
NIVEA Sales (Update) 

Beiersdorf AG (BDRFY) shares jumped 15.04% to $77.55 to date as of July 31 as the household and 
personal products company retained steady dividend amount of 70 euro cents and yield of 1.03%. The 
company based in Hamburg, Germany, offers skin and body care products via its consumer business 
segment, NIVEA and Eucerin among its popular brands.  

In Europe shares (BEI:GR) are up +15.13% to 77.58 euro for a market cap of 17.6 billion euro.  

Beiersdorf also manufactures and markets self-adhesive products and system solutions to industries and 
craft businesses and boasts its own research and development department. In a modestly expanding global 
personal-care market, BEI is investing in Latin America while weaker euro further helps the value of sales 
abroad when converted.  

In the first quarter sales of the cosmetics and skin-care company increased 6.9% to 1.71 billion euro. 
Adjusted earnings before interest and taxes jumped 8.5% to 255 million euro ($290 million). Beiersdorf is 
active through 150 affiliates worldwide. The company is majority owned by Maxing Vest AG, a diversified 
retail holding in the consumer staples sector. 

Similar company L’Oreal SA of Paris (LRLCY) reported 14.7% increase in first-quarter sales to 12.82 
billion euro. Earnings came in at 3.47 euro compared to 2.92 euro a year earlier.  

Unilever NV (UN), whose Dove brand competes with NIVEA, reported currency-aided 12.3% rise in 
revenue. The foods and household goods maker partnered with Alibaba Group Holding Ltd (BABA) to 
improve its operations in China via sharing e-commerce distribution channels.  

New CFO 

Beiersdorf is going to gain from a new chief financial officer, 45 year-old Jesper Andersen, to take over 
from retiring Ulrich Schmidt in September. Andersen has two decades experience working in Europe, Asia 
and North America for Colgate-Palmolive Co (CL). 

Colgate is one of NIVEA maker’s main competitors. Its shares are up +3.99% to $68.15 to date for a 
market cap of $61.6 billion.  

Colgate’s global sales decreased 6% to $4.07 million from $4.32 million a year ago. Adjusted earnings in 
the first quarter dipped 3% to 66 cents a share year over year. Including one-time items, earnings came in 
at 59 cents per share, soaring a whopping 40.5% from 42 cents last year.   

Beiersdorf forecasts that revenue in 2015 will jump 5% to 3% on so-called “organic basis,” compared with 
growth of 4.7% in 2014. Latin American revenue was strong in the first quarter as NIVEA line-up 
expanded, particularly with its sunscreen and deodorant products, but sales in west Europe and China 
declined.  

Markets in Brazil, Mexico, Russia and India have been very dynamic, too. 

Cosmetics Advances  

Wellness and technological-derived beauty will be the next big skin care trends. One vital industry focus is 
the unique bioactive multi-functional technology that defends skin from photo-aging. The human skin is 
protected from UV stress by also locking-in moisture. Scientists know that DNA health can be 
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significantly restored following UV exposure by limiting double-strand break and lesion formation that 
accelerates aging. The recommended natural and sustainable products are usually more widely available. 

Mass market e-commerce sites and retailers know how to attract more Internet users to talk about beauty, 
and feeling beautiful. eBay Inc (EBAY) ranks number one, while Etsy Inc (ETSY) is third on the list, and 
Amazon.com Inc (AMZN) is seventh, according to Cosmetics Design. Top skin and body care companies 
more often use social analytics solutions to encourage online posts and discussion about brand products as 
forms of advertising. One provider of leverage enterprise network is NetBase Solutions Inc of Mountain 
View, California. 

An important factor driving cosmetics companies’ success is their innovation ability. At the Beiersdorf 
organization its cream revolutionized skin care in 1911 to establish global standards. Today at the 
Hamburg Research Center some 500 scientists work to achieve next-step knowledge. Their findings relate 
to the skin's own or other natural ingredients that control and stimulate the metabolic processes in both 
individual skin cells as well as the skin as an entire organ. 

Analysts say that most global brands in China have failed to gain from customized video content localized 
in regions. For example, investing in video is crucial in South Korea where digital viewer penetration is at 
96%. In China, close to 6% of brand sites feature local user-generated content; in Japan, it is not offered as 
popular reach-out. Unlike per-view books and videos, user-generated content is easy to create and could 
help brands localize their image without having to pay for services such as language translations. 

