnapchaw i | | be abl BuyMAC makeup mthewapd and

June Beauty boomonline sales of cosmetics fa020-21 showed a decade growth
Online sales af * O ¢ chave growa by9%due to social media engagement

July Share of online channélniliverwas 11% in the first half of the year, the growth of online sales was 50%
Edge Retall Insigdrecast Within the next five years, health@mmerce

August . .
and beauty will grow more than three times faster than store sales

September Howcosmetics retailermcrease online sales with web tools

October TajmeelresearchL ' Or é aslthe Ra@strpopslar beauty brand in the world in the Internet

Find more news in our weekly eCommerce monitoring


http://www.datainsight.ru/ecomm_weekly?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://www.gamespot.com/articles/the-sims-partners-with-makeup-brand-mac-for-branded-eyeshadow/1100-6485858/
https://www.globalcosmeticsnews.com/japanese-fashion-retail-site-zozo-launches-new-beauty-platform-zozocosme/
https://www.independent.co.uk/life-style/snapchat-mac-makeup-shopping-filters-b1852342.html
https://www.cosmeticsdesign-europe.com/Article/2021/06/23/Global-beauty-personal-care-market-to-rebound-in-2021-with-skin-care-sales-hitting-151bn-by-2025-says-Euromonitor
https://www.cosmeticsdesign-asia.com/Article/2021/06/29/L-Occitane-online-sales-grow-69-thanks-to-social-selling-initiatives
https://www.globalcosmeticsnews.com/unilever-1h-2021-sales-swell-5-4-percent-turnover-inches-up-0-3-percent/
https://chainstoreage.com/health-and-beauty-sales-surge-online
https://www.digitalcommerce360.com/article/beauty-ecommerce-sales/
https://www.premiumbeautynews.com/en/l-oreal-paris-is-the-world-s-most,19281
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https://datainsight.ru/Pharma_2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/DI-Sport2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/avto_2h2020_1h2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/DI_Pet_supplies_2h2020-1h2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/Children_goods_2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/Hobbies_and_needlework_2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/DI_Online_market_foods_2021?utm_source=presentation&utm_medium=research&utm_campaign=Hobby2022
https://datainsight.ru/DI_Online_market_foods_2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022
https://datainsight.ru/DI_Electronics2021?utm_source=presentation&utm_medium=research&utm_campaign=Cosmetics2022

About the research partner Row! sellplus

ROWI(rowi.com)— ROWI owi.com) is a fintech platform for SMEs with a wide range of its own digital financial prodactisring,
bank guarantees, financing for the execution of government contracts, as well as a relatively new product for sellersaskethe

business financing on marketplacesellplus

Sellplus(sellplus.ru}—fast business financing davildberries Ozon,Yandex.MarketAny company that regularly trades on the
marketplace for more than 3 months can take advantageswblving funding The limit is automatically restored by the amount of each

repayment, whiclsolves the problem of rapid business scaling

The ROWI platform for SMEs was launched in 2019 jointly with QIWI and currently continues to create convenient financialfprod
suppliers of goods and services in various industries throughout Russia, thad®\tbtech'®wn IT development and technology

core.

ROWI is an active participant in SME support and development programs and occupies a leading position in terms of thed number
new customers.

[ 2 Y LI y e Qato cxeatangvik adbpbrtunities for small and medium enterpriseqjuickly and with the best service

rowl.com



https://rowi.com/sellplus/?utm_source=datainsight&utm_campaign=report_cosmetics
https://rowi.com/sellplus/?utm_source=datainsight&utm_campaign=report_cosmetics
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[I Public research
Data Insight is the first agency in Russia specializing in D[I[l k
research and consulting in the field of eCommerce and

other online markets
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