Online boutiques may open a storefront real-estate shop to test up demand and vary infomercial and other 
marketing strategies. Credo has done so to “perhaps begin a chain” in this way segmenting buyers in real 
life. The prominent natural beauty curator opted for a spot in San Francisco, California. Amazon recently 
opened a physical, consumer-facing location at the Perdue University of West Lafayette, Indiana, where 
users can pick up their online purchases.  

In a similar marketing move, business giant Google Inc (GOOG), men clothing seller Bonobos Inc, and 
eyeglasses retailer Warby Parker are dabbling with brick-and-mortar stores as well. In late 2013 Bonobos 
was planning to go public and boost its market value to $1 billion; however the company has waited for 
troubles in e-commerce and flash sites based in New York to subdue.  

Digital beauty brands like Birchbox Inc and Violet Grey also opened brick-and-mortar locations earlier 
this year. Followers of multi-channel expansion are Meaningful Beauty and WEN, and the Miracle Skin 
Transformer and Hydroxatone brands from Atlantic Coast Media Group LLC of New Jersey.  

Fitness and wellness have been competing for beauty spending for many years. Meanwhile skin care 
gradually accounts for up to 50% of all beauty product sales in some key markets. The era of the super-face 
and Botox arrived as early as 2006 in what became a beauty sector worth billions. Devices and tools, such 
as cleansing brush, intense pulsed light, and laser are incorporated into daily skin care habits because they 
deliver efficient results.  

It was early 2000 when industry reports first counted in salon professionals in the U.S., Europe and Asia 
as wellness providers of “beautiful body from within," massage, and spa services. Overall the U.S. beauty 
industry, known as prestige products sold mainly in department stores, reached $11.2 billion and grew 3% 
in dollar sales in 2014, compared to 2013, according to the NPD Group.  
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In beauty and personal care, Johnson & Johnson’s (JNJ) baby oil remains the leading brand for the 
company but its acne treatments and cleansers continue to be strong in its largest market, the U.S. The 
company headquartered in New Jersey has developed a broad geographic spread and benefits from key 
growth categories: sun skin care, child-specific products, and dental rinses - in major emerging markets. 

A series of health care companies compete in the dental care beauty segment. The U.K.-based 
GlaxoSmithKline plc (GSK) rang in solid gains during 2009 to 2014. Its Sensodyne tooth paste is a power 
brand that pushed growth ahead through advanced dentist-inspired results and wide global coverage. The 
staples brand Aquafresh had slower U.S. sales. 

Luxuries Growth 

With respect to luxury and cosmetics industries, positive future growth will be driven by more urban 
clients, online shopping and cut-rate reliance on the wholesale market, in addition to consumer friendly 
welcome to younger, male customers.  

In 2014, sales in the perfumes and cosmetics sector climbed 12% to 3.8 billion euro, while the fashion and 
leather segment was the largest contributor both in terms of sales +35% and earnings before income tax 
(EBIT) +53%. Florence, Italy-based Gucci Group NV boasted sales of 6.9 billion euro and EBIT of 1.8 
billion euro in 2014. The company’s enterprise value is 24.9 billion euro for fiscal 2013.  

Luxury products excluding spirits brought in fiscal sales of 14 billion euro in 2014, exactly matching their 
total enterprise value. Wines and other alcohol made for 4.3 billion euro or 14% of total sales, according to 
EY advisory firm.    

Investors fancy luxury cosmetics thanks to the industry’s solid historical sales performance, as well as its 
2009 recovery from recession - boosted by international customers, profitable research and participation in 
emerging markets, and investments in higher-valued company securities. 

In terms of cosmetics advertising, France-based L’Oreal spent 30% of its operating revenue to advertise, 
followed by The Estée Lauder Companies Inc (EL) in New York 27.5%, Beiersdorf 24.3%, Coty Inc 
(COTY) in New York 23.1%, Shiseido Co Ltd (SSDOY) in Tokyo 23.0% and L’Occitane International SA 
(973.HK) in Luxembourg 9.3%. 
